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Set No. 2376/4504 ... $17.5 


Simulated Stones 


Set No. 2367/4597 ... $12.50 
Simulated Pearls and Rhinestones 
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No. 2392/4623 ... $18.001 : ee 

Simulated Cabachons | 
and Rhinestones i 


At new season, a new 1950 look, and a new market 


for Van Dell jewelry with “‘fashion-feeling.”’ 
A must in smart accessories for every woman's 


fall wardrobe — a must for you to stock and sell 
for greater profits, delighted customers. 


Display Van Dell, then watch your sales 
pile up like Autumn leaves! 
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: Set No. 2381/4612 . .“* $18.00 Keystone, 
.) LD: WY : Simulated Onyx and Rhinestones ; 











HEIRLOOM RINGS 


Bote! - 


% \ ie 
SD Mebilia Sapa Ml Sop: 


© An 


ELLER LOL LIE EE ILI 


ad 


a a 





No. 2154/7 
7 stone cluster 
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No. 1257/7 
19 stones, large high center 





No. 490/7 
9 stones, large high center 





In these exquisite rings we have preserved the 
true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 
with unusually massive tops into which precious stones can 


be set with absolute safety and assurance against loss. 





Pictured here are three of a large selection of styles in 
stock for immediate delivery. They may be purchased unset A S A U E R rs 


as shown or, upon order, complete with stones to suit the 
customer’s taste and price range. Earrings available to match. KONITE BUILDING 


Brochures showing 17 designs will be sent upon request. 
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The Cover 


The Jewelry Industry Council fo. 
cuses attention on watch repair in 
September with its nation-wide 
"It's Watch Inspection Time" pro- 
motion. See page I12 in this 
issue. 


Cover photo was taken with assistance 
of The Watchmakers of Switzerland. 
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flair for the unusual and the 


arce,with his inimitable 


elegant, has created a new col- 
lection of diamond bracelet 
watches that achieve the 
highest level of dramatic 
distinction . . . Flawlessly 


executed in the tradition: of 


~  WBO, craftsmanship. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W \ NEW YORK 23, N. Y. 
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\W/14K GOLD FILLED 


Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the 
quality of the case. It is also your assurance that 
the fine movement has the protection of precision 
case craftsmanship . . . plus the distinctive 
beauty for which Wadsworth is renowned. 
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WATCH CASES 


designed to custom-fit fine watch movements 





beautiful, nationally advertised WADSWORTH POWDER CASES 


In the same fine tradition... 
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For two generations 






















America’s foremost 


ring creators have 


pes 


| recognized the = 


superior quality of 


, 4 \ a dl : Karlan & Bleicher’s 


5 Ses rings and findings. 


Because they are : - _ . - — 
die-struck they work _. - . _ 
: easier and last longer. 
: Ps \" : : Because they are 
: ¥ ai ‘4 styled distinctively 
they live graciously. 
je There’s nothing RANG AR 
J a quite like the - F \ ani ie 
. Perfect Rings and 6 

nail Findings by K & B. 


ame OKABLAN & BLEICHER, 
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HOUT Simmons!” 
Stout 
FOR BACK-TO-SCHOOL SALES 














Yes, M. D.’s, L. L. D.’s, Ph. D.’s 
— and plain, good old - fashioned 
A. B.’s — lads and lassies alike — 
all like Simmons...the guaranteed 
quality gold-filled jewelry in the 
popular price field. You'll profit 
big by meeting the back-to-school 


stampede — with Simmons! 


ATTLEBORO, MASSACHUSETTS 
MAKERS OF QUALITY GOLD FILLED JEWELRY 





Ladies’ set No. LS 1326 
Men's set No. MS 1634 














SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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We have developed our line of one-piece shanks 
until it ranges from plain basic shapes to elab- 
orate designs. Included in it are fish-tail and 
other styles especially adapted to hold diamonds 
on either side of the solitaire. The numbers 
shown have been selected both for their popu- 
larity and because they represent a sort of cross- 
section of the line itself. 


All our settings fit these shanks perfectly and 
the most pleasing and distinctive combinations 
can be made with them. Our setting line is so 
long and varied that you are sure to find just 
what you need in it. Both shanks and settings 
are made in jewelry palladium, 10% iridio-plat- 
inum and gold. 


*The numbers. marked with an asterisk may be 
ordered in yellow gold—jewelry palladium 


combinations. 
ECG LU. 


113 ASTOR ST., NEWARK 5, N. J. 
New York ¢@ San Francisco @ Chicago 
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NEW! 
_ EASY-TO-BUY, 
SALES-TESTED 


J-B DISPLAYS 


J-B ASSORTMENT NO. 33 


8 Ladies’ Bands (round and square snake- 
full and semi-expansion ); 4 Men’s Bands 
full expansion. Display is Royal Blue trim- 
med with Gray Karess velvet. 
Includes 1 each of Nos. 6050, 6056, 6345, 6038, 
3331, 3052, 3044, 3039, 8605, 5001, 6006, 7001 


RETAIL SELLING PRICE... . .$70.80 
YOUR COST............. 30.00 
YOUR PROFIT ............ 40.80 


Including Federal Tox 


cash in! Look over these two pages 
show you just a part of the great new J- 


Have him show you the complete J-B| 
You ll agree that now, more than ever t 
fore, J-B stands for Jeweler’s Best val 
...Jeweler’s Best watch band profit maker 


GOLDEN TRIO ASSORTMENT NO. 22 


Your stock won't be complete without 
these NEW additions to the J-B Line. 
Display is Maroon velvet with lettering 
in Ivory and Brown. 

Includes 2 each of No. 6009, 

No. 6007, No. 6008 (Duo Finish) 
RETAIL SELLING PRICE... . .$57.00 
YOUR COST............. 22.50 


YOUR PROFIT ............ 34.50 


Including Federal Tax 





GREATEST WATCH BAND VALUES / 


GOLDEN CIRCLE 









LARGEST ASSORTMENT EVER 
OF LADIES’ WATCH BANDS WITH 
QUICK-CHANGE END-0-MATIC™END 


No. 6009—Full Expansion. Yellow, Pink, White. $9.50 retail, F.T.1. 


GOLDEN CHAMPION 
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6039—$7.50 retail, F.T.i. 


nr ee pe pao come 


6065—$7.5C retail, F.T.l. 


OT 








999999444044248 


6090—$6.50 retail, F.T.I. 
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No. 6008—Full Expansion. Yellow, Pink, White. $9.50 retail, F.T.I. 















(Also available in new Duo-Finish) OFLA A Ae ‘ths LESS fy BPP, s < 
J-B Full Expansion Bands featuring Micromatic Spring ie . eS 
construction and a heavy gold top shell. (1/15-12 Kt.) 6045—$6.90 retail, F.T.I. 
J-B TRIUMPH 
f ee sis . a Get PAG i Ad dsb ADEA oh 666 6 44660454 b6 bse EALAAA LALA ——_—— 
sa aa 


3044—$6.50 retail, F.T.I. 


pee a { PULA LSILS LA ASALSAGA CALLA TASTES MELAS 
ame gf 3054—$6.50 retail, F.T.I. 
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Only J-B has the original END-O-MATIC End, the end attach- 
ment that fits all ladies’ watches...makes it easy to sell 2 or 


THE BRAND NEW SENSATIONAL PRICE LEADER 
Characteristic J-B quality, super- Only 's 
lative J-B styling, plus exclusive 550 Retail 


J-B Micromatic Spring action. 


3 watch bands instead of just one, because anyone can attach 
the END-O-MATIC End to any watch in just a few seconds! 


Fed. Tax Incl. 





C nh 
“U.S. and Foreign Pat: Pend 





CONTACT YOUR WHOLESALER TODAY! 


your gutdle to the finest in Watch Lands 


JACOBY-BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK 13, N.Y. 
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But, Darling—I! thought | was 
getting you a real Hamilton / 


What a letdown! 


When people buy Hamilton Watches—especially diamond-set models—they expect genuine 
Hamiltons ...cased, timed and guaranteed by the factory ! Anything less is a disappointment 
—often a headache—to the owner and to the jeweler who sold it. 





Don't let this happen to you ! 


Protect yourself against this embarrassment — this 
kind of customer disappointment. You can do it if 
you stock and sell Hamilton’s Lady Hamilton and 
Lady Lancaster diamond watches. These two series 
include a wide range of 43 models, in gold and 
platinum, containing from 2 to 44 top quality cut 
diamonds, priced from $110 to $800. Others to $10,000, 
Federal Tax Included. Every one of these fine 
watches is a sellable, reliable, high value Hamilton 
— Your best assurance of customer satisfaction. 





HAMILTON WATCH COMPANY ¢ LANCASTER, PA. 


THE FINE AMERICAN WATCH 


10 





Authentic Diamond Hamilton Watches | 
are identified by this guarantee 
folder and the name “Hamilton” onthe 
back of the case. Your customers are 
being informed of this in Hamilton's . 
National Magazine advertisements. 
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RING SETS 
DIAMONDS 
14K GOLD and 
10% IRID- 
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YES, IT COULD BE DONE THIS WAY 





If worst came to worst, you could get-traffic into your 
store with detour signs that forced everyone to walk through your 


doorway. But what would it get you? Not nearly as much profitable 





traffic as you can get by stocking, displaying and promoting the 





most-wanted, fastest-moving men’s jewelry line in the country. 
That, of course, is SWANK — because whether the item sells for 


$1.50 or $75.00, all over the country Men Prefer SWANK. 
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IDENTIFICATION BRACELETS 


FOR THE SERVICE MAN 





191/450 


AND EVERY MAN | 





191/444 





191/449 









191/488 
In 1/20th-12 Kt. Gold Filled, number 211/454 
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Available Through Authorized Forstner Distributors 


FORSTNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY 
JEWELRY'S NAME FOR QUALITY 
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ELGIN’S GUARANTEE 


: Mainspring in this watch — 
k in service it will be re- 
harge tothe owner ofthe 


“If the DuraPowe 
should ever brea 
placed without char 
watch, by any Elgin Wa 


the Elgin National Watch Company, < 
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HOW YOU ARE PROTECTED 


If a customer brings i . 

é, gs in an Elgin watch . 
with a broken DuraPower Mai worth $2.00 in genuine Elgin material 
. ainspring redeemable thr ‘materia 
ou: Replace th li eaciil able through yo i 
end it + El na oe <li and saler. Or, if you ~ sate ee 
Elein a gin. You will receive from vamenttecume andthe r prefer, 
gin a new mainspring and a certificate where the mainspring brn to ee 

e replaced. 
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OT 10 BREAK | 


MORE WATCH SALES FOR EVERY ELGIN DEALER 


WITH THIS DRAMATIC NEW ADVANTAGE! 


In 1947, after 12 years of research, Elgin 
introduced the amazing new DuraPower 
Mainspring. It was the greatest advance- 
ment in watchmaking in over 200 years. 
For, made of “Elgiloy”, an entirely new 
alloy of metals, the DuraPower Main- 
spring was non-magnetic and rust-proof. 
It possessed qualities of strength and en- 
durance far beyond any steel mainspring. 

Since being introduced, over 4,500,000 
DuraPower Mainsprings have been put 
into service. Their performance has far 
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exceeded even the expectations of Elgin 
scientists. So now, with complete confi- 
dence, Elgin backs every DuraPower 
Mainspring with an absolute guarantee 
against breakage in service. 

Here you have a dramatic new watch- 
selling idea . . . a mainspring that will 
never, never, never break! Use this idea 
across your counter! For more watch sales 
and better satisfied watch customers, 
feature Elgin Watches with the guaran. 
teed DuraPower Mainspring! 


Elgin says, and you can 

tell it to your customers: 

the DuraPower Mainspring 
will never, never, never break! 





*Made of “Elgiloy” metal. Patent pending 
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‘“‘There’s an easier way to build store traffic’’ 


FINE WATCH BANDS 


Display the ADVENTURER...so handsome, it 
brings customers into your store: to examine 
...to admire...to buy. Quicker and easier 
to attach, too, with sensible “self-adjusting” 
ends. Order the Gemex ADVENTURER men’s 
expansion band—it’s in national magazines 
now—your customers will be asking for it. 


ask your wholesaler for Gemex No. 550, the 
Gemex ADVENTURER, $9.95, incl. 20% fed. tax. 


GEMEX LEATHER WATCH STRAPS 

For those people who use leather straps, 
Gemex offers a broad variety of styles and 
leathers for both men and women. All have 
the same fine quality found consistently in 
every Gemex watch band. 


Sold only through authorized wholesale distributors. ............... 8 Gemex Company, Union, N.J. 
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This Fall It’s Harwood! 








anwood is) Cee OL OF PROVIDENCE, R. 


Makers of Bracelets, Watch Attachments, Co-Star Jewelry, Jack ‘N Jill Jewels 





a Ye New York Middle West Chicago South West Coast 
Presented BY: LEO ZUCKER SIG HOROVITZ FRED WHITNEY ~ BILL RICHARDS AL TRACHMAN 
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+ 6676—Diamond Ring, 
¥3 ct. total weight $60.00 


Wedding Ring to match 27.00 








+6892—Set, 34 ct. total weight 
$123.00 











y BERLAND 


America’s Greatest Diamond Ring Value | 









= 6729—Set, 1 ct. total weight 
$169.00 





+ 5291— Diamond Ring, 
% ct. total weight $47.00 


Wedding Ring to match 22.50 


+ 6860—Diamond Ring, 
Vo ct. total weight $92.00 


Wedding Ring to match 30.00 
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“No. 3500 The Comet 
Retails at $11.50 F. T. I. 








ae a ASSORTMENTS 
weeause it has the famous Foster FITS-ALL end- Assortment No. 2 as shown on the opposite page can be had 
with the new Foster COMET in place of No. 810 at the 


same price. 


Mocks, that any clerk can attach to almost any 


watch, it’s the band that can make money for the Assortment No. 3. Foster ladies’ bands with the retailer- 


. . ’ approved ladies’ FITS-ALL ends are available in a gorgeous 
— | ewelers who stock it. Don’t watch the 2-tone Karess velvet display (6-on). Cost to retailers $18.75. 











Comet go by, — get on it and ride, with Foster. 


The Comet is packaged in a handsome maroon plastic 
tray,—a novel addition to the nationally advertised 
Foster line. It is true Foster quality, in 1/20 12K-G. F., 
with stainless backs. At the retail price of $11.50 F. T. I. 
there is a handsome profit margin for you. Let the 
Foster line win for you the great new GIFT business 
that the adjustable FITS-ALL end-lock has opened up. 


FOSTER METAL PRODUCTS, INC., ATTLEBORO, MASS. 














Mibuasaes #Q8 " 
TNE GOLD HALES ~ yur? 
RAE miKE, aLACPES 


prcvessee’ 


FRR — ie kato 4 
a ween oie ert 


You've got to actually use this new liquid flux to appreciate its convenience, its fast 
solvent action, how it sticks close to meial surfaces during heating and how this 
feature helps hold small parts in place when soldering. Order a bottle now and 
try it on your gold and silver soldering operations. We're sure you'll like the effec- 
tive fluxing job it does. 


BULLETIN 18 tells you all about it. Write for a copy today. 


, NEW YORK Coe 
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... for the second ring 
when you sell 


NATIONALLY KNOWN 
NATIONALLY ADMIRED 





ENGAGEMENT AND 
WEDDING RINGS 


NO SIGN OF A TWICE the profit opportunities with the Rings that rank 
EN 
Saale pieassiien FIRST in the hearts of Miss and Mrs. America! 









NO SIGN OF A 
LOCK WHEN WORN 
SEPARATELY 


88,000,000 readers of 


LIFE - LOOK - NEW YORK TIMES MAGAZINE 
iin eae. VOGUE - CHARM - TRUE CONFESSIONS 
TILTING OR SEVENTEEN - MODERN SCREEN - PHOTOPLAY 


iM ARYELAIe: ° 
...the country’s foremost fashion, fiction, 
movie and photo news magazines will 


see — and act on — FEATURE LOCK’S 
SOLD ONLY THRU sales-enticing advertising campaign. 
AUTHORIZED 
DISTRIBUTORS 


FEATURE 


SYM 7 Wie) 1m hele QM ad-yolollaleMelilom state lole(-Tul-lan 
Rings separately or together. The sale of either 
ring means they MUST come back to you for 
TiMuitehColat-to Mim lali-lalole diate Mutoh (-7 


THE IN... 
Use FEATURE LOCK’S power- 


iv] Bo lage h Moh ME tol(-S Or Situlellolilare 
merchandising aids. Write us 
fo] mm Uiaial-laelahiolaulelilelan 


RING CO. INaG@ 


126 West 46th St., New York Loe Nee 
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1E ILLUSION RING BECOME REALITY 
_ IN INCREASED SALES! 


See for yourself, how even the smallest diamond has the 
“Itlusion” of a Carat stone! 

Build new sales with this great addition to a great line of 
mountings. 

Here's the REAL boon to sagging sales; the sure-fire 
method of attracting new business. 


Visit us at BOTH shows, and get aboard the QUALITY 
bandwagon! 


























Cieneo . =. | : DALLAS 
National Jewelry Fair Dallas Gift Show 
August 27-28-29-30-31 i Sept. 3-4-5-6-7-8 
Hotel Stevens Hotel Adolphus / 

Suite 504A cor | Suite 919A 



































iishiier & Piles, 


a 21 West 46th St., New York 19 
Jewelers 
thoatd of Jtade— 


FOR SEPTEMBER, 1950 




















America Alerts... 


... and alert jewelers willspot-light 
LeStage identification bracelets for 


edger buyers and quick sales. | 
sy 


In 1/20 12Kt. Gold Filled or 
Sterling Silver-Rhodium Finish 


For dependable quality ... dependable | Of 
sales . .. dependable profits . . . 


make sure that your identification 
High polish, anti-kink chain 


bracelet line carries the mark Massive hand-seldered links 


... LeStage. For Men, Ladies and Boys 


MEMBER 


NEW YORK CHICAGO SAN FRANCISCO 
9 Maiden Lane 29 E. Madison St. 657 Mission St. 
A. H. BETZ A. B. PINERO G. A. HARRAH 


CHAINS © BRACELETS * LOCKETS * KNIVES * BABY JEWELRY IDENTIFICATION BRACELETS 
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resenting The Newly Styled — Newly Priced GOTHAMATICS 

































































: also WATER-RESISTANT 
: SHOCK-BILT : 
ANTI-MAGNETIC 
MODELS FOR MEN | 
- AND LADIES FROM 
$39.75 to $225.00 
ches Since 1868 Be ef 
PRODUCT OF ae 
.@) | le) > 4 oe of Ot ee Ot © ee 1 | On 
my WEST 47TH ST... NEW YORK 19. N. Y. ALL PRICES INCLUDE 
| FEDERAL TAX 




















WERE MAKING DAMOND HISTORY i 


Soa 
VOM 


LPO 
DIAMONDS 


SR 
Pat “MIRACLE SETTING. ae 
\s apnct 


OM 
THE BEAUTY OF YOUR 


RM to show detail 


An exceptionally artistic duette. 7 diamonds 
brilliantly cut glorify the beauty of the engage- 
ment ring. The matching wedding band sparkles 
with 12 fine diamonds. Styled in 14k yellow gold 
and 18k white gold to give you a miracle value! 


Pat. Off. 


None Genuine Unless Stamped “MIRACLE” | 








| Samples Furnished on Request 





Mats and Dealer Helps on Request | 








[Styled to Sell - - Priced to Sell! 





Consult your jobber; if he cannot supply you, write us. 
MANUFACTURERS FOR OVER 50 YEARS 


SHIMAN BRO S. é CO., Inc. Originators ond Sole Monufocturers of Mirocle Set Diomond Rings 


No connection with ony other firm 234 WEST 39th STREET NEW YORK 18, N.Y. 


—————————— 
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FIRST with Sensationally 


Now for the first time you can offer 
in styling, first in quality in every 





#3010 


#619 





#1247 


#627 


#1234 


New Low, Low Prices! 


ame” bands-first | y_ 
“big n 


Ser need you tie UP your Money, 
“rowd your Shelves take Chance on 
c CT S00d-wi} b in 
J b al sell on p>; alone. 
e n J e « Now etton brings you °verything 
I C C r | ed to Satisfy the tas Purse of 
U | re, r p r Uusto Mous, 


and bracelets to 


of any Watch — fy 
"TY budget. 42 
om 





41246 





FIRST in Exciting 


Bretton introduces the exclusive new es re 
—the first new idea in watchband we in years— 


that offers you EXTRA SELLING POWER AT NO EXTRA COST! 


90% of all watch bands are sold on 
individual cards. Now at last 

you have a package that does 
everything such a card can not do 
—at no extra cost. And it does 
everything a costly plastic package 
can do—but at no extra cost! 


It packages—it presents—it 
protects—it displays. And it’s 
yours at no extra cost! That 
means super-values with high 
eye-appeal, at sensationally new 
low prices for a big name band 
with national acceptance— 
values your customers won’t 
pass up! 


It’s a handsome gift package! 
It’s an eye-appealing display! 


It gives you extra sell 


















New Packaging! 


The only “big name” line that’s packaged all 4 ways 
—to meet and beat any competition at any price! 





Bretton’s Jade Green, 
talian Marbled 
lastic Bandbox. 
ells on sight! 


ust the “show case” to help 





ou with your vital gift business. 
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FIRST with Smart Ney 


For your profitable gift business— you want merchandise with the 




















eye-appeal that means buy-appeal! Bretton’s smart new, out-in- 
front designs—stunningly gift packaged—deliver the most exciting 
eye-appeal—most outstanding gift values in watchband history! 





Jewelers everywhere are hailing Bretton’s 
dramatic new Fall line—starring three 
entirely new, entirely different designs —with 
new names, new packages — priced 


amazingly low for such outstanding quality. 


Note the bold, handsome new designs for 





men —the entirely new, entirely different 


NEW! BRETTON’S GOLD CROWN! Fit for a King! The only real “Queen Anne 9 All Bretton ‘“Fashion Firsts!” 


basketweave design which expands without distortion! Very wide, 
bold and rugged, yet featherlight, smooth and comfortable. Exclu- 
sive Bretton “supermatic’’ expansion action. Yellow, pink, white 
1/20-12K gold filled top, stainless steel, non-corrosive back. In 


Jade Plastic gift package with guarantee bond. $9.95 (Fed. Tax Inc.) fuarantee bond. 


All handsomely gift packaged with 


Then look at the prices—and compare! 
Never before such outstanding values! 
Remember — Bretton’s the band theyll 
demand—because Bretton’s nation-wide radio 
and TV Fall Promotion will make even 
more millions conscious of Bretton as the 


‘‘first name in watchbands’’! So feature—and 








cash in on the bands that are easiest to sell! : 


NEW! BRETTON’S GOLDEN TROPHY! Fit for champions! Design 
is just the reverse of Gold Crown above. Exclusive Bretton ‘‘Super- 
matic’ expansion action. Yellow, pink, white 1/20-12K gold filled ile 
top, stainless steel, non-corrosive back. In Jade Plastic gift package es 
with guarantee bond. $9.95 (Fed. Tax Inc.) 












NEW! BRETTON’S QUEEN ANNE! The smartest, latest, newest 
design in Bretton’s very popular, fast-selling “Queen” series. 
Slimmest, trimmest, daintiest of all expansion bracelets. Note 
entirely new, inspired ‘diamond struck” design. Sharply engraved 
for extra brilliance. Yellow, pink, white 1/20-12K gold filled. Jade 
Plastic gift package with guarantee bond. $8.95. (Fed. Tax Inc.) 












ft Merchandise! 


Here’s the Sensational Gift Offer 

You Need to Lure Customers Into Your 
Store! The 2 Most Wanted Gifts for the 
Price of the Band Alone! 


Almost everybody wears a wrist watch—and smokes 
cigarettes! That’s why when you display and advertise 
the sensational Gold Crest watch band or bracelet 

in the stunning Gold Crest Cigarette case FOR THE 
PRICE OF THE BAND ALONE —you have an 


irresistible sales magnet. 


Don't confuse this costly Gold Crest gold-toned 

cigarette case with so-called “re-usable” packages. You 
could ask and get $5.00 for the case alone. It’s 

FREE with purchase of either Gold Crest band or bracelet. 
Wafer thin! Feather-light! Streamlined. Won't bulge 
pocket or purse. Exclusive modern design with 
distinguished gold crest embossed on gold-tone cover. 
Sure-fire for your important gift business! Feature it! 


BRETTON GOLD CREST (MEN’S). Smartly sophisticated. 
Flat, hammered curb finish creates unusually brilliant 
highlights. With Bretton “Supermatic’ expansion action. 

4 Yellow, white, pink 1/20-12K gold filled top, stainless 
steel, non-corrosive back. Gift packaged in Gold Crest 
Cigarette case with guarantee bond. $12.95 


BRETTON GOLD CREST (LADIES’). Exquisitely slim, trim, 
feminine version of brilliant Gold Crest hammered, curb 
finish design. Yellow, pink, white 1/20-12K gold filled 
lop, stainless steel, non-corrosive back. Bretton “Super- 
matic” expansion action. Gift packaged in exclusive 
Gold Crest Cigarette case with guarantee bond. $12.95 
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CASH IN ;; the Band that’s 


Easiest to Sell— 





on the Band Your 
Customers Will Demand— 





on the First Name 
in Watchbands— 








v5 Owe Vere 
« * 


FIRST in Advertising! 


To bring more customers 
into your store—to help 
you do more business 
—make more money — 
Bretton is developing a 
powerful advertising 
promotion that will make 
Bretton, more than ever, 
“the first name among 


fine watch bands.” 


Exciting details 

will be announced in 
September. For complete 
information about the 
sensational new Bretton 
line write, wire, phone 


your wholesaler. 





Sold exclusively 
through jewelers - 
available only through 


selected wholesalers. 




















Deal With Us 


and 


Be Secure 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


FOR MANUFACTURERS: 


WE SUPPLY THE ABOVE METALS IN ALL FORMS: 
AND 


WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 



























~~ 


HONESTY (6 





) ACCURACY 





REFINERS & SMELTERS 
_ FOR HALF A CENTURY 











JOSEPH B. COOPER & SON unc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 


FOR SEPTEMBER, 1950 33 
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We've lived through two wars. major 
and minor depressions, controls. short- 
ages, uncertain times. always in the 
business of buying stores and stocks. 
We have never been panicked or 
spread panic, never used fear to in- 
fluence a man to sell his business. On 
the contrary, often with business facts 
at our command, we've advised men 
against selling at a certain point, seem=, : 
ingly to our own disadvantage. ‘But it 
worked out to our real advantage. 
building the confidence in Gordon 
Brothers we today enjoy. People know 
that whatever the times, they can count 
on integrity: knowledge, com petence — 
and a reliable bid (usually the high- 
est ? from Gordon Brothers. Now as 
always, it’s good judgment to consult 
Gordon Brothers when you censider 
selling a store or stock. 








«= « the oldest and largest firm of its kind in the United States 
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| smart Jewelers are Featuring CROSBY DREAM SETS... 


BEST SELLING Sets of thetr Kind! 


° > << ™~ ~~ en 4 
ee é 


1949 saw the introduction of the 
Crosby Dream Set as the most beau- 
tiful dresser ensemble in years! Fs 


~ 1950 has surpassed all sales 


predictions as retailers stocked ex i *lw & 


| spectacular success. Only regular 


dealers in Everbrite Dresser Sets _ i. i { 


have the opportunity to get their 
share of this big profit-pie! Order 


some of these Dream Sets NOW 


and, in short time, you'll realize \ ae 


their terrific volume potential! 





NO. 154/8 CROSBY DREAM SET... 8 Pieces— Your Cost 
| Fashioned of Jeweler's Bronze, all metal gold and silver Only 

« fidish; elegant etched design matches the exclusive new *75°° 

Brocaded pattern of the now-famous Crosby Dream Box. . SET 


Minimum order per store 3 sets; maximum order per store 
6 sets. Order on your regular order form or letterhead. 


A. COHEN -& SONS CORP. 





West 23rd Street . New Yorks t0. NY 








FOR SEPTEMBER, 1950 " 
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All watches take 
4AH, 5AP, 6AP, 6AF 


WATCH CASE CORP. 


7AP, 8AH, 
bl/,, 63,T, 83/4, 
18/OE, 

21/0 


8x10, 
AK-16 


Baa 


% 
ie 


* 
neue 











/ 
\ 


aiso 


BAH, AX 


8AE, 
rus 8x9 
8AE, BAH. AX 
6, OE 
1081 85 
Extremely compact 
for 10'/> 
accepts 934. 


8 3/4, 


Ben 
3 


phate 


11 


aelthate 


movement from 0 to 


10'/2, 
size 


Wiel" W Wiel ae ie): 
Te) :\e7 


10AX 
any 
8 3/4 ligne. Rhinestone 


For 


BBI, 
curved 


BEN. 


uu 
O 
ve) 
> 
O 


in 


/ 


1139/88 


11'/A, 6 
307ETA, 
17 /> th 


150 Varick Street 
New York 13, N. Y. 


WATCH CASE CORP 


VOR SEPTEMBER, 1950 





WEetitieteathece 
EXCLUSIVELY for the wholesale 


and jobbing trades since 1910. 


em A 2 oe See 
Manufacturers of Gold and @Platinum Watch Cases 
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3 GOOD REASONS 

why ROSARIES by 
CATAMORE 

are FIRST CHOICE 


... With consumers 
with retailers 
with wholesalers 




















R77 R/C Sterling silver 
Square shaped beads 





R89 R/C Sterling silver 


These three new creati we : 
C ¢ new creations speak well for Round faceted beads 


ae 


. artistic beauty—genuine rock crystal 
beads cut in sparkling patterns. 


ho 


. skillful craftsmanship—delicately engraved sterling sil- 
ver medal and crucifix in classic lines. 


3. profits—once they are shown, these genuine rock crystal 


i : ; R76 R/C Sterling silver 
rosaries are certain to appeal to your customers, assuring Lantern shaped beads 


you of high volume sales. 
So order your stock now! 








New York Mid West East 
FRED W. MARKS DICK SHOWERMAN WILLIAM PEACH 
373 Fifth Ave. 29 E. Madison St. 231 Pine Street 
New York. N, Y. Chicago, Il. Providence 3, R. I. 231 PINE STREET e PROVIDENCE 32e¢Rejie 


FOR SEPTEMBER, 1950 ” 









Plan Your 
Christmas Stock NOW | 


J. W. Johnson firmly believes in the old saying, ‘“The early 


bird catches the worm.” That’s why we’re glad to see smart 



























dealers anticipating Christmas needs, and ordering now, 


while the supply is available. 


Customers want our nationally advertised, fast-moving 
items—and that’s what puts those extra profits into your 
cash register. You can be sure of prompt delivery from us, 
too, for since 1869 our reputation for efficient service has 


been recognized by leading jewelers everywhere. 


ORDER FROM THIS LIST TODAY! 
STERLING FLATWARE Tudor Plate CLOCKS 


Poole Hollowware 


Rogers Sterling Westclox 
Oneida Sterling Tiny Tot Treasures Telechron 
Alvin Sterling Seth Thomas 
Amston Sterling JEWELRY Revere 
Manchester Sterling Elgin American Herschede Hall Clocks 
Anson Semca Clocks 
SILVER PLATED FLATWARE Gemex Phinney Walker 





1847 Rogers Bros. Bretton U. S. Time Corp. 
Community Plate Jacoby Bender 
Wm. Rogers & Son Leo Glass AND 
Tudor Plate Deltah Pearls Manning-Bowman 
Alvin Plate _ Wolcott Rosaries Kenna Blinds 
Silco Stainless Steel Marcasite Jewelry Remington Rand 
Rolls Razor 
HOLLOWWARE LIGHTERS Suda tine 
1847 Rogers Bros. Ronson Sparklet Devices [ 
Community Plate A.S.R. Ascot Maximillian Luggage 
Anchor Rogers Zippo Clauss Manicure Sets 





J.W. JOHNSON INC. 


15 MAIDEN LANE NEW YORK 7, NEW YORK 
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Why you should be in business 


with Bette Chocker eee 








Betty Crocker is a “‘buy-word”’ for 
millions of American women. Twenty- 
seven years of service to homemakers 
have made her not only America’s best 
known homemaking authority, but 
America’s greatest single selling force. 
Her ever increasing influence on 
women’s buying habits moves millions 
of General Mills products into American 


homes every year . . . this same influence 
has already been a major factor in sell- 
ing millions of General Mills Tru-Heat 
Irons, Steam Ironing Attachments and 
Double Automatic Toasters. 


Take advantage of the selling power 
of this “‘super’’ saleswoman by featuring 
General Mills Home Appliances spon- 
sored by Betty Crocker. 
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JOIN IN THE BETTY CROCKER FALL 
AND CHRISTMAS SELL-A-BRATION 
AND 
GET THESE BUSINESS-BUILDERS FREE! 


Cee eRe Sepeadas® 


NEW 6-COLOR ALL PRODUCT DISPLAY. 
Ask your distributor how you can get yours. 


NEW POCKET-SIZED TRAINING COURSE 
used by dealers to brief sales people; sales 
people to show customers. 


NEW BETTY CROCKER FACT SHEET—Jam 
packed with information on America’s 
greatest single selling force. 


COLORFUL SPEC SHEETS on Automatic 
‘Toaster, Tru-Heat Iron and Steam Iron- 
ing Attachment give important selling in- 
formation in words and pictures. 


ATTRACTIVE CONSUMER FOLDERS for 
counter giveaways ...a generous supply 
in every promotional package. 


NEW CUTS AND MATS CATALOG— in- 
cludes radio commercials, copy and layout 
suggestions for complete ads. 
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NEW General Mills Ad Campaign is 
BIGGEST EVER! Full color ads will appear regu- 


larly in the Saturday Evening Post, American Weekly 
and Woman’s Home Companion. Other ads will run in 
newspapers and leading farm publications... And there’ll 
be extra commercial time on Betty Crocker’s daily radio 
program... PLUS commercials on Betty Crocker’s sen- 
Sational new Television Show! 
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General Mills Home Appliance Dept., 1620 Central Avenue, Minneapolis 
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We also manufac- 

ture a complete 

line of ladies’ and 

men's stone rings, 

zircon rings, match- 

——“‘iérRR TT 
_ sets. etc. 


Catalog on Request . 


Rings Enlarged to Show Detail - i 
Ca Serkan. Gus. 


37 W. 47th ST., NEW YORK 19, N. Y. 


Leading Ring Stylist for More Than 
SA Quorter Century 
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Gorn Active Sales - the Distinct 
KESTENMADE 2...“Tambourine” 


Expansion Band 





No INI3E 
ini/0IKeF 
Stainless Back = 

Enchantingly 
styled for sleek 
beauty at moder- 


ate cost, 


~ = attach and detach in seconds, without tools — 


fit right and hold tight on any size watch lugs. 


Demonstrate easily at counter. 


*Patent Pending 


Appealingly packaged in the beautiful 


Kestenmade ''Presentation Packet’. 


The F; 
Inest Watch Bands Are Order Now - 


K ESTENMADE Through Your Wholesaler 


———a=—— 
KESTENMAN BROS. MFG. CO. 
Providence 3, R. |. 
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Fabulous fashions in gleaming 
golden and silver mesh .. . disting- 
uished in quality . .. distinctive 
in styles. 


Magnificent Mesh Bags — 


good-as-gold and twice as 
pretty 
Wonderful Mesh Wallets — 


the most glamourous way yet 
to carry money 


Glittering Mesh Cigarette 
Cases—even cigarettes dress 
up these elegant evenings 


Display this terrific trio together 
... Suggest to your customers the 
very exciting gift of all three 
Whiting & Davis fashions for one 
lucky lady. They know a good gift 
when they see it! Whiting & Davis 


Co., Inc., Plainville, Mass. 


YOUR WHOLESALER IS WAITING 
FOR YOUR ORDER OR REORDER TODAY \ 1) 
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Oy iginality of styling in good taste— 
fine quality—priced modestly—value you recog- 
nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 


2413WB 


THE JEWELERS’ 


CIRCULAR-KEYSTONE 








HERE COMES THE WATCH FASHION PARADE! 


October 26 to November Tl 


This is your big pre-Christmas drive—the promotion sponsored every year by the 
Jewelry Industry Council. This year’s Watch Fashion Parade offers you plenty 
of sales opportunity—and The Watchmakers of Switzerland are happy to put all 


their advertising and promotion solidly behind your selling efforts! 


And here’s what we’re doing to help you lead the Watch Fashion Parade! 
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The 
Inside 

Story of 
the Fine 
Swiss 
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e NEW! Watch Fashion Parade ad, the first in the big new quality watch 
advertising campaign by ‘The Watchmakers of Switzerland. 


e NEW! “The Inside Story of The Fine Swiss Watch’—a unique, new 
quality watch selling brochure covering the major sales points. 


e NEW! A free, full color new type merchandising display for your store 
counter or window during the 1951 Watch Fashion Parade. 


It’s designed to 
work for you! 
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OF SWITZERLAND 





The WATCHMAKERS 











eading the 1951 Watch Fashion Parade 


A NEW ADVERTISING CAMPAIGN 
TO HELP YOU SELL MORE FINE WATCHES 


Here’s your special Watch Fashion Parade ad! First in the new 
Fine Swiss Watch series, it will make 64,137,892 reader- 


impressions in LIFE, SATURDAY EVENING POST, FARM JOURNAL, 
PN Toe Welle), PN ici tele] 7\ ile 





This is advertising that promotes fine Swiss 
watches as never before. Every element— 
illustration, copy, arrangement—says quality 
and fineness. The very appearance of these 
ads bespeaks the quality, the fineness of the 
watches they sell. The illustration and copy 
follow up this “first impression” with inter- 
esting, informative watch-talk to convince 
your customers that a fine Swiss watch is 
the wise buy in timepieces, and should be 
bought in a jewelry store! 
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The WATCHMAKERS :@@ 
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Alert jewelers know that it pays to tie-in 
with such advertising, to sell-up their watch 
business. For when you sell a fine Swiss watch, 
not only do you profit, but your customer 
receives more for his money! And satisfied 
customers mean more business for your 
whole store! 

So plan now to key your watch parade to 
this promotion of fine watches by The 
Watchmakers of Switzerland. Make your 
store a headquarters for fine Swiss watches! 


And here’s the book that helps you sell! 


“The Inside Story of The Fine Swiss Watch” 
ties in perfectly with the new selling-up profit 
push! Here’s a book that customers can under- 
stand which explains the all-important quality 
values of fine Swiss watches. Clearly illustrated 
and convincingly written, this new brochure 
sells as it explains. Be sure to use this new sales 
help during the 1951 Watch Fashion Parade! 


TURN PAGE FOR FREE WATCH 
FASHION PARADE STORE DISPLAY! 


OF SWITZERLAND 









TIME IS THE ART OF THE SWISS 


Practically all the news in watches comes from Switzerland. 
All self-winding watches, wrist chronometers and 

calendar watches are Swiss. So are the world’s smallest, 
thinnest, most complicated. Every fine Swiss watch owes its 
beauty and precision to the superiority of Swiss watchmaking 
machinery, to hours of hand-crafting, to skills handed down 
from fathers to sons for 300 years. For the gifts you'll give 


with pride, let your jeweler be your guide. 


. SEE 
6? 4 > 


The WATCHMAKERS OF SWITZERLAND 
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©1950 Swiss Federation 


All the 150-odd parts of a fine 

Swiss watch are finished and 
assembled to perfection, making 

it possible for your jeweler to 

service any make of fine Swiss watch 


both economically and promptly. 


of Watch Manufacturers See the “1951 Watch Fashion Parade” at your jeweler’s, October 26 through November 11 


>. 









Leading the Watch Fashion Parade into Your Store| 
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In addition to this center- 
piece of the free full-color 
Watch Fashion Parade 
window display, there 





are attractive small side- 
pieces which you can use 
ifoMba-tohatia-Mlileihaleltie] Mm ilil= 
Swiss watches 
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Your full color store window display them to a better watch before they even enter 


It’s free—it’s in full color—it ties in with the Swiss pour sense. 


campaign! This is the kind of display that stops HOW TO GET IT! News about this entire 


people in front of your window ... and what you watch fashion parade promotion will be mailed 
do with the display can pull those same window directly to your store. Watch for it in September 
shoppers into your store! Featuring the big full when you can order your free display. 
color painting from the special Watchmakers of Remember, the Official Swiss Watch Repair 
Switzerland Watch Fashion Parade ad, it’s a natu- Parts Program is a selling point, too! While 
ral tie-in that’s bound to pay off! you're selling a quality Swiss watch, a mention 
And, like the new advertising, this display has of the program, or a look at the Official Catalogue 
the unmistakable stamp of quality that tells the can often overcome any lingering sales-resistance. 
passer-by that your store is a quality store. It not It’s a good idea to mention genuine parts, too, 
only stops the window shoppers, it “conditions” and how they're always available. 








The WATCHMAKERS OF SWITZERLAND 
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THE ONLY LINE EXPRESSLY DESIGNED 
AND EXCLUSIVELY ADVERTISED 
FOR JEWELERS! 


GOLDEN OPERA 
GIVES JEWELERS EXCLUSIVELY, 
ALL THESE SELLING ADVANTAGES! 


Only Golden Opera is made with especially-refined 1/20—14K GOLD Shown above — 


FILLED links, chain and ornaments surfaced with karat gold. eae Gee primer 


Every Golden Opera necklace, bracelet and earting creation was designed * 


like the finest precious pearl and 14K pieces for jewelry store selling. FAIR TRADE PRICED 


Every Golden Opera piece is supplied in an attractive, sales-stimulating for your protection 


gold plastic gift case with resale tag and guarantee. 
CONSULT YOUR 


Famous Metropolitan Opera stars, like Jarmila Novotna and Mimi Benzell, WHOLESALER 


give Golden Opera a powerful, personal send-off in magazine color pages 
Ask your wholesaler about the Golden Opera Special Offer! 


AT BETTER | JEWELERS 














L. HELLER & SON, Inc. GD, ] + ] 411 Fifth Avenue, New York 16, N. Y. 


SIMULATED PEARLS 





WARNING! 


Magniset is patented in 
the U. S. Pat. Off. No. 
152469. Infringers will 
be promptly prosecuted. 


ri. Newly Patented Setting, Magniset, is contrived so as to add to the 


Magnitude of a small center diamond. These cleverly fashioned settings are made 


with a combination of a new type reflector and a sparkling border of flashing 
Rhodigem—in that whiter than white metal which never dulls. Because they enhance 
the diamond size in a new and unique fashion, they are the perfect solution to 
the jeweler’s problem of properly setting small diamonds in large top mountings. 


¥THE MAGNIFICENT NEW, PATENTED SETTING CREATED BY. 


GOODMAN & COMPANY 


MAKERS OF FINE JEWELRY SINCE 1904 
42 W. WASHINGTON ST. INDIANAPOLIS 4, IND. 
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Ween you make costume jewelry of 
sparkling, lustrous Stainless Steel you 
give it beauty that never fades—no 
matter how much wear it gets. Because 
the beauty of Stainless Steel is more 
than skin deep—it is inherent in the 
metal itself and becomes a permanent 
part of anything made of Stainless Steel. 

It is because of this enduring loveli- 
ness that Stainless offers jewelry manu- 
facturers far greater versatility of design 
than any of the conventional materials 
ordinarily used for costume jewelry. 
Many braided, twisted and other un- 





usual effects can be fabricated from 
Stainless Steel wire and strip—designs 
which would generally be impractical 
or too expensive to make with plated 
materials. While the initial cost of Stain- 
less may seem high—in the final analysis 
it is often as cheap or cheaper to use 
than many less versatile metals. 

Both wire and strip are available in 
U°'S'S 18-8 for jewelry making. U-S’S 
Stainless Steel wire is produced in sizes 
from .005” up to .5” diameter—U°S°S 
Stainless Steel strip in suitable gages 
and widths from a fraction of an inch 


s beauty 


er grows old 





up. Both wire and strip lend themselves 
readily to forming, silver soldering and 
other modern fabricating methods. For 
intricately-shaped pieces, electropolish- 
ing is recommended. 
s s 8 

For some time we have been furnish- 
ing strip and wire to those shops which 
have pioneered the use of Stainless Steel 
in jewelry and similar applications. If 
we can help you in developing its use in 
your designs we will be glad to give you 
the benefit of this experience. We wel- 
come your inquiries. 


AMERICAN STEEL & WIRE COMPANY, CLEVELAND ° CARNEGIE-ILLINOIS STEEL CORPORATION, PITTSBURGH 


COLUMBIA STEEL COMPANY, SAN FRANCISCO 


NATIONAL TUBE COMPANY, PITTSBURGH + TENNESSEE COAL, IRON & RAILROAD COMPANY, BIRMINGHAM 


UNITED STATES STEEL SUPPLY COMPANY, WAREHOUSE DISTRIBUTORS, COAST-TO-COAST - UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


U°S°’S STAINLESS STEEL 








SHEETS 





STRIP - PLATES - BARS - BILLETS - PIPE - 


TUBES - WIRE - SPECIAL SECTIONS 


0-1358 
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with all the advantages of a chain 


Simple as ABC 












Open “TI-GLIDE’’ and attach to shirt 
in usual way, 


available with 24 authoritative | & R hard-enamelled emblems 


Some men like a tie slide, for appearance . . . others like a tie 
chain, for the freedom of movement of the tie itself. The new 


Piace tie inside and snap closed; tie 


positions itself “TI-GLIDE” combines both into a Fall sales winner for you! | 


Smart looking, practical, and a sure sales success, you'll want to 
promote ‘‘TI-GLIDE”’ with the full line of | & R emblematic jewelry 


for men. 


ae Ask your wholesaler for ’’TI-GLIDE” (factory No. 5200 
Permits tie to glide freely up and 
down inside. en) . . TODAY! | : 


mI) 


IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 


Mark 
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Starry Rhinestones 


oS - hand set 


in Sterling Silver 























608 FIFTH AVENUE 


“creators of the unusual — as usual” 


NEW YORK. 20, N 
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The Only Book of its 


No longer need you grope for the right answers to questions like those at the right 

For two years, a staff of trained specialists has been gathering and checking many. 
facturers’ trade-marks for you. Painstakingly compiled and cross-referenced, this infor. 
mation is now available to you in the only volume of its kind. 

You'll use it day in and day out — for years to come. You'll keep it at your finger 
tips. You'll agree with thousands of jewelers who have found previous editions absolutely 
priceless — indispensable in any jewelry store. 

You'll buy a copy eventually, so why not send for it today. Get the full-life usefulness 
from it... start benefiting now from the wealth of information it contains to help you 
serve your customers better. 

Sign coupon at right and send to us now with your remittance for $7.50. Your copy 
will be mailed postage prepaid. 













Two typical pages. Left shows method of presenting Trade-Marks and Names. 
Right shows how the approximately 1500 Sterling Silver Pattern Names mene 
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are listed. Thousands of Trade-Marks and Trade Names in this a 
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kind, ‘ TRADE-MARKS 


of the Jewelry 
and Kindred Trades 


















| SAVES 


TIME-MONEY! 








u >} Gives answers to... 


"WHO MAKES IT?” 
"WHO CAN REPAIR IT?” 
"WHO HAS PARTS?” 


SIXTH EDITION 
“WHAT’S THEIR ADDRESS?” 








“WHERE CAN | MATCH IT?” 





“WHOSE TRADE-MARK IS THIS?” 









The best $7.50 you ever invested in your 
business. Actual size 6% in. x 10% in. — on high-grade | 
coated stock with hard-back, gold-imprinted, maroon color cloth binding. | 


Completely Revised 6th Edition 


Used Every Selling Day of the Year e All Worthwhile Trade-Marks and Trade Names 
© Approximately 2800 Sterling and Platedware Pattern Names 
















e Indexed and Cross-indexed for Easy Reference 
e Brief Digest of Lanham Trade-Mark Act and complete text of Stamping Laws 
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THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 





Please send me........ .... copies of Trade-Marks of the Jewelry 
and Kindred Trades, new 1950 edition, at $7.50 per copy, 


postage prepaid. 


Check or money order for §.................... is enclosed. 





Order Your Copy Now 
Only 9750 POSTAGE PREPAID 


Requests will ke handled in the order in which they 
are received. Remittance must accompany all orders. 
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don't trust 
your naked eye : 
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Let Your Own LOUPE ae 


prove the PERFECTION of L oupe- tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
i : through your own Loupe. You will then share the enthusiasm 


Sie “a of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 


o, "Ours 7.5 ‘ ° ° ° ° 
Ono ® we Diamond Rings. Franchises are still available. 
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Each case tested in a 
water-pressure tank, 


designing for |. D: Watch Case Company ... the 
FIRST 


Sold to Watch Importers Only 


_T. D. WATCH CASE COMPANY, INC. 


General Offices and Factory: 137-11 90th Avenue, Jamaica, N, Y. 
Creators of Watch Cases of Superlative Style, Beauty and Quality 
_ NEW YORK Office: | 
# 


° 


oseph Dinstman, 580 Fifth Avenue; Telephone PL 7-4257 LOS ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bidg 
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94032 51 3 MESSAGES, A 


TOTAL OF 32 HARD-HITTING ADS IN 
THESE 11 BIG NATIONAL MAGAZINES ® 











EASIEST - TO - SELL MIXER “A” PAYS MIOMP LAM Aelaht 


HAMILTON BEACH MIXER “B” PAYS PRY D/A oD Sel ap 


GIVES YOU MOST PROFIT MIXER “C” PAYS BEKY- BK Da Sol dh 


> = ON FOOD MIXER SALES! MIXER 1D PAYS TRY Sah 


(Percentages based on List Prices, including tax.) HAMILTON BEACH 38.18 % PROFIT * 
*Same margin of profit on attachments. MODEL ‘‘G’’ PAYS 









$5.00 
RETAIL 

($5.25 Denver 
and West.) 


i 


NEW POWER UNIT! 


For use with Meat Grinder and Slicer- , ~~. — 
Shredder. Gives “‘saddle-to-saddle”’ ease of % EXTRACTOR esl a. 
attachment. Sturdy, durable, stores in any $4.25 retail if aca a 
drawer._And look at the new low price! yore Ty ‘7: we (ioe : 


Millions of HAMILTON BEACH 
Mixers Have Been Sold Since 
1932. Every Owner Is a Prospect 
for These New Attachments! 


MEAT GRINDER. Grinds meat, chops vege- 
tables coarse or fine. Requires Power Unit 
—a tie-in sale! $7.50 RETAIL ($7.95 Denver 
and West.) 


SLICER-SHREDDER. Slices or shreds all kinds 
of vegetables and fruits. Must be used with 
Power Unit—another profitable tie-in! 
$6.95 RETAIL ($7.25 Denver and West.) 


PEA HULLER & BEAN SLICER. A real time- 


saver! Separates peas from pods, slices Ee 


beans, potatoes, carrots. $4.75 RETAIL >”. : g . ee Z val ips 

($4.90 Denver and West.) | , ee | | $ 3 52> 
COFFEE GRINDER. For the fresh-ground coffee | 7 | <> 
flavor that so many people enjoy—that so a | we RETAIL 
many will pay to get! $6.95 RETAIL ($7.25 , ~ ($35.90 Denver 


Denver and West.) and West. 
Includes two Pyrex bowls 


and extra single beater 


Pat, 
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4,009,587 a 4,429,028 PA. ye 1,239,170 yw 257,848 ee 8 9,495,541 
copies es = copies ) bP wR copies a copies : copies 








ae 3 per issue 






per issue , emus per issue vere per issue oats sai et per issue 
559,699 ee 2,200,290 psn : 1,130,478  —_ 116,263 3,457,884 RAK 3,290,422 
° copies . AE RERUREE y . : PANY EARLY A 
copies copies | arming : copies copies yor : copies 
per issue per issue per issve iB CER AINE: ive . per issue per issue io ail i per issve 
















_' $1490 


RETAIL 


($15.45 Denver 
and West.) 









New HA HAMILTON BEACH || |ixette 
“lien A PROVED BEST SELLER! Helps you cover 


Luichk-Dry ELECTRIC HAIR DRYER 4 ] 7 75 another large segment of the mixer market 


—the $17.75 people. Hangs on the wall or 
A GREAT NEW ITEM for the huge home- fits in a drawer. It’s the on/y 3-speed mixer 





permanent market—the choice of profes- RETAIL offering one-hand operation. Most important, 

mene [ag type se yp New — agave Denver it beats everything any other mixer will— 

a-OStand. New heat control at top of dryer. and West.) 7 i a 

Light, easy to handle, yet durable. Two attincaitiaien: deat regardless of size! In price, in performance, 

switches—“‘On-Off” and “‘Hot-Cold.” AC- and screws for wall mounting. in smart packaging » « « 18 a gift-item 
) , natural. 


C. Handsome light ivory enamel. Gift 
package doubles as attractive counter display. 





DEALER HELPS and DEPARTMENT STORE TIE-INS! 


Retail promotion helps are available for the asking. Your choice 
of newspaper mats, statement enclosures, and display material. Ask 
your distributor’s salesman or write: Advertising Dept., Hamilton 
Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. , 
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YOU ARE INVITED TO A PREVIEW of 


Gemuslbac’ 


... by LUSTERN 
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As exciting as opening night .. . the whole fashion world is 
applauding these new GLAMOUR JEWELS. Emerging from the 
designers studios in glittering golden and silvery Lustérmetal, 
GLAMOUR JEWELS are enhanced by myriads of simulated 
baguettes, emerald cuts and pear shapes, in an extensive series 
of original themes. Here’s FASHION JEWELRY that every woman 
will want... here’s HIGH STYLE for every feminine costume... 
here’s a chance to put YOUR STORE in the “Vogue” gallery. 


AS ALWAYS, SOLD THROUGH THE WHOLESALER. 


LUSTERN LOUIS STERN COMPANY, -rovivence-r- 1: 


> NEW YORK e PHILADELPHIA e CHICAGO 
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heavy 


12.50 


#331 gorgeous rings, 


£370 14/12 massive 


mounting 


onyx 


#372 12/10 


nice mounting 


synthetic ruby, 
Cape tee 5.85 


+1129 nice weight mounting, 
choice of birthstones... 5.50 


FI172 5% mm. cultured 
| ARCS SORE ARI SS 5.85 


=1109 choice of synthetic 
birthstones, heavy mounting 


5.50 


FOR SEPTEMBER, 1950 


#265 heavy mounting, 16/12 
SE ee: 


#404 heavy mounting with 3 
point diamond 


£364 12/10 synthetic ruby, 
etc., nice weight mounting. 


+1179 genuine onyx set with 


3/100 brilliant diamond 11.40 


+1155 blue zircon center white 


0, eae 6.90 


£1223 synthetic center, set 
with two 3/100 brilliant dia- 
16.85 


raked als La 


2300 massive 
12/10 stone 


mounting, 


+249 massive 
synthetic stones 


mounting, all 


12.65 


+366 8/61. synthetic boy's 
waaseoe eee 


on rings. 


+193 heavy mounting, syn- 
thetic ruby or sapphire 11.35 


A ‘ 


SS 
aNee=: 


+1102 nice weight mounting 
genuine onyx 7.50 


...and Nobody 


... but Nobody can 


compare with us 


COMPARE THESE PRICES! 


®@ Order freely 


Returns promptly credited 


a 
19 


+1153 two 6 m.m. cultured 
pearls or opals, or combination 


8.55 


ES 
\s ae N 


=1119 two carat size zircons 
PY ae sThadatiilal st; 6.40 


G08. 


WILLIAM STREET 
NEWARK 2, N. J. 


=1050 choice of 
birthstones 


synthetic 
dae 


=1217 10/8 birth- 
stones 3.25 


SN aalial-tils 


61 











At the top of 


14K gold-filled Automatic with 18K 
gold applied-figure dial, $71.50*. 
In 14K gold, $175*. 
















Water-resistant Automatic, 
gold-filled, 18K gold applied- 
figure dial, sweep-second 
hand, $105*. With 

regular second hand, $95*. 








Omega Offers a Complete 


Range of Automatics . . . One 
Fine Standard of Quality 


aes oan epmernena 2 dk 6 AN RL es ar Te 


Stainless Steel, with sweep-second hand, $95*; with regular second hand, $85*. 


Duo- Purpose, the “Seamaster” for dress and sports, 14K gold top and sides, 
Stainless steel back, water-resistant, sweep-second hand, $145*. 


ee ee er tilt e Se os TS St 


Chronometer, the matchless new ‘‘Seamaster”’ with individual rating certificate, 
in 18K gold, $400*. 


Other handsome Omega watches for men and women, beginning at $60*. 


Plan Your Omega Christmas Promotions Now! 


*Retail Prices, Federal tax included 
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~ Jewelers’ Christmas Lists... 


OMEGA 
AUTOMATICS 


Hundreds of jewelers plan to make Omega their big Christmas 
watch. Their holiday promotions will emphasize the famous Omega “auto- 
matic” models... to set a brisk sales pace for the entire Omega line. 








Omega always means gilt-edged security for jewelers. It is the 
largest-selling quality watch in the world. ..the watch that is most 
respected ... most wanted in its class for unsurpassed advantages. 


Check these advantages of OMEGA Automatics: 





> Highly precise Swiss‘‘automatic’’movement for unrivalled accuracy. 
» Requires less servicing than any other watch in its class. 

» Thinnest automatic watches in the world. 

> Top-flight styling. 

> Matchless VALUE. 

» Backed by strong national advertising. 








NORMAN M. MORRIS WATCH CORP. - 608 FIFTH AVENUE - NEW YORK, N.Y. 
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Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with 
beautiful colors of velvets. 


Write for catalogue and information on addi- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 








“Los Angeles Office: 448 So. Hill St., A. B. Paulsen, Representative 
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A. —N537 & E537 $18.15 
B. —OB428 & OE428 $15.00 
C. —N522 & E190 $22.90 
D,—CHO990 & E467A $26.65 
E, —CB190 & CE190 $19.50 


‘CE, R. I. 


ncom parable Craftsmanship 








A.—N715 & E715-——Gift Boxed, Retail Per Set 


O90 es ee ated Stones in 1/20, 12K. Gold Filled Settings 
B.—N539 & E539—Gift Boxed, Retail Per Set $2 oe Gite Rixes are Kans Velvet Over Steel, as Iilustrated. 


oe 24 THE Sold Onl lesal 
C.—CHO998 & E998—Gifr Boxed, Retail Per See $16.50 nly Through Wholesalers 


Chicago Representative 
D—CHO996 & E996—Gift Boxed, Retail Per Set UUTLTTAL 
ee ee Eastern ips ndadiakenive 
E.—N710 & E710—Gift Boxed, Retail Per Set 3, ' | ARUN ALY Paul Bergman, 162 Clifford Street, Providence, R. I. 
| ee eae Los Angeles Representative 
Al Goldberger, Pershing Square Building 


62 CLIFFORD SYREET, PROVIDENCE, BR. ft. | 
Women’s Fine Jewelry . “xquisite Design ... Incomparable Crafismansm 


Prices are Keystone List 
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DIAMOND RINGS 
NEW PATENT FEATURE 


The Most Dramatic Change in Diamond 
Ring Appearance in Over 50 years! 


IT’S EXCLUSIVELY YOURS—Columbia Diamond Ring’s new, exclusive ‘‘Masterpiece Settings”. . . 
the diamond ring that was designed for you! 


Now for the first time you can offer to those customers with restricted budgets, a 
distinctively finer ring in a magical, superb setting that doubles the size of the 
diamond while bringing out the true beauty of the stone. 


Now for the first time you can offer to your customers a diamond 
ring with that ultra-exclusiveness formerly reserved for only the 
costliest of diamond rings . . . a setting that could only 

be made for expensive rings. 


A Product of 
AXEL BROS., Inc., 21-10 49th Avenue, Long Island City 1, N. Y. 
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A new pattern in America's public's initial buying. Be sure, 
Largest Selling Silverplate... t99. to give the special servino 
plus the largest national adver- t oft bia ol This ; 
tising ever to launch a silverplate °°! ONS 9 BID Play « - - Inis 's 
pattern... The dealers who get genuinely a tremendous value to 
in first with a big stock anda big the public. Act today ... order 
promotion will get the bulk of the now... get the big early profits! 


52-piece service for 8: 8 knives, 8 forks, 8 soup 
spoons, !6& teaspoons, 8 salad forks, 2 table- 
spoons, | butter knife, | sugar spoon... in 
blond or mahogany finish chests, anti-tarnish 
lined—$69.75 retail. 





Special Serving Set Offer! 2-piece serving set 

. . only $2.50 retail! It will go up to the 
regular $6.09 retail price on November |. Don't 
miss this opportunity to build traffic. 


Matching Ho!lowware—An unusual service that 
promises great popularity. A full range of 
pieces matching the pattern beauty of the 
flatware is available. 


1847 ROGERS BROS. | 
K. A. MURPHY COMPANY 770%. 


New England's Exclusive Silverware Wholesaler 
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GOLDEN GODDESS... 

the smallest self-winding 
waterproof* watch made. 

Only Mido’s great skill and leading 
experience in self-winding watches makes 
possible this achievement. The small, dainty, 
Shock-Resistant and Anti-Magnetic watch 
that will sell so easily to women...with all 
Mido’s assured quality. Typical of the great 
selling strength in the entire Mido 


self-winding line for men and women. 


unusual watch you have ever seen! 


@ 
Bal te) a) 
woTnantomatc 





Louis Aisenstein & Bros., Inc., Sales Dept. 
16 East 40th Street, New York 16, N. Y. 
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In 1950, only 400 

GOLDEN GODDESS 17 jewel watches... 
14K gold cases, to retail at $250., F.T.1., 
will be available in America. To match 

this exclusivity, a dramatic national 
advertising and promotion campaign has 
been developed to stimulate watch sales 

for you. For faster action at your 

counters, tie in with Mido’s greatest 


advertising program ever. 


* Remains waterproof while crystal’s intact and case unopened. Only a 


competent jeweler should ever replace crystal or close case. 
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GET PROFITABLE “New-Mountings-for-Old” BUSINESS! 


re ait? 
“tom the Ronee of risht? 


GOLDSTEIN-GERSON CO. 


Creators of Patented ‘‘Pairette’’ Diamond Duettes 


126 West 46th Street, New York 19, N. Y. 


ARTHUR GOLDSTEIN * JULES GERSON ©* A. W. (Patty) COHEN 
A. B. GRODMAN ¢* IRWIN GOLDSTEIN 


“new poeidlarly-prcad 


. right, priced right. 


Comes with 18 Superb 
New, Fast-Selling 


_Pairette Diamond Mountings 


‘Pairette’ Yoda ¢ or 
platinum settings to fit every size ‘diamond, 
from 300 per carat to Y% carat sides. It has 
all the necessary ‘‘eye’’ appeal that quickly 
becomes ‘‘buy’’ appeal. Available along 

with it are 18 matching ‘‘Pairette’’ diamond 
wedding rings — all made right, styled 

Put this tray to work 

for you and watch your sales grow. 


MATS AVAILABLE ON REQUEST 


CONSULT YOUR WHOLESALER 
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NATIONAL ADVERTISING 





These are 
the watches 
men want. 
Both are 
outstanding 
in value 

and proven 
in sales. 
They are 
featured in 
National 
Magazines 
and by 
Distinguished 
Jewelers 

this Fall! 
Write for 
Agent details. 


©H.S. W. A. 1950 
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Raised numerals. Choice of white 
or black-and-gold dial. Gold-filled 
case with steel back. 

With alligator strap $55; 

With expansion bracelet $62.50; 
In 14 Kt. gold $125; FTI. 






HERE ARE THE MODERN 
WATCHES MEN LIKE 







EN 
3 & i 3 
¥ : ee oe 
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> 


‘ Automatic—distinctive gold- 

filled case, raised numerals $65; 
With concealed luminous dial $67.50; 
In heavy 14 Kt. gold $145; FTI. 

























HERE’S WHY: They are both double purpose 
watches—correct for dress wear, rugged for outdoor 
sports. Both are protected against moisture and 
dust—resistant to shock of normal bumps and 
jars—anti-magnetic. 


Both are strikingly masculine, typical of Universal 
Genéve’s talent for styling. Both have famous 
Universal Genéve 17 jewel accuracy movements 
praised by competent watchmakers. Both have 
professional type sweep hands for pin-point timing. 


HERE’S HOW THEY DIFFER: The “Town & 
Country” is so extremely thin and light you hardly 
know it’s on your wrist—remarkable in a climate- 
proof watch! The ‘‘Self-Winder” is the last word 
in an automatic—winds by motion, not memory— 
stores up 36 hours reserve in a few hours of wear. 


The choice is yours—have your Jeweler show 
you both—either is a very sound investment in 
reliable performance for years to come. 





UNIVERSAL 


GENEVE 








Universal Geneve watches for women in 14 Kt. gold from $71.50 FTI. 
Write for booklet and name of nearest Jeweler. 
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THE HENRI STERN WATCH AGENCY, INC., 587 Fifth Avenue, New York 17, N. Y. 
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Star Linda Darnell and 
CARVEL HALL CUTLERY 
FINE CUTLERY 


yor Brighter by Briddell 


Here’s your best bet for a profit-making 
Christmas season . . . Carvel Hall Cutlery. 
Carvel Hall’s the only line that offers you a 
Star-studded promotion with Linda Darnell 
. . . famous microned blades . . . three : | i 
handsome handle styles . . . both a Lifetime _ e? q Bi — 

; x J os # es <n ~~ oy 
Service Guarantee and an Unconditional 7 * o a, | : y is "Guaranteed by ™ 

; . J 3 : Se 4 7 Good Housekeeping 

Guarantee against defects . . . fabulous : (ff al | : mo \N X40F 4s soyraneto wits? 
packaging . . . sets for every price : | | ' = 
range ... all backed by a strong i 

. * ° . He Some 
national advertising campaign in yo NS SA Steak YY Carver, Slicer, Fork in 
Good Housekeeping, Better Homes a 2 a gaa ” gr | \ | Jewel-Box Chest, 

_ ie fi sf ; 7h. a 3 3 ee ‘ 

& Gardens and House & Garden. WS. TF oR r “tigi We) gee. Classic $32.50* 


CLASSIC 


“You just can’t find a more handsome, 
useful, thoughtful gift.”’ 


says Linda Darnell 


appearing in “TWO FLAGS EAST” 
a 20th Century-Fox Motion Picture 


* Steak & Game ' \ 
Carving Knife & Fork ‘ Carver and — 














+ 





" oe TIE .. in Jewel-Box Chest, q Fork, Vogue, 


techy rar ai : |. Vogue $12.50* : ‘ in Jewel-Box 
et ' =—| Tg ; YO Chest $18.00* 
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Carvel Hall SELLS a oe 
“ALL THROUGH YOUR STORE” LEE ie. 


Try this different “All Through Your Store” promotion with > ll gl ah ge ee Holder in Gift 
eye-catching Carvel Hall Cutlery. It stops shoppers and makes \ Ee a th OE Box $4.95* 
buyers. Feature it ‘‘All Through Your Store” for brighter Christ- 

mas Profits. These departments pay off! 





* Windows *% Men’s Accessories 

* First Floor Gift Islands * Sporting Goods Eight Classic Steak Knives 
* Main Gift Department * Fine Foods Dept. in Aristocrat Case $41.50* P 
% Housewares * Hardware 

% Home Furnishings * And... by elevators, 
* Tableware escalators, stairs. ~S 
Classic Master Set, . 


* Silver 
Carver, Fork, Six 


Push Carvel Hall as the perfect Christmas Gift. Send now for 
details on consumer booklets, statement stuffers, large mailers. Steak Knives, 
counter cards, mats, glossy photos of Linda Darnell holding Jewel-Box Chest 
Carvel Hall Cutlery, photos of sets, radio and TV scripts. And $52.50* 
remember, Briddell pays half on your Carvel Hall advertising! ' 


Chas. D. Briddell, !nc., Crisfield, Md. 
ae — ” ene , *No Federal Excise Tax 
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mai MAKES NO 
“asp GARLAND... 


As the time-proven proverb stresses, no single claim twenty years Rolex has received over 85% of all 
in the broad field of watch craftsmanship can chal- official Swiss Government Observatory Certificates 
lenge the record of two decades... Over the past issued wrist-chronometers in the watch industry. 





W 
ROLEX 


Soouis Ufuudly Coullflied West Cheonemelbes 


THE AMERICAN ROLEX WATCH CORPORATION ° 580 FIFTH AVENUE e NEW YORK 19, N. Y. 


FOR SEPTEMBER, 1950 " 
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SERVICE FOR 8 
in choice of chests 






< / 

“+” : 
Des tat tele 
Axe $. . ‘s 
v2 “f 


’, 










cee headquarters for : 
the nation: %) 


Mastercraft Clocks 
Semca Clocks 
Seth Thomas 


BDA Jewelry 


lral Dresser Sets 
lral Goldfille 


d Jewel 
Marvella Pe oy 





sterling will be shipped f 















































































































Take it from Iral — the new 
Daffodil pattern is destined to 
outstrip even the spectacular suc- 
cess of 1847 Rogers Bros.’ famous 
Remembrance pattern! It’s a 
fresh, new, joyous pattern with 
tremendous power to pull in 
sales. And breaking right now is 
a gigantic national advertising 
campaign in full color! 





Be the first to dominate your 
town with a powerful promotion. 
Remember, Daffodil is destined 
to be the most talked about, the 
. most wanted silver pattern = in 
> years. Get the jump on competi- 
tion. Your first step! Order your 
stock now. 


BLOND CHEST 


Bleached oak, ultra modern 16’’ chest holds up 
to 132 piece service for 12. Lined with blue tarnish- 


resistant duve 
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S$ leading lines SN ' ~ ’ 


Deltah Pearls 
lral Rhinesto 






















Seetetes ne Jewelry ; ( 
Betty Crocker i 
Dominion New Daffodil Pattern ©  / 
Dormeyer Cold Meat Fork tt 5 | 
Sunbeam Berry Spoon =. 
— Reg. $6.00 Retail iE | 
eA 





Special! 
Until Nov. 1 
price will be 


$ 50 
Retail 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
WATCHES 


NATIONALLY 
ACCEPTED 


LATHIN WATCH COMPANY 


580 FIFTH AVENUE »- NEW YORK 19, N_Y. 


[| CATALOGUE SENT UPON REQUEST | 


FOR SEPTEMBER, 1950 
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FAMOUS GRIP CLIPS! 


Millions are wearing them and today’s demand is greater than ever. 
‘They Open” means Anson . .. and an exclusive feature developed 
and patented by Anson. “They Open” means they open to admit tie 
for easy use and also for protection, as they will not tear or injure 


the finest ties. “They Open”? means MORE SALES and PROFIT 
for you. 


SHOWN HERE: some of the latest Grip-Clip designs for Fall and 
Christmas which will be introduced with an entirely new idea in 
packaging that is really sensational . . . ask your Anson wholesale 
distributor. 


tnd new... 





RETAIL $2.00 up (plus tax) 

















BRIEF-CLIP 


...an entirely new (patent pending) 


idea in currency holders. In fact, we ve 
believe you yourself will be your first La _ ag Selec 
“a es . a ; , ee ANY BILL SAPELY 
Please see reasons a —. UOC 3 AS ILLUSTRATED 
above. IT OPENS... yt i oN. ll , 
(an exclusively Anson a ae | c. % a 
idea) ... then the metal 
arms snap shut firmly 
holding bills. In using 
the Brief-Clip, you can 
SAFELY select and with- 
draw any bill in the Brief- 
Clip without disordering 
or dropping other bills. 


Its appearance is slim and aristocratic and sets compactly into the pocket. 
It comes in genuine pigskin, morocco, and cowhide, and is ornamented with 
personal initials (see illustrations) or choice of many other designs in quality 
plate. 

Mark our words .. . Town BRIEF-CLIP by Anson is destined to break top 
sales records in leather goods this Fall and Christmas. 


Anson is advertised in... LIFE... POST... COLLIER’S... TRUE... 
and ESQUIRE ... plus Newspapers, Television and Radio. Ask your Anson 
Wholesale Distributor about the Sales program and completely different 
packaging and display plans for Fall and Christmas. 


HOPALONG CASSIDY... Jewelry for Young America is made exclusively 
by Anson. The phenomenal sale of this famous name is unprecedented. 


RETAIL $3.59 
{Plus tax) 


RDM mo 





A COMPLETE LINE OF MEN’S JEWELRY 
& LEATHER ACCESSORIES WITH IDEAS 


© Anson Incorporated, Providence, R. 1. 
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INTRODUCING... 

















A NEW WED-LOK* SERIES 


Of): rimetive. dynamically beautiful, the new Flair series 
holds strong appeal for smart young moderns ... reinforced 
by the distinct advantages of the Wed-Lok principle... 
underscored by traditional Granat quality, in superior 
craftsmanship, selected fine-quality diamonds, and strong, 
long-wearing Granat Tempered Mountings* (not cast). 
Announce this exciting new series to your customers... 
send now for specially prepared free mats! Flair design is 
available in 5 bridal ensembles in white or natural gold, 
retail priced from $150 to $450 the set. Matching grooms’ 
rings, plain or diamond-set. Prices include Federal tax. 




















e Easy Locking Makes Wed-Lok Easiest to Sell 
e Gently press the two rings together and they’re locked 

















e Draw them apart and they’re unlocked 


MATCHING e No turning, no juggling, no twisting out of natural 
GROOMS’ RINGS eat 
posititon...no gadgets, no tools, no extra parts 














The WED-LOK Multi-Grip Lock is Guaranteed! 


There’s nothing to lose, break off, or wear through in the 
Wed-Lok locking device. The Multi-Grip Lock is so soundly, 


practically designed it’s guaranteed for the life of the rings! 























114 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 


* FLAIR REG. APPLIED FOR 
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* 
TRADEMARK REG. U. S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U. S. PATENTS. 
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DIAMOND MOUNTED 





i ' — WEDDING RINGS * RING MOUNTINGS 
MATCHED RING SETS . FANCY RINGS 
LINDE STAR SAPPHIRES 
GUARD RINGS 





See MO I NN 


ern an es 


ee : (Rubies—Sapphires—Emeralds) 


WATCH ATTACHMENTS ° WATCHES 
BRACELETS * BROOCHES 





FINE SPECIAL 
ORDER WORK 


Designs and Estimates Furnished 


BEST VALUES IN THE INDUSTRY 


“For a Quarter of a Century” 


J L. BRANDT CO. 


MAKERS OF FINE DIAMOND JEWELRY SINCE 1928 
&® EAST 47th STREET, NEW YORK 17 
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You LL AL rely OFF 


BOVET 


—FOR FINE 
TIMEPIECES 











BO ONPHASE CALENDAR 
CHRONOGRAPH. Indicates phases 4 
of the moon and is an auto- 
matic calendar with 12 
hour recorder. 17 jewel , 
movement in stain- ; 
less steel case. 


A name in watches that for 
centuries has meant the 
finest in timepieces. 





Your customers will always 
be assured of dependable 
= ho Le ey watches at reasonable cost 
et © eae? BOVET MOONPHASE 

: (79 CALENDAR WATCH. when you sell them 

17 jewel movement _ 
protected against mag- . 
netism and shock. Auto- 


matic calendar that indi- 
cates phases of the moon. 


‘Handsome stainless steel 
case. 


Write in today for prices 
tected, water resistant 


tected, water resistant IRQS) BOVET WATCH 
sweep second hand, lu- ae ey | : 
= CORPORATION 


BOVET FOR MEN. Water 





Ra 
a 





BOVET FOR WOMEN. The 
practical watch for the a 
active or professional / Jp 
woman. Incabloc pro-}§ 











BOVET AUTOMATIC resistant and Incabloc — 
“WINDER, Incabloc pro- protected. Features 17 | 7 West 57th =. New York | 9, N. ¥. 
tected and water resist- jewel “movement with 
ant. Has 17 jewel move- sweep second hand and 

menit, luminous dial and luminous dial. Choice of — 

sweep second hand. Dur- chrome steel back or all 


Suggested Retail Selling Price 


able all steel case. stainless steel case. .-— 


os 6 “ a > geen a BOVET Standard Chronograph (Chrome Steel) $50.00 
ee ie . Waterproof (Chrome Steel) 65.00 
BOVET Moonphase Calendar Chronograph 


(All Steel) $125.00 
(18 Kf. gold) 250.00 





See. 


BOVET Moonphase Calendar Watch (Chrome Steel) $65.00 


BOVET Waterproof for Women (Chrome Steel) $39.50 
Automatic (All Steel) 49.50 


BOVET Waterproof for Men (Chrome Steel) $ 39.50 
BOVET WATCH ‘CORP. (18 Kt. gold) 150.00 
17 WEST 57th STREET ° NEW YORK 19, N.Y. Automatic (Chrome Steel) 49.50 
NEW YORK GENEVA LONDON _ BOMBAY 
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Now on the way to 
Your Store through 


America’s Leading Wholesalers! 
Exclusively Designed... Handsomely Packaged...Sales-Potent... 


FOR FIFTY YEARS, Taunton Pearl Works, 
America’s oldest and largest manufacturer of 
medium-priced jewelry for men, has been known 
and respected as the primary source of many of 
the “name brands” on the market. 


It is with this sound background that we bring you 
for the first time our own trademarked “Town & 
Country” line of men’s jewelry. 
“Town & Country” has been painstakingly designed to outstrip 
anything in its field .. . from the standpoint of style value... 
packaging ... advertising and promotional support . . . and price! 


We know you will agree when your wholesaler shows you 
“Town & Country”! 


Retail prices range from $1.50 for single items to $7.00 for sets. 


TAUNTON PEARL WORKS, INC., Taunton, Mass. 


Maurice S. Taube, Inc. Irving J. Daniel B. M. Vaughn & Company |} 
37 South Wabash Avenue 389 Fifth Avenue 2912 Crawford Street “™S!, : 
Chicago 3, Illinois New York 16, New York Houston 4, Texas = 


78 THE JEWELERS’ CIRCULAR-KEYSTONE 





































GOVERNOR 


12 hour & 30 min. 
recorder chronograph ; 
radium dial, all steel 
watertight case —$90.00 


I 
i i heavy 
WE CAN ONLY 14K. gold watertight 


ease. Gold numerals 
& hands—$250.00 


GUESS WHAT | mor 
THE FUTURE | 38" 
WILL 


BRING... 



















In 14K. ake gold 
case-—$35.00 


In all steel watertight 
case; radium 
* dial—$70.00 


In S.S.B. watertight 
case; radium 


eh dalle 00 












BUT 
ONE 
THING 
WE 
KNOW... 





Century’ > eseluaives 
fix iby all - | 
. Desiened 




















-- availabl e with radium — 
we biowce t 














Seme model in yellow 
re vary * 







. S.S.B. watertight yd: 
radium dial—$33.00 


In all ee) watertight 


: Both models immediate 
/ delivery while t 















Vrve for FREE “KELBERT MID-CENTURY W. TCH” Catalogue” ” KELE Ave, New York 20° 
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SPECIAL 


DEAL 


8 
BRACELETS — 
& TRAY 


assorted for boys, 
girls, men, women 


Your Cost 
27°? 


Suggested Retail 
Selling Price 
$71.15 T.I. 


STERLING SILVER with Rhodium Finish 


Heavily Made * Hand Tooled ° Finely Polished * Fully Guaranteed 


all persons, for any occasion. You can’t get better 


Elco makes it easy for you to sell Idents to the 
Idents than “‘Elco’’. And with this Special Deal 


entire family. Get this Special Deal, including 
pracelets of all sizes and push Idents as gifts for you're sure of extra profits. 


See Your Wholesaler 


MILGLO JEWELRY COMPANY 


302 Fifth Avenue, New York I, N. Y. 
Chicago: Harold Charmack, 36 South State St., Chicago, Ill. * Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 
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Jewelry by 


The line that made rhinestones top fashion news! 


naw RUSSIA cout 








Necklace about $25, Earrings about $13. At the finest stores everywhere. 
Kramer Jewelry, 48 West 37th Street, New York 18, N. Y. 





This ad appears in Vogue, November 15th issue. 





merica’s OUTSTANDING kiddie line, styled by sp 
ists for over half a century 


ational consumer acceptance; known from coast to coast 


oremost in quality, design and variety 
ackaged in exquisite ‘Sweetheart’ Jewel Box (patented) 
OK Gold and Gold Filled, to retail from $2.50 


ewspaper mats and full-color displays FREE upon request 


Distributed th 


WRITE FOR special $50 Starter Assortment (costs you $25). Best selling 
numbers of Rings, Bracelets, Lockets, Crosses, in 10K Gold and Gold Filled 
all in the ‘“weathenrt”’ hay Give us name of vour wholesaler. 





. 


AP a a 


arn iense Alnor 





#133 — Spring end —fits any size watch lugs — locks automatically. 
1/20 12 kt. gold filled top — stainless steel back. 


#133 — Custom end — 1/20 12 kt. gold 
filled top — stainless steel back . 


#160 — 1/20 12 kt. gold filled top — 
stainless steel back. 


Ow LLL EI ELL LT LLL 


#137 — Snake chain ratchet band — 
1/20 12 kt. yellow, pink or white gold filled. 


#700. Special 1/20 10 kt. gold filled top=stainless back. 


Sold through wholesalers only. 
JEWELRY COMPANY, INC. 
22-14 40TH AVE., LONG ISLAND CITY 1, N.Y. 
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1847 ROGERS BROS. MAKES IT: 
WOMEN WANT IT: WE'VE GOT IT: 


different! 
delightful 
AFFODIL 


A daffodil, breeze-tossed across a graceful han- 
dle, is turned to silver . . . turned toa lilting new 
pattern with outstanding youth appeal. Year 
after year, 1847 Rogers Bros. has introduced 
the pattern winners . . . here is another great 
original. If ever a design had all the earmarks 
of success, this is it. Stock, display, and adver- 
tise Daffod7l while it is still fresh news . . . bring 
the customers to your store! 


ROGERS Bros. ' 


IT’S STILL THE THING TO BUY! 
































SPECIAL 
OFFER! 












BLOND CHEST 


This smart, modern styling in 
bleached oak finish harmonizes with 
the blond furniture so very popu- 
lar today. The 16” chest is lined 
with blue tarnish-resistant duvetyn. 
A 132-piece service for 12 will fit 






it neatly . . . there’s plenty of room 
for y t ices t 
2-NC. SERVING SET a" customers’ services to 


IN GIFT 
~ BOX $2 50 


After Nov. 1, 1950, $6.00 





BOB SCHEFFRES CO. Inc. 


29 E. MADISON ST., CHICAGO 2, ILL. 
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the MOST SENSATIONAL WATCHBAND 
VALUES in MODERN TIMES! 


Airflex is equal or superior in style, beauty, 
and construction to nationally known bands~ 
yet Aizflex retails profitably at HALF the price! 


coped tailed Links : 


* Lifetime 
Sturdi-Rivet Construction 


* Non-tarnishable, 
Non-corrosive Springs 


* Stainless Steel Back 
* New, Style-smart Designs 


Airflex watch- INDIVIDUALLY 
bands are uncon- PACKAGED IN 
ditionally guar- BEAUTIFUL 
anteed against PLASTIC BOX 
all mechanical WITH PLUSH 
defects. BASE. 
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STARLIGHT 2002 
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Locvech feweley lor, WC. 


MARCASSITE DIV. WATCH BAND Div. 


137 S. 8th Street Philadelphia 6, Penna. 302 Walnut Street 
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CONTACT YOUR WHOLESALER OR WRITE 
DIRECT FOR SAMPLES OR PRICES 


NEW YORK OFFICE: Sales Mgr., George Kramer, 565 Fifth Ave. 
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Y RESILIENT* STAINLESS STEEL 


CLASP-ON WATCH BAND FOR MEN 


* RESILIENT: Springing back, 
rebounding. 
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Pat. No. 2511333 
Des. Pat. 143816 





Retail $3.95 Xuke'as Retail $6.50 o3.Fai™ 
with chrome clips with 1/20 12 Kt. Yellow gold 
to match white watches filled clips to match gold watches 


ALL 10 KT. GOLD RETAIL $75.00 PLUS FEDERAL EXCISE TAX 


The sensationally new DON JUAN wrist band is a 
revolutionary patented development in a clasp-on type 
watch band. 


The ingenuity and practical “know how” of American 
metallurgists, technicians and manufacturing jewelers 
developed this article to the final perfection exhibited 
by DON JUAN. 


Utility-wise DON JUAN reflects jewelers’ craftsman- 
ship — sturdily built — brilliantly styled. 


e Resilient stainless steel . ... non-magnetic .... non-corrosive .... 
does away with wrist irritation. 


e Shaped to fit the contour of the wrist... . most comfortable to wear. 
e Shock-absorbing . . . . patented adjustable clips to fit most watches. 


ORDER NOW Wrist sizes: Small 61/4 ‘‘ — Medium 65/3’ — Large 7”’ 


Yuan WAH BANDS — Sacscesnnse 








SOLD THROUGH AUTHORIZED WHOLESALERS 
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Men’‘s Automatic Ladies dress r.g.p. 
17 jewel ss stainless back—17 jewel 
sweep second 


( rauufferd WATCHES CAN TAKE IT 


..- because they’re guarded by { ie C A é Lo c 


_ Famous Crawford watches stand up perfectly 
against the rigors of modern living—because they are 
infallibly protected from shock by INCABLOC. 


Says Mr. Alex Wein, president of the Crawford Watch Company: 
“Our timepieces are the most accurate that precision 
engineering can produce—but we know that all the care 

which goes into their making would be wasted if they 

weren’t reliably guarded against shock. That is 

why we give them the best shock protection 

available—by equipping them with INCABLOC.”’ 


THE AMERICAN INCABLOC CO. 366 Fifth Ave., New York, N. Y. 


Factories: La Chaux-de-Fonds, Switzerland 
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“Forbidden Fruit:?’? Fabulous Golden Apple with a polish of baguette 
rhinestones. Another exquisite example of true Trifari artistry. 
Not authentic unless stamped on 
the back with the name Trifari. 


As Advertised in Harper’s Bazaar—September, 1950 
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The greatest 
electric clock 
ever created for the 
RICH GIFT MARKET! 


Jefferson’s dynamic new electric 

clock is the SALES STAR wherever it 

is displayed. The gold-plated hands 
appear to “float” without support on the 
“see-thru” crystal dial, yet it keeps 
perfect precision time. Sensational 

curiosity appeal stops traffic . . . stirs up 
sales at a record-breaking pace. The first 
major new clock development in years. 
Ultra-smart — unlimited home and gift 
appeal, at a mass-market price. Nationally 
advertised. Tie in . . . cash in today, for the 


greatest clock sales in history! 


ORDER FROM YOUR 
WHOLESALER TODAY! 


electric clock 


JEFFERSON ELECTRIC COMPANY, Bellwood, Illinois 
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DURABLE WAT C H BRACELET 
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Designed for eye-appeal ... precision-made for lasting 
satisfaction ... priced for volume sales! 
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* Stainless Steel 


1/20 10K G.F. TOP 
Stainless Steel Back 





NATIONALLY ADVERTISED 


Over 256 Radio Stations 
From Coast to Coast 
ond ON TELEVISION 
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No. 25E = Engraved 

No. 25ES Engraved with Locket 
No. 25S Stone Heart 

. 25SS 


abrn 
ad 






Stone Heart and Locket 








Ask Your Wholesaler or Jobber ~~ 
e F G W Yellow, KT 
e J. WATCH BAND COMPANY, INC. Pink 


3 Canal i Coke 
Street, New York City G. Fa; ~ 








E 


i-W . , 
. estern Representative: Irving Seltz, 29 E. Madison St., Chicago, Il.‘ ahead 
ern Representative: . 


George Barr 

























4é 
Emergency” Sewing 


| 

| | | 

| | | 

| Diminishing Kit (No. 140) 
| | | 

| | | 


Mad Money eee “Mad Mone Hand Mirror (No. 154) . 
‘ a au - All sewin n iti . 
Case & Clip (No. 128) Mad Money Purse” (No. 149) Beautifully designed in at- kit the ban of © teenie 4 
Crown of hat slides open! Purse (No. 130) Antique finish with handy tractive antique finish. As- spools thread, pins mec 
Rhinestones in hat band. Beautiful golden mesh; and clip. sorted designs. and thimble. , e 
$7.20 per dozen. clip. $14.40 per dozen.. $7.20 per dozen. $7.20 per dozen. $7.20 per dozen, 
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Jeweled Miniature | . . 
Compact (No. 107) Jeweled Perfume Jeweled Bracelet | Jeweled Purse Jeweled Lipstick 
Fine case topped with jewel Flacon (No. 101) Vial (No. 123) Atomizer (No. 310) Case (No. 100) 
and rhinestones. Stones in | Leak-proof flask. Stones in Intriguing perfume flask on | Powerful atomizer action! | For all popular brand 
assorted colors. assorted colors. bracelet. Stones in assorted Stones in assorted colors. refills. Stones in assorted 
$7.20 per dozen. | $7.20 per dozen. colors. $7.20 perdozen. | $21.60 per dozen. | colors. $7.20 per dozen, 


Se | 





oe ek 
Jeweled Lighter & 


Whisk Brush 


| 
| 
| 
| 
| and Case (No. 150) 


“Cigarette” Silent 


Holder (No. 129) Jeweled Silent Bull No. 160 Jeweled “Pop-Up” Novel purse accessory that 
Unusual combination of utler (No. ) - comes with its own at- 
latest collapsible holder Butler (No. 122) Attractive “burning” cigar- Whisk Brush tractive leather case that 
and cigarette lighter. Stones Latest square shape. Stones ette embossed in enamel on Color of*Brush matches the | matches the brush. In as- 
in assorted colors. in assorted colors. cover of this miniature. Jewel. In assorted colors. sorted colors. 

$14.40 per dozen. 7.20 per dozen. $6.00 per dozen. $7.20 per dozen. $7.20 per dozen. 
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Jeweled Collapsible 
Pencil (No. 134) 
Jeweled Collapsible 
Ball Pen (No. 135) 





Jeweled Purse 
Locket (No. 120) 
Hinged case holds photos 


Rhinestone Studded 
Miniature Compact 


Jeweled Glove 
Guard (No. 115) 


Flower Holder 


l 
| 
| 
| 
| 
| 
Pin (No. 152) Beautifully engraved with .. Luxuriously set with first “framed in.’’ Stones on Fast selling novelty! PLUS 
Miniature Vase Design, gold | stones in assorted colors. class rhinestones! cover in assorted colors. handsome bracelet! 

plated. $7.20 per dozen. $7.20 per dozen. $14.40 per dozen. $7.20 per dozen. $7.20 per dozen. 


for gadgets galore — it’s JEWELIFE 


“Making Conversation” wherever gadgets are in favor 
are these novel purse accessories by JEWELIFE! 
Every novel item features the finest in sparkling imported 
machine cut stones — highly polished superior plating 


“‘JEWELIFE CREATIONS’’ ARE PRICED TO GIVE YOU 
VOLUME SALES—VOLUME PROFITS. 
Terms 2% 10 Days —net 30. 





Also a —e line of jeweled compacts, 
: ? cigarette lighters, cigarette cases, pill 
Join the “JEWELIFE”’ Profit Parade — send your orders in today! boxes, carry-alls, etc., priced to retail 


from $1 to $10 


Roth & Steiner, Inc., 12 West 32nd Street, New York 1, N. Y. 
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COMPARE THESE SPOONS FOR TARNISH! 
Unretouched photos* by U. S. Testing Co., Inc. 


Spoon “A” wrapped in ordinary “anti-tarnish” cloth accumulated heavy tarnish 
during test. Spoon “B,” protected by Pacific Silver Cloth, retained its original 
sparkle and luster under the same conditions. *Test 18035, March 23, 1950 


NM | y Why should you carry Pacific Silver Cloth wraps? 


PY, Ci Ff, he National advertising has made your silverware customers want 
Pacific Silver Cloth! It makes extra sales for you— profitable sales 


with a quick turnover. These popular wraps now come in two 


* lengths, attractively packaged in a self-selling counter display that 
S} lve r will create traffic in your store. Pacific Silver Cloth wraps help 
‘increase silver sales all along the line! 
( ot h Why is Pacific Silver Cloth better than any other 
silver protection on the market? 


e._e 
D O S I f i Ve y Only Pacific Silver Cloth keeps silver bright—tarnish-free —ready 


for use without polishing. Pacific Silver Cloth, by actual tests, out- 

performs all other types of protection—and it is effective for a life- 

reve Nn T S time. The Pacific Silver Cloth label is your customer’s assurance 
e that she is getting the finest protection for her silver she can buy. 


Pacific Silver Cloth is never sold unbranded. 


S | | ve r How is Pacific Silver Cloth used? 


; 
ce r NM I S h Suggest Pacific Silver Cloth wraps to line a buffet or serving table 


drawer. Silver can be stacked on it for easy use—or your customer 
can cut and stitch these wraps into bags or rolls to fit individual 


Necer wtenad Deciiin Gthees pieces and hollow ware. 

Cloth Wrap display “ie Suggested retail price—$1.10 for 18” x 31”; $2.20 for 36” x 31”. 
makes wraps move right 
off the counter. 






So ee ee 


PACIFIC MILLS, Dept. R-9 

214 Church Street, New York 13, N. Y. 

Gentlemen: I am interested in wraps__, chest__, hollow ware 
bags__, place-setting rolls__, packets__, made with Pacific 
Silver Cloth. Send me names of sources of supply and descrip- 


| 
tive literature. 
| 
| 


Name 





Position Dept. 








Ks PACIHIE Silver Cloth 


MADE BY PACIFIC MILLS 


Store 








Street address 


City Zone State 











ee a LN OT 


— — =— =e =e see oe oe oe oe oe oe oe | ol 


FOR SEPTEMBER, 1950 7 










Fast Sales...Good, Steady Protts ees 
NEW BEAM | Bea it 


CRAY AAS 











means . 
New Customers ROTC, KEEPS siuver BRIGH 
S” Guaranteed by WITHOUT POLISHING 
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Good Housekeeping 
t/a Nop ~ 
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NEW PROFITS FOR YOU! because BEAM is the new way to keep silver tarnish-free 
—NOTHING TO APPLY—NO NEED TO WRAP 
SILVER — simply place open container of BEAM near 
silver— BEAM absorbs silver tarnishing elements out of 
the air— makes additional sales for you—WITH FULL 
40% PROFIT. 


NEW BEAM! New lightweight, unbreakable container. Harmless — 
odorless—non-staining BEAM NOW HAS GOOD 
HOUSEKEEPING SEAL OF APPROVAL. 


NEW NATIONAL ADVERTISING CAMPAIGN! Hard-selling advertisements in Good 
Housekeeping Magazine and newspapers tell millions of 
people about new BEAM —roll up new sales for you. 
Mats and display cards available to you upon request — 
no charge. 


ORDER NOW FROM YOUR WHOLESALER. GET YOUR SHARE OF NEW BEAM SALES! 











PRICE LIST 
RETAIL LIST WHOLESALE 
SIZE PROTECTS SHIPPING CASE AND F.T. MIN. LIST PRICE 
2 oz. Average silver 2 doz. $ .50 ea. $3.60 doz. 
chest and drawer 
4 oz. Large silver chest 2 doz. $1.00 ea. $7.20 doz. 
drawer, or cabinet 








Made in U. S. A. by Beam Products, Inc., 25-17 41st Avenue, Long Island City 1, N. Y. 
Sales Representatives: Key Sales Company, Inc., 480 Lexington Avenue, New York 17, N. Y. 














Flower Eerse' renee 1039 
eee 


Inco®PoRaTeDr 
ORAFF.WASHBOURNE &@ DUNN 
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Ed January 13, 195° 


products Inc. 
a7 deist avenue 
Long Island city, 


aTT: Mr. anthony Moncay° 
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have cut the cost of ma we - 
pn fifty per cent because 
retard tarnish. 
we have recommende 


' ort 
ee customers who also rep 
pe ee EE om usted your fine product. 


‘. preat many of 
d it ST ane success 





2 THE JEWELERS’ CIRCULAR-KEYSTONE 














~ ee 
a . 
~ 
a eee 
Ma 


2 eR 


S Sh 


“ay 





Be first with this sensational “special” ...a 9 
piece copyrighted popcorn ensemble in brilliant 
aluminum and gay colored plastics, assorted red, 
blue and yellow. It’s a natural. Only set of its 


kind on the market. Wonderful for television and 
cocktail parties, play time, snack time. A gift for 
any occasion. 

Real quality merchandise — 2 piece popper by 
Bersted, a subsidiary of Toastmaster. 

Order your supply now. Price only $3.90 per set. One, two or three 
column newspaper mats included without charge. 


9 Ga y Pieces HILLMAN’S, Dept. 00 
for only $ 3 90 Fort Wayne 2, Indiana 















¥%& Two piece electric popper of highly pol- ACT FAST—GET EXCLUSIVE FRANCHISE 
ished aluminum, cord included. Pyrex 
visible top. Air cooled handle. No shak- | Hillman’s, Dept. 00 
ing or Stirring. | Fort Wayne 2, Indiana 
* ] large 11” plastic bowl. | Please send me ___________ sets of 9 piece popcorn sets at $3.90 
* 6 colorful 5” plastic serving bowls. | each. Also details about your exclusive franchise. 
* ] jumbo plastic salt shaker | Name.__ = — -— -— 
| Store aie is henienane enaitalin 


ORDER TODAY with this 
HANDY COUPON 
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NEW EASY-TO-HOLD 
SHAPE NEW, LARGER & 
Masculine. Handsome. SS WHISK-ITS \ 


Compact. Fits the fin- 4 YAS Catch all beard clippings. 
gers. Non-slip grip. 4 we) oe s Greater capacity. Open totwo 
: : positions for easier cleaning. 








Styled by Carl Otto. 














NEW STOP-START FF | 
BUTTON he 


Snaps motor on, or off, in a flash. 






NEW TOP-POWER 
et MOTOR 


. Real rotary mofor. 
= AC-DC. Precision-built. 
Smooth. A powerhouse 
—the most powerful motor 
Schick has ever built. 








LIFE! POST! COLLIER’S! LOOK! 
FORTUNE! 


Full-color spreads—full-color pages—week after week. 






Big full-color ads in magazine sections of Sun- 
day newspapers in major markets. 


A smashing campaign—from Labor Day to Christmas. 


127,472,340 MESSAGES IN 96 DAYS! 
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Schike Gri 
INSTRUMENT OF ALL TIME! 


W CADDIE CASE 
NE leatherlike covering. Saddle- NEW LIGHTNESS 


stitched. Tailored for medicine 
cabinet, bathroom shelf, travel bag New lightness foreasier, 
.\ —looks well anywhere. As unique comfortable shaving. ( om 
ie mas the “20” itself! Lightest shaver of all. %% 


NEW HI-VELOCITY | Beautituty balanced. | 
HEADS 


Higher speed with longer 
cutter thrust. Sharpened and 
honed. Exclusive combing /\ 
edges and interceptor . 
bar—for close, clean 
skinline shaving. 








Pat . 
RSCOMTTRIK YS TENG 
> <4 PREEDALLED EOD WW. Y 
@IRIHD> § OPA OANCO> COSD 








SCHICK “20” 





YOU'LL BE MAKING PLENTY 


Onder Mow! Onder Enough! WHEN YOU SELL THE 


BE FIRST WITH THE FINEST! Schick “ZO” 


ANNIVERSARY MODEL 


celebrating 20 years as the first name 


P.S. Don’t forget those two steady sellers--the Schick in electric shaving 
Super at $22.50 and the Schick Colonel at $17.50. 





Order from your Schick Distributor — today! 
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Vitte- 


IN ALL ITS 


INGEr- tite 


PORTABLE TYPEWRITER 


AND UNDERWOOD STANDS READY 
TO HELP YOU DO THE BIG KIND OF JOB 


UNDERWOOD GIVES YOU the Finger-Flite Champion . . . the wonder- 
fully, completely new portable typewriter born of Underwood’s supreme 
creative effort in craftsmanship and artistry. But more than that... 
Underwood gives you, the dealer, the tools for introducing,advertising and 
promoting the Finger-Flite Champion in a manner fitting the excitement 
and importance of this fabulously beautiful machine. Write, wire or phone 
your order today ...and start on a flight into the realm of high volume 


and profits with the Finger-Flite Champion! 





FREE DISPLAYS, PENNANTS, BANNERS, PAMPHLETS AND NEWSPAPER AD MATS} 
UNDERWOOD CORPORATION, ONE PARK AVE., NEW YORK 16 
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NEW “BOOK” TRAVEL ALARM...A NEW HAVEN EXCLUSIVE 


Here’s a pre-view of your Christmas 
“Best Seller”—the first new idea in travel 
alarms in years. There’s nothing else like 
it in the whole world at any price for 
cifts, for travel, for business, for the 
home. Opens and shuts like a book. Has 
a cellophane window facing dial for a 
photograph. Jeweled movement, one-half 
the thickness of the regular alarm clock 
movement. “Click-Set” sets accurately at 


ew tLe ~“S wg : 





& 


e 








five-minute intervals with sweep alarm 
hand. 30-hour spring-wind alarm: single 
key winds both time spring and alarm 
spring. Stylish simulated ostrich grain in 
beige and red . . . simulated pigskin in 
brown and black. Radium dial and hands. 
Unbreakable crystal. Height 3%4 inches, 
width 314 inches. Packed six assorted in 
a shipping carton, plus attractive dis- 


play card. 





Retail plus fed. tax 


Delivery in November 


The New Haven line is powerfully advertised in America’s top magazines... 


plus wide variety of effective Dealer Aids—counter cards, newspaper mats, glossy photos, mailing stuffers, etc. 

















A group of Onyx Timepieces which are unbeatable in quality and price. They can be used as 
occasional clocks in the home or office and have a built-in worth many times their actual 
value. 30-hour movement with silvered dial and gold color raised numerals. 








#920 White Onyx, square dial 


#922 Alarm, square dial, White Onyx 


oe. $1 D50 Retail 


#921 White Onyx, round dial plus fed. tax 


$Q95 Retail 


plus fed. tax 





‘NEW HAVEN FINE MINIATURE CLOCKS 


#950 Occasional Clock in genuine rich hand- #951 A miniature Tambour which is sure 
some Mahogany, carefully inspected for grain to be a favorite with every homeowner. The 
and quality. The ideal timepiece for the bou- silvered dial and gold color raised numerals 
doir, bedroom or den. Famous New Haven $595 make for the dignity of a real Tambour $595 
30-hour precision movement. Colonial black Only clock. Case from selected woods, finished in Only Retail 
on white dial lends itself to easy reading. Retail lacquer to dramatize the fine wood texture. etai 
Size—5” x 4”. plus fed. tax Size—7” x 314”, plus fed. tax 


DISPLAY UNIT 


#958 Assortment contains one each of 
all the clocks pictured on this page, plus 
2 additional of Item #950 and 2 addi- 
tional of Item #951. This fast selling 
unit provides you with 12 clocks. each 
PRE-WRAPPED FOR CHRISTMAS — as 
well as an attractive and easy-to-sell-from 
display box. Sell each clock at $5.95 at 
retail and pocket the profits. 


VITAL NERVE CENTER — All New Haven Clocks and Watches feature 


if 


KC) 


GEN 


i ) the patented, exclusive compensating hairspring to help them keep 
y) better time under extremes of heat and cold. 


GUARANTEE—AII New Haven Clocks and Watches, regardless of price, 
carry the famous New Haven guarantee. 


KJ) 


Prices subject to change without notice. 
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TIP TOP Pocket Watch—nickel plated, TIP TOP Pocket Watch—nickel plated, 
30-hour movement. luminous hands and numerals. 


$9 25 Retail $9 75 Retail Es: 














+200 plus fed. tax +201 plus fed. tax 









NEW HAVEN PEDOMETER 































10 BIG FEATURES #230 
10 BIG MARKETS FOR 
REGISTERS THE MILES Boy Scouts 





YOU WALK Girl Scouts # 1-276 Display of 12 Tip Top Plain Dial 


Hikers $27.00 at retail for 12 watches 
retails for Engineers # 2-276 Display of 12 Tip Top Radium Did 
oe $33.00 at retail for 12 watches 
<= | etes ) 
~ 9 5 = / Ss ee Job Analysts # 3-276 Display of 12 Oxford Plain Dial 
FO As a novelty $27.00 at retail for 12 watches 


As a premium 
For research 





No fed. tax 


Fair traded , , 
Registers up to 100 miles — adjusts 


to length of stride — hands register With Every Order 
directly in miles — constructed like 

’ a watch — nickel finish — easy zero 
adjustment—engineered for trouble- ORDER SOME 
free performance—handy clip hooks , 
to pocket or belt-—priced within easy 
reach of everyone — light and easy DEALER AIDS! 
to carry. 





They’re custom-made for 
YOU ... and dealers tell 
us that New Haven dealer 
aids really aid sales. And 
what a wide and colorful 
variety you can choose 
from — counter cards, 
newspaper mats, envelope 
stuffers, catalog sheets, re- 
prints of national adver- 
tisements, ete. 





ae REMEMBER! 
412 The New GEM— with an im- #411 The New BON VOYAGE—with a 

proved movement, at a price within the new thin jeweled movement one-half ORDER SOME DEALER 
reach of all. Radium dial and hands— the thickness of a regular alarm. Has AIDS WITH EVERY 
30-hour movement, with all the fea- the famous click set feature, single key ORDER OF ] 
tures found or higher priced New winds both spring and alarm. Radium 
Haven alarm clo} dial. Tan, Brown, Wine, Blue, Black. NEW HAVEN CLOCKS— 

$ 5°95 Retail $Q95 Retail and really merchandise 

plus fed. tax plus fed. tax 





your merchandise! 3 






$4.95 Retail wit> ; >i» dial 






Prices subject to change without notice. 

















JEWELER: Yes, palladium is a member of the 
rare and precious group of platinum metals. 


CUSTOMER: What are the “platinum metals?” 


JEWELER: There are six... platinum, palla- 
dium, rhodium, ruthenium, iridium and osmium. 


CUSTOMER: What kind of jewelry is made 
of palladium? 


JEWELER: All forms, from the s:mplest of wed- 
ding bands to the most expensive custom crea- 
tions. Take that pin you have in your hand. It’s 
made of palladium, and it would be hard to 
find a finer example of jewelry craftsmanship. 


CUSTOMER: Is the use of palladium new in 
jewelry? 


JEWELER: No. For more than 25 years, palla- 


dium has been the preferred setting for dia- 
monds in gold rings. The enduring whiteness of 
palladium provides a background that coaxes 
all the beauty and brilliance out of diamonds 
and colored gems. And its strong prongs hold 
each stone in a safe grip. 


CUSTOMER: Why did you call it a “modern” 
metal? 


JEWELER: Because even though its use for 
settings goes back a quarter century, it is only 
in fairly recent years that all-palladium pieces 
have come on the market. 


CUSTOMER: Will my wife know about 
palladium? 


JEWELER: Probably. Palladium is being con- 
sistently advertised in women’s fashion maga- 
zines as a precious metal for fine jewelry. 


JEWELERS! Be sure to send for your free copies of give-away 
booklets and attractive counter cards featuring palladium jewelry. 


PALLADIUM 


PLATINUM METALS DIVISION * THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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..-A PRECIOUS METAL 
FOR FINE JEWELRY 
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DIAMOND DIGEST 


DIAMONDS AND THE KOREAN CRISIS 


The Korean war, and the danger of a 
clash with Russia, has brought about a 
rise in the price of diamonds, par- 
ticularly popular-—priced qualities. 


In this rising market, it is impor- 
tant that you buy your stones from a 
scund and conservative source such as 
Arnstein Bros. & Co. Leading jewelers 
whom we have been privileged to serve,’ 
know that we never take advantage of 
conditions such as we now face. In- 
stead, our diamonds are sold at the 
lowest possible prices. 


These same jewelers also know how 
desirable it is to buy loose diamonds 
closely assorted for size, make, qual- 
ity and color. They obtain only as 
many as they need, and then mount 
them. As a result, they have no left- 
overs to swell their inventories. 


But there are other equally good 
reasons for purchasing loose stones. 
You can diversify your mounting line 
so that you have popular-priced mount-— 
ings for lower priced diamond rings 
and heavier and more expensive mount— 
ings for larger stones. 


Once the jeweler has selected his 
distinctive settings, we can, because 
of our years of experience, aid him in 
the process of assembling diamond and 
mounting. 


This can be done in either of two 
ways. We can deliver to the jeweler 
his diamond requirements as to quan— 
tity, size and quality. He may then 
have his stones set into his carefully 
chosen mcuntings. 


However, after we know the exact 
grade or grades of diamonds he wishes, 
we will be glad to deliver them to his 
mounting manufacturer for assembly. 
The completed ring is returned to us 
and carefully checked to insure per- 
fect workmanship. 


Before shipment to the jeweler, we 
compute on each job envelope the exact 
cost of the diamonds, setting and 
mounting. The jeweler can then pre- 
pare his price tag. 


All this is an Arnstein Bros. & Co. 
service. Besides giving jewelers low- 
est possible prices, we always aim to 
protect their interests. 


inate. bun b . 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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CCORDING to statistics, govern- 

mental and sentimenal, June is 
the big month of the year for wed- 
dings and we always picture all those 
weddings as rather gala affairs com- 
plete with all the clichés: blushing 
brides, nervous bridegrooms, demure 
bride’s maids gowned in organdy, 
etc. We like too, the gift laden table 
with sparkling new pieces of silver, 
china, glassware, and linens. 

That’s why we were somewhat dis- 
appointed on reading a story in The 
Daily Times Herald of Dallas, Texas, 
about an engaged pair who were in 
a jewelry store buying their wedding 
rings. The fiance asked the jeweler if 
there were a minister nearby who 
could perform the marriage cere- 
mony. Ordering one of his clerks 
front and center, the jeweler ex- 
plained that he was, in addition to his 
other duties, a minister. 

While the jewelers sized the rings, 
the boy and girl skipped happily to 
city hall for their marriage license. 
When they returned, a double-ring 
ceremony was performed. No rice, 
no shoes, no nothin’. 

- Sometimes, the Good Old Days 
seem pretty darn good in a lot of 
ways. 


© © 


IME on his hands: In Biarritz. 

France, a man is employed to 
move the hands of a large clock with 
no works. His employer furnishes 
him with a watch so he can operate 
the clock properly. 
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-_ ‘executive’ in Omaha, Neb., 
decided to buy a small present 
for his wife. 

The clerk in the jewelry store 
quoted prices of nine-fifty, twelve, 
and thirteen-fifty. With his gift budg- 
et of ten or fifteen dollars, the gentle- 
man thought the second item, a 
bracelet, would be fine. 

Come the first of the month and 
the bill—$1,200.00. 

The “executive” 
bracelet! 


returned _ the 


© © 
WEVE heard of jewelers who dra- 


matize window displays or dia- 
mond promotions by inviting the 
public to pick out a real gem among 





Something to Think About 


PERSONAL INCOME 


BILLIONS OF DOLLARS IN THE U.S. 


210 218 219 TOTAL 













WAGES & 
SALARIES 
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* ANNUAL RATE 
SOURCE: U.S. DEPT. OF COMMERCE GRAPHIC BY PICK-$.¥.Y 
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thousands of glass imitations, but 
this is the first time we've heard of 
a diamond being given out by mis- 
take. 

In Columbus, Ohio, 2000 glass 
brilliants were distributed to the 
movie-going public in connection 
with a publicity stunt for the film 
“The Asphalt Jungle.” Through an 
error a real diamond was included 
among the imitations and the fact 
was published in the papers the fol- 
lowing day. A woman read about it 
and fumbled through her bag to see 
if she had it. She had and she re- 
turned it to the owner of the jewelry 
store. 

Another proof that honesty is the 
best policy asserted itself when the 
jeweler awarded her the diamond in 
a handsome ring mounting. 

You know, this whole thing sounds 
as if it might have been a publicity 
stunt from the beginning. Good idea, 


though. 
© © 


UMAN interest: The following 

little anecdote is from the August 
Reader’s Digest. We liked it and we 
think you will, too. 

“In a city post office in upstate 
New York, a young lady was mailing 
a small package. Asked what was in 
it, she replied, ‘A diamond ring.’ 

“*[’m sorry, miss,’ said the clerk, 
‘but we can’t accept this package un- 
til it’s properly wrapped.’ He went 
into great detail as to how it should 
be packaged. The next day she re- 
turned with the package, only to have 
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Traffic Builder! 


FFODIL 


Introductory offer that’s a real value! 





WATCH HOW FAST this introductory offer of 
“Daffodil” Serving Fork and Spoon for only $2.50 
retail (a $3.50 saving) pulls in customers during 
October! Available until November only. 





Quantities limited at this special price! 
After November 1, price will be $6.00. 


Watch, too, how fast your customers become buy- 
ers of complete sets and all the other pieces of this 


joyous new pattern—when you put all your pro- 
motion efforts behind “Daffodil”! 


i CA ROGERS BRO America’s Finest Silverplate | 
: 
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the same clerk refuse to accept it 
again. The third day, before he 
could refuse the package, the girl said 
heatedly, ‘I’ve wrapped this package 
three times and done everything you 
asked me to do. If you refuse it 
again, I’ll take it down to another 
branch.’ 

“‘That’s all right, miss. Ill take 
it,” the clerk replied. ‘I’ve wanted to 
give you time to think it over so you 
wouldn’t be sorry you returned his 
ring.” 

This little story by Jane Bishop 
Doe, points out one thing very em- 
phatically: Jewelers are not just deal- 
ing in merchandise. Romance and 
sentiment are a big part of your busi- 
ness, as this post office clerk knew. 


© © 


O him who waits: When a man 

walked into C. D. Peacock’s 
jewelry store in Chicago, and asked 
for his watch, he also stated that he 
didn’t have his repair ticket. The 
clerk inquired when he had left the 
watch. “In 1930,” the man replied. 

The clerk located the watch in the 
firm’s vaults and gave it a second 
cleaning free and mailed it to the 
client. 

The store, founded in 1837, said 
this wasn’t unusual. “Why, we have 
watches in our vaults that have been 


there for 60 years.” 
Anybody beat that? 











"The time . 
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, om memory lingers on: 

A Valley Stream, Long Island, 
jeweler looked out the window of 
his store one morning recently and 
saw a dapper, elderly little man peer- 
ing at the articles of his window dis- 
play. He looked familiar, somehow. 

Suddenly a chord of the jeweler’s 
memory responded and he ran to the 
telephone. 

When two detectives arrived a few 
minutes later, the jeweler pointed out 
the man who was lingering in front 
of another window up the street. 
“There’s the man who held me up 
May 20, 1948,” he said. “He took 
two wrist watches from me.” 

The detectives went up to the man 
and said, ““We’re detectives and we 
want a 
The dapper little man_ turned 
around with a laugh. “You got me 
boys.” He took out an expensive 
cigarette lighter and handed it over, 
admitting that he had just lifted it 
from another Valley Stream store. 

He was remanded to jail to await 
grand jury action on charges of as- 
sault and robbery on the jeweler’s 
complaint. 





© © 
OME August and Santa Claus 


enters our lives. For children 
it’s just one day of the year, a day 
when all’s right with the world. For 
us, as merchants it’s the beginning 
of a lot of hard work, for we have 
to start in thinking how to sell more 
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. . The time is now..." 


this year. Sometimes, we envy chil- 
dren and their innocent belief in 
Saint Nick and Christmas. It may 
seem a long way from these hot, 
humid days until the crisp, cold Hol- 
iday season, but it’s time to go to 
work now. Roll up your sleeves, 
boys! 

One jeweler plans to have a wire 
recorder available in his store, so that 
children may make a wire recording 
for Santa which the old boy will pre- 
sumably play back at a later date in 
his arctic headquarters. The wire 
can be erased and used over and over 
again for these messages. 

The recorder, which will be on 
duty from December 15th on, will be 
in charge of a high school senior. It 
is located near the counter this 
jeweler sets up for children and has 
plenty of everything for juveniles: 
cameras, watches, billfolds, etc. 

The kids are unknowingly duped, 
of course, but they’re happy. The 
jeweler sells the things that make 
them even happier when they're 
opened on Christmas morning and 
he’s happy. 

© © 
TEIXHE Thin Man Returns (eight 
times around, at least): When 
smoke began pouring from the 
Rogers Jewelry store in St. Paul, 
Minn., the source was finally located 
between the true and false ceilings of 


_ the store. The first chief ordered his 


thinnest fireman into action to crawl 
between the ceilings to eliminate a 
short circuit in a.neon sign. 

This didn’t have much of the 
thrilling trimmings that usually ac- 
company the solution of problems 
by the Thin Man. No one was in- 
jured, the thin man didn’t get into an 
impossible situation (i.e., he didn’t 
get stuck) and the damage was esti- 
mated at only $100 covered by insur- 
ance. Except in the movies nothing 
ever happens anymore. 

© © 
OUND asleep in the Bargain 
Basement: “Lady’s 14 karat ring 
set with solitaire diamond, about 40 
carat... $105.” 

This ad was run in a New York 
newspaper by a large department 
store. The manager of the jewelry 
department didn’t even know about 
the error when we called a couple of 
days later to see how many people 
had inquired about the ring. He 
thanked us for pointing it out to him. 
Should be .40 carat, he said. 
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Left: The timeliness of classic 
Greece is reflected in the for- 
malized drawing room decor of 
the Lackritz store in Beverly Hills. 
Right: ‘Conversational grouping" 
is achieved by substituting cur- 
ved banquettes in place of tra- 
ditional counters of jewelry store. 


by JOY KRAMER 


Drawing hoom Elegance - - - 


A Design for Customer Leisure 


Store exterior is olive green in color, 
= the man who reaches into his medi- the whole framed in white. The window 
cine cabinet in the dark, the jeweler who swallows archi- and door frames ore in jewelers’ bronse. 
tectural ideas whole, without diagnosing his specific mer- 
chandising requirements, runs the risk of taking the 
wrong remedy. For in retailing and in pharmacy, there 
are no “cure-alls.” 
To the foresighted merchant, expedience is a surer 
measurer than a T-square; and an architect’s blueprint is 
only as good as its integration of retailing need with 
artistic principles. 
Thus in analyzing outstanding jewelry stores, it is well 
to consider not merely the eventual floor plan but the 
factors that gave it birth. These factors vary: the locale; 
average income, position, or age of clientele; lighting 
requirements of certain gems; conflicting display de- 
mands of jewelry and silverware; even the percentage of 
foot versus motor traffic may determine the final char- 
acter of the blueprint. 
To Lackritz Jewelers of Beverly Hills and their interior 
designer, Paul Granard, the basic factor was a re- 
evaluation of the relationship of salesman and customer. 
Nationwise, there are indications of revolt in certain 


retail circles against the twentieth century techniques of 
(Please turn to page 161) 
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Dress Fall Windows for Dame 


























Autumn leaves cut from heavy paper gives a seasonal accent ta this jewelry display. 


 —_—_ or not he realizes it, the jeweler 

is in the Fashion business! Whether or not he gets his 
share of the very considerable profits to be made in the 
Fashion business depends on how fully and faithfully he 
promotes Fashion in his windows and in his advertising. 
Again and again it has been stressed that jewelry is 
just as much a part of a woman’s costume—and there- 
fore an item of fashion—as her gown, her purse, her 
hat or her shoes; but many jewelers still seem to con- 
fine their jewelry promotion to a description of the phys- 
ical characteristics and qualities of the metals and stones. 
In selling precious jewelry, these physical character- 
istics are of great importance—but far from the whole 
story ... especially to a woman! The weight and qual- 
ity of the stones are of far less consideration to the 
average fashion-conscious woman than whether the color 
and design of the bracelet or pin will complement her 
costume and consequently enhance her own appearance. 
In selling so-called costume or fashion jewelry—the de- 
sign and style of the piece are its only selling features 
. but do not underestimate the power of such selling 
features! They have made women’s ready-to-wear a 
major industry in this country and their influence ex- 
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tends to everything that a woman wears and almost every- 
thing that she puts in her home! Roe 

This fall, as so many times in previous seasons, Dame 
Fashion has set the current styles in a key which calls for 
lavish use of jewelry. Every Jeweler should familiarize 
himself with the current fashion trends and associate his 
jewelry in every possible way with those trends in his 
window displays, his advertising and his personal sales 
talk. The monthly fashion articles in the JEWELERS’ 
CIRCULAR-KEYSTONE, the releases of the Jewelry Industry 
Council, fashion pages of newspapers and magazines all 
offer ample material for such promotions. 

According to present fashion forecasts, this Autumn 
is to be a season of elegance—of rich fabrics, vibrant 
colors, with strong Oriental and Spanish influence evi- 
dent. Velvet is the most important fabric since it is 
seen both for complete costumes and for trimming and 
accessories with other fabrics. Certainly no other fabric 
is a more perfect foil for jewelry. Gray is to be an 
important color—in velvet and in soft wools and tweeds. 
Pearls and pearl and amethyst combinations can be sug: 
gested here. Coral and apricot shades are to be popular 
and these suggest coral jewelry and coral and pearl com- 
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ashionsS Bid to Added Sales 


The importance of jewelry to costume fashion sets a promotion theme 


that should not be minimized by the jeweler. Coordinate your jewelry 


lines with current fashion trends in your window displays this fall. 


by VIRGINIA DIXON 


binations—and for really dramatic contrast—jet. Rhine- 
stones and jet and gold and jet accent the ever smart 
black costume. Amber and topaz will be smart with the 
earthy brown tones of soft wool crepes and tweeds. And 
so it goes—this is just a start on the almost endless list 
of fashion notes which can be interpreted in concrete 
form in your windows and show cases. 

Fashion windows are not difficult or expensive to 
execute. Two suggested displays are sketched — both 
simple to install and capable of many variations. In the 
first, flat plaques covered in neutral toned fabric are 
draped with short lengths of dress goods against which 
are pinned appropriate jewelry ensembles. Autumn 
leaves cut from heavy colored paper give a seasonal 
accent and are also used to carry the window copy. Short 
fashion items appear on the small leaves pinned to each 
plaque and a giant leaf on the background carries the 
general copy. Any of the fabric and jewelry combina- 
tions listed above and others which your own merchan- 
dise will suggest can be used. Colors should harmonize. 


but there should be a feeling of variety in colors and 
textures of the dress materials—some dressy, some in- 
formal. The flat plaques might be covered in black 
velveteen or very pale gray or beige tone of velvet or 
silk. The autumn leaves should be in colors to harmonize 
with the dress materials. 

For the second sketch, two necklace forms are draped 
with dress fabric and decked with appropriate jewelry. 
A “Bulletin Board”’—some kind of simple plaque—is 

(Please turn to page 163) 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material 
Autumn Leaf Display 
Yard lengths of dress fabrics ._. . 
Colored paper for leaf cut-outs . . 


Source 


Department store 
Art supply store 

Cut out yourself 
Lettering on leaves ............... Show-card writer 


Bulletin Board Display 


Lengths of dress fabrics ............ 
OS ee 


Flowers and leaves ............... 


Department store 
Make yourself 
Florist 
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Fashion news and 
pictures clipped 
from newspapers 
and magazines 
and pinned to 
“Bulletin Board" 
back up selling 
story for this dis- 
play of jewelry. 














Dress Up’ Fashions 


Emphasize Jewelry Importance in Fall Picture 





J) RESS UP!” is the newest command of 
Lady Fashion and flattering fall styles are making women 
happy to obey. For a long time American women have 
had a reputation of liking only casual clothes, but they 
have done a complete turn-about in their enthusiasm for 
the 1950 trend of lavish style. In every realm of dress 
there is an expression of elegance that includes every 
price range from white mink with diamonds to costumes 
of fake fur flaunting showers of sparkling rhinestones. 
Oh yes, you'll see fur weskits, fur skirts, and entire suits 
fashioned of fur! 

This fashion enthusiasm for high style means extra dol- 
lars for jewelers. Jewelry is more important than ever 
to dress-up clothes and we see size and glitter fighting 
for first place. Big, fabulously designed jewelry pieces 
decorate all manner of costumes from smart sport clothes 
to evening gowns that are elaborately picturesque. 

The feeling for richness begins with fabrics as soft 
wools are combined with velvet for tailored wear; papery 
silk brocades and clinging silks appear in afternoon 
ensembles; and formal dresses of gold bring spectacular 
splendor to ceremonious evening affairs. (These gold- 
plated gowns are made possible by a new process of 
actually applying 24-karat gold to fabric in such a way 
it withstands cleaning and does not affect the fluid drape 
of the basic material.) 

The most important fashion line of the season is the 
slim sheath silhouette. A sheath is just what the word 
implies, a slender garment that hugs close to the body 
and looks very much like a slip. 
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Fall styles, from smart sport clothes to evening gowns, 
are keyed to an expression of elegance. In jewelry, 


size and glitter contend in the trend of the moment. 


by WINIFRED PARKER 


(Iliustrations by Dorothy Burke) 


The stark simplicity of the sheath makes jewelry an 
absolute necessity and it can be dramatized in a wonder- 
ful variety of ways—with chokers, necklaces, upper and 
lower arm bracelets, clips and ensemble pins. Our fashion 
picture (accompanying this article) shows a sleeveless 
sheath in charcoal gray flannel with a black velvet stole. 
This sleek costume provides a subtle background for 
Trifari’s exotic “Maharanee” necklace and earring set. 
This necklace is rigidly curved to fit the throat and term 
nates in a pendant of one of the largest, flattest baroque 

(Please turn to page 164) 





Fashion Summary 


(1) Current dress-up fashions are elegant. 

(2) Rich fabrics require lavish jewels ... (gold- 
plated gowns, fur ensembles! ) 

(3) Jewelry is big and bold with lots of sparkle 
and brilliance. 

_ (4) Slim sheath silhouette makes jewelry indis- 

pensable. 

(5) Sleeveless dresses and close fitting sleeves re- 
quire bracelets. 

(6) Sideswept interest is enhanced by sideswept 
necklaces. 

(7) Pin ensembles are dramatically important... 
emphasize diagonal grouping. 

(8) Precious jewels can be versatile! (Clothes 
and jewels that serve a dual purpose enhance 
economic picture for customers.) 
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Fine china is shown in lighted 
cdses and stemware on Opposite 
side. Lateral display in center 
of curved wall highlights some 
popular patterns of sterling, 










China and Glass Departments 


Stress Service to Homemakers 


Long noted for its catering to customers, this 
store has continued the tradition with the 


addition of a bridal department. 






The announcement of the 
opening of the new store 
at its new location. The 
first store was started in 
1890 in Amityville, a near- 
by town on Long Island. 






by KATHERINE BEEBE 
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This up-to-date window of the 
new store dramatizes new china 
and stemware offerings, besides 
figurines in left corner and a 
lateral silver flatware display. 


1. the new store of B. and L. D. Gutowitz 
were suddenly wafted from Hempstead, Long Island, to 
Fifth Avenue and Fifty-seventh Street, it would fit in 
perfectly with the ultra atmosphere there. But Long 
Islanders hope the Gutowitz store stays in its present 
location for years to come. Because it is such an ex- 
quisite jewelry shop in itself; and because of the fine 
service it gives customers. 

Long noted for its catering to customers, the shop has 
gone a step further in its new location and is giving a 
comprehensive Bridal Consultant service in the selection 
of a silver pattern, china, crystal, bridesmaid’s gifts, and 
invitations. 

In fact, a whole section of the shop is set off for just 
such service, and there is a Bridal Consultant, Miss Mary 
McDowell, whose sole duty is to help the bride-to-be make 
selections for her home. Records are kept of each selec- 
tion for her new home, and friends may purchase gifts 
in the same pattern, a most welcome service, with no 
unwanted gifts for the bride. 

The new china and crystal department keeps a table 
set up in the section of the shop, and patterns can be tried 
out to see just how they accessorize with each other. The 
fine china and crystal includes well-known domestic and 
imported designs. 

Lou Gutowitz stated, “I believe that fine china and 
crystal stemware belong in a fine jewelry store. This 
territory had a crying need for such merchandise, and no 
one offered it. Hempstead has grown rapidly in recent 
years, and is still growing. Many fine homes are being 
built in these environs; and the home-makers take a pride 
in their table settings of fine china, crystal, and, of 
course, silver. So we decided to add china and stemware. 

“There has been so much activity in the selling of 
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In the Bridal Shop, there is a 
permanent table setting always 
on display. Various patterns 
in china, flatware, and glass 
are tried out for their effect. 





SE ees 





silver flatware that we show as many as 160 patterns and 
sell them on the ‘silver club plan.’ 

“We are making a comparable offer on the china and 
stemware. So that, on this credit basis, a homemaker can 
accumulate fine tableware without heavy initial expen- 
ditures.” 

The new store houses a tradition that goes back to 
1890, when the father of the present owners, Morris 
Gutowitz, opened a jewelry store in Amityville, a neigh- 
boring Long Island town. In 1923, Benjamin and Louis 
D. Gutowitz took over the ownership. Associated with 
them is a younger brother, Herman J. Gutowitz. The new 
store at 243 Fulton Avenue opened June 3rd. 

The designers have made much of marble and marbel- 
ized paper. The outside piers and sign panel are ,of verdi 
antique green marble, and the -bulkheads and projecting 
frame are of Georgia pink Etowa marble. The transoms 
of clear glass and the all-glass backgrounds make the 
interior visible to the street. The all-glass door and shop 
windows are angled toward greater street traffic. 

Overhead lighting in the shop is also used for the store 
windows, which are kept lighted evenings. In the table 
settings section, the wall display of flat silver in lateral 
arrangement is outstanding, also. In the rear section, a 
delicate rose-colored carpet, and rose-and-gray marbel- 
ized wallpaper invite inspection and lend an atmosphere 
of richness; a sales impelling setting for fine china, stem- 
ware and silver. 

One other element is most important, too—in the heat 
of summer days the store is air-conditioned. Leisurely 
shopping and selection of wares is thus a pleasure. 

Lou Gutowitz maintains that it is important for a 
jewelry store to promote all phases of the business the 
year long. Here this program is carried into effect with 


(Please turn to page 174) 
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1. Lambert Brothers, New York City 


‘Shopper Stoppers 


|. A window by Lambert Brothers of New York City that is strik- 
ing in its simplicity. Although this display was created for the 
1949 Silver Parade, it is one that could be used any time during 
the year to bring your silverware patterns to the public's eyes. 


_ ee ee ae 2. The good taste displayed in creating this window by Bigelow 
Kennard, Boston, Mass., is an eye-catcher for the passer-by. It 
is simple yet elegant enough to show off the best of the superb 
china and glassware shown. Note the balance the two lamps give. 


3. A striking use of the silhouette made by Brock & Co., Los 
Angeles jeweler. The display was backed with curtains of fawn 
colored silk. In a velvet frame, the portrait of a lady accented 
the necklace, diamond earrings, and other pieces of fine jewelry. 


4. This pleasing gem collection was carefully grouped in the 
neat display window of Long's in Boston, at the time of the gem 
specialists convention. Ferns, flowers, and stained glass win- 
dow added an agreeable color note to the effect of the window. 









































4. Long's, Boston 


3. Brock & Co., Los Angeles 
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5. Shreve's, Boston 































r Fall Promotions 


5. Antique gifts are stressed in this display by Shreve's of 
Boston. Sterling hollowware and a coffee service with just a 
touch of china emphasize the importance of making the two har- 
monize. Conservative drapes in background give homelike effect. 





6. For the smaller window, it's good policy to promote just a 
single line. How-to is amply demonstrated by this display which 
stresses California pottery. The singers at top center gives a 
touch of animation. This one is by Smith-Patterson of Boston. 


7. Another original window by Long's of Boston. Although the 
lilies give the Easter spirit to the display when the window 
was used, substitution of autumn leaves for Fall buying would 
make an effective setting for the smaller gifts displayed here. 


8. Everything in this window is placed so that its intrinsic value 
is brought out. Velvet drapes and delicate figurines add an 
atmosphere of richness, yet the whole effect is one of utter sim- 
plicity. An eye-stopper by Bullard Brothers Co., St. Paul, Minn. 








8. Bullard Brothers Co., St. Paul 7. Long's, Boston 

















Will Stress 


Fashion importance of watches will receive 


equal emphasis with timekeeping qualities in 


the industry-wide 1950 Watch Fashion Parade 


sponsored by the Jewelry Industry Council. 


F OR the second consecutive month the em- 
phasis continues on watches in jewelers’ windows, in- 
store displays and advertising and promotion with the 
Jewelry Industry Council providing the ammunition for 
the annual nation-wide promotion of watches by retailers, 
manufacturers and suppliers. This promotion, the sev- 
enth nation-wide promotion the Council has created for 
its members this year, is called the “Watch Fashion 
Parade.” In previous years it was called “The Watch 
Parade.” 

Sparked by the slogan, “Be on Time—Be in Style— 
Wear a Modern Watch,” this year’s promotion is themed 
to both the fashion as well as the timekeeping accuracy 
angles. It will be staged in the period from October 26th 
to November 11th. 

The purpose of the Watch Fashion Parade is, accord- 
ing to Albert E. Haase, Executive Director of the Jewelry 
Industry Council, “To increase the sale of watches, in- 
crease the sale of watch attachments and increase the 
sale of other jewelry store products by attracting the 
public into jewelry stores to see new style watches.” 

When plans have been completed, the Council, as 
always, will release to its members its promotional idea 
booklet which will give retailers material with which they 
can prepare extensive campaigns promoting watches as 
important accessories suitable for different occasions as 
well as accurate timepieces; ideas for newspaper adver- 
tisements, direct mail, window displays, in-store promo- 
tions, newspaper publicity, radio commercials and tele- 
vision. 

To give the promotion the greatest possible effective- 
ness, the Council urges that all participants do not jump 
the gun, but wait until the actual period of the promo- 
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1950 Wateh Parade 


Fashion and Accuracy 
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Front cover of idea book to be distributed to JIC members. 


tion before placing newspaper advertisements and set- 
ting up window displays so as to get full value from a 
concerted nation-wide emphasis on watches. Retailers, 
however, will be encouraged to announce the Watch 
Fashion Parade to their customers and prospects through 
direct mail before the period of the promotion. 

In addition to the promotional ideas presented in de- 
tail in the booklet, the Council will send to its members 
newspaper mats of the campaign emblem and slogan, 
and nine window display cards to help them show the pub- 
lic visually how fashions in watches have changed in style 
through the years. 

Manufacturer and wholesaler members of the Council 
have already received detailed information about the 
Watch Fashion Parade so they can prepare their own 
tie-in promotions for retailers. 

Later, newspapers all over the country will receive 
information about the promotion through the American 
Newspaper Publishers Association and the Publishers 
Auxiliary, giving them the opportunity of co-operating 
with retailers in preparing advertising and publicity 
locally. Over a thousand radio and television stations 
also will receive copies of the Council’s idea booklet 
through the Broadcasting Advertising Bureau, making it 
possible for them to give retailers helpful suggestions for 
radio and television programs. 

It is predicted that the Watch Fashion Parade, since 
it will be a closely co-ordinated promotion between re- 
tailers, manufacturers and wholesalers, and since adver- 
tising medium such as newspapers, radio and television 
stations will be well informed about it, will have a greater 
impact on the buying public than any previous watch 
promotion sponsored by the Council. 
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President Kenneth |. Van Cott (at speaker's stand) and 1951 officers of ANRJA. 


ANRJA GFONANI TONNE IN Laas 


JEWELERS’ CIRCULAR-KEYSTONE’S REPORT OF THE 45TH ANNUAL CONVENTION 











BUYING WAVES ROLL THROUGH SHOW 


Opening of Convention is Marked by Heavy Retailer 
Orders—Suppliers Hold Down Excessive Commitments 


Heavy advance buying by retail jewelers 
due in part to “war jitters” marked the 
opening of the 45th Annual Convention of 
the American National Retail Jewelers As- 
sociation at the Waldorf-Astoria Hotel, 
New York, August 14-17. As the show pro- 
eressed into its second day, this initial 
buying wave slowed to a more normal pace 
as manufacturers and suppliers moved to 
hold. down excessive commitments and 
industry leaders emphasized the fact that 
merchandise for fall and Christmas selling 
should be in sufficient supply, by all pre- 
vious standards, to meet jewelers’ needs. 

Not all of the buying activity was caused 
by fear of war-incurred shortages, however. 
Retail business, it is known, has been slow 
during the first half of the year, due in 
no small part to the indecision over repeal 
of the excise tax causing customers to with- 








Handshakes are in order at the con- 
clusion of a successful convention. 
Charles T. Evans, ANRJA Secretary, 
left, congratulates Kenneth |. Van Cott, 
re-elected President, as Hoyt T. Purvis, 
retiring treasurer, looks on. 
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hold their purchases. Now that the tax 
question is at least settled definitely in one 
direction for a time, retailers who had been 
maintaining their inventories at relatively 
low levels, bought in anticipation of better 
year-end business. An extremely optimistic 
note was prevalent throughout the show on 
the prospects for a definite increase in vol- 
ume at the retail level during the fall and 
Christmas seasons this year as compared 
to 1949, 


Association Officers Meet 


Opening activity of the convention was the 
luncheon meeting of the national and state 
officers of the ANRJA on Monday, August 
14. Presided over by President Kenneth I. 
Van Cott, reports from the Regional Vice- 
Presidents were heard, each reporting on 
association activities in their . respective 
areas. These included Robert A. Abbott, 
Lowell, Mass.; Harry L. Carter, Kansas 
City, Mo.; B. C. Clark, Jr., Oklahoma City, 
Okla.; Leo F. Henebry, Roanoke, Va.; 
Oscar Kind, Jr., Philadelphia, Pa.; H. C. 
Kirkberg, Fort Dodge, Iowa: Lester W. 
Moon, Tallahassee, Fla., and Sidney L. 
Stevens, Salem, Ore. 

Following the regional reports, officers 
present heard an address by Rivers Peter- 
son, of Indianapolis, Ind., Managing Di- 
rector of the National Retail Hardware 
Association, on the importance and value 
in membership of a trade organization. 

Themed to the topic “Let’s Make More 
Money,” Peterson emphasized that the as- 
sociation existed solely for the purpose of 
making more money for the retailer or of 
helping him make more money. 

“IT am sure,” he said, “that there must 
be jewelers in the United States, perhaps 











some who will attend this convention, who 
just like some hardware retailers in the 
United States will tell you solemnly that 
the association has never done a thing for 
them. I would say to those jewelers, for 
example, did you buy any merchandise at 
the show from which you made money? 
Did you, perhaps, make a contact there 
which gave you a valuable franchise for 
some brand of goods? Did that mean anv- 
thing financially to you? Would there have 
been a show if there wasn’t an association ? 


“Take for example the splendid service 
your association rendered to the jewelers 
of this nation during World War II. 


“There's another money making value 
to associations about which not a great deal 
is said but which is very important. And 
that is where a number of national retail 
associations combine their efforts and their 
influence. We who do have trade associ- 
ations can not only work on our own for 
our special interests but have the oppor- 





Officers Re-elected 


With the exception of Hoyt T. Purvis 
who was replaced by Maurice Adelsheim, 
Jr., as treasurer, all this year’s officers were 
re-elected. They are: President Kenneth I. 
Van Cott, Binghamton, N. Y. Vice-Presi- 
dents: New England—Robert A. Abbott, 
Lowell, Mass.: Northwest—H. L. Carter, 
Kansas City, Mo.: Southwest—B. C. 
Clarke, Oklahoma City, Okla.; Southeast— 
Leo F. Henebry, Roanoke, Va.: Middle At- 
lantic—Oscar S. Kind, Jr., Philadelphia, 
Pa.; Central—H. C. Kirkberg, Fort Dodge, 
Iowa; South—Lester W. Moon, Tallahassee, 
Fla.; Pacific—Sidney L. Stevens, Salem, 
Ore. 

Charles T. Evans and Boyd Evans will 
continue in their respective positions as 
Secretary and Assistant Secretary. 
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tunity to combine with other organizations 
where the interest is common in any Wash. 
ington activity. 

“There is in existence an organization 
known as the Central Council of National 
Retail Associations in Washington. Your 
association, and ours, are members of that 
group. We do a great deal, as a group, 
that we couldn’t do singly. Take for ex. 
ample the efforts of retailing to get rid 
of OPA. Well, the retail trades combined, 
through the Central Council, did a master. 
ful job. We did, in that way, what no one 
of us could have done singly. 

“Take the work done by a group of as- 
sociations in respect to sales by army and 
navy post exchanges. Your own associa- 
tion was extremely active in that fight. And 
while the victory that was won wasn’t com- 
plete, it did improve the situation and 
meant more money for jewelers in army or 
navy areas.” 

Monday evening, members of the ANRJA 
gathered in the ball room of the Park Lane 
Hotel in the next block south of the Wal- 
dorf-Astoria for the opening session of the 
convention. 








Van Cott Opens Convention 


President Kenneth I. Van Cott opened 
the convention with a typically concise and 
comprehensive address covering the condi- 
tions affecting the industry as well as pre- 
senting a resume of the association’s ac- 
complishments during the past year. Said 
he, “The Korean incident, and its resultant 
effect on our economy and thinking, make 
it impossible to prognosticate the future 
with any certainty. But, if we keep our 
feet on the ground and use to the fullest 
extent our own capabilities, the balance of 
this year will give the jeweler a satisfac- 
tory volume. The impact of the national 
preparedness program, with the spending 
of large sums for defense, will give peak 
levels in employment, greater assurance to 
job-holders, and the almost certainty of 
overtime with greater take-home pay. Ex- 
perience has shown that these conditions 
encourage spending, and that the jeweler 
gets his full share if he is aggressive and 
alert. In this connection, I know of no 
better place to commend the Jewelry In- 
dustry Council for their program to per- 
suade the public that ‘Something from the 
Jeweler is Always Something Special.’ By 
taking advantage of promotional events 
and publicity emanating from the Council, 
each jeweler can more fully obtain his 
share of the spendable dollar. 

“Tust a few short weeks ago—months— 
yes, years of effort on the part of your 
Jewelry Industry Tax Committee, with Leon 
Engel of Baltimore as chairman (the 
over-all Industry Committee, of which we 
are members, and with which we cooper- 
ate to the fullest extent so that one voice 
may speak to government for our entire 
trade) —just a few short weeks ago legis- 
lation seemed assured—to reduce the tax. 
Over night the swift pace of changing 
events brushed consideration of this legis- 
lation from the boards—and now we are 
faced with the possibility of heavier taxes. 
However we pledge to our membership that 
ANRJA will continue to work closely with 
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Tax Committee, so 
that at the proper time our plea for elim- 
ination of excise tax may again be pressed. 

“Another result of the Korean incident— 
and of the hysteria which this has created 


the Jewelry Industry 


—_jis the ‘rush to buy for stock’. I wish it 
were possible to label all the orders for 
goods as ‘prudent purchasing’ and a “filling- 
in, in anticipation of requirements’—but I 
am afraid that many of the orders are from 
individuals and firms who are only buying 
to ‘get in ahead of the hoarders’. 

“Tust as unfortunate is the situation cre- 
ated by those few manufacturers and sup- 
pliers’ salesmen who are taking advantage 
of the war psychology. 

“To you who plan to buy at this con- 
vention I say ‘Don’t hoard’—don’t order 
more than your requirements for the fall. 

“Your National Association has, within 
the past month, accepted the challenge cre- 
ated by the necessity for retailing to be 
prepared to have a voice in impending 
controls necessitated by the National De- 
fense Production Requirements. Working 
closely with the American Retail Federa- 
tion, we have appoint@d James B. Dickey 
of Tiffany & Co., who is well versed in 
Washington procedure, to represent the 
ANRJA on the General Committee. Here 
are the sub-committees and our _ repre- 
sentatives: Allocations and Priorities, Ar- 
thur J. Sundlun, of Washington, D. C.; 
Armed Forces Exchanges and Commissa- 
ries, Arthur J. Kirby, of Alexandria, Va.: 
Consumer Credit, Howard J. Michaels, of 
New Haven, Conn.; Inventory Control, H. 
Victor Paul, of Newark, N. J.; Manpower 
and Taxation (2 committees), James B. 
Dickey; Price Control, Victor A. Lambert. 

“High on the list of our problems dur- 
ing the year has been that ever-present 
problem of the operation of Discount 
Houses and their flaunting of the Fair 
Trade Laws in the many states where Fair 
Trade is in effect. We have been most ac- 
tive in educating the retailer as to what 
part he can play in the enforcement of 
these laws. ANRJA feels that it is the 
absolute obligation of manufacturers of 
fair-traded goods to see that distributors 
of their products maintain prices—and they 
should police the market to see that their 
agreements are lived up to. And, we re- 
tailers have a distinct obligation to live up 
to our Fair Trade resale agreements with 
manufacturers.” 


Engel Warns on Tax Situation 


Leon J. Engel, chairman of the Jewelry 
Industry Tax Committee, though unsched- 
uled on the program, was called upon for 
a few words on the tax situation. He out- 
lined the unfavorable conditions surround- 
ing the tax fight at the moment. He also 
took advantage of the opportunity to warn 
anyone who might be misguided by what 
he considers the bad judgment of those 
who would aggressively continue the tax 

fight in Washington at the present time. 
Engel feels that pressure on Washington 
at this time for tax relief would be in such 
bad taste as to jeopardize the success of 
any future appeals of the jewelry industry. 
He also emphasized the importance of 
maintaining unity of the industry in any 
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efforts to maintain the progress that has 
been made. 

The Hon. Clifton A. Woodrum, olf 
Washington, D. C., President of the Amer- 
ican Plant Food Council and for 23 years 
a member of Congress, delivered an in- 
spirational talk on the need for better sup- 
port of our Congressmen and Senators. It 
was his theme that if individuals knew, 
visited, their Washington representatives 
that our country would be better situated 
in its present emergency. 

On Tuesday, August 15, the convention 
session opened promptly at 10 a. m. and 
was presided over by President Kenneth 
I. Van Cott. 


The first address, “The Human Factor 
in Merchandise,” was delivered by Walter 
E. Brunauer, director of sales training of 
the Lily-Tulip Cup Corp. Brunauer’s show- 
manship throughout his speech will not 
be forgotten by his listeners. 


“The merchandising plan that takes into 
consideration only the merchandise and 
neglects to consider the people involved 
is doomed to failure. No amount of ad- 
vertising and promotion will move mer- 
chandise not suited to the taste, the price, 
style and quality of the people in a par- 
ticular area,” Brunauer said. Then, quot- 
ing from Mr. Breese’s article in the con- 
vention bulletin, the speaker continued: 
*“Tt’s people that count—people like us— 
they must like our way of doing business 
—our way of selling service. We get our 
profits from the people—not from mark- 
ups on our merchandise. ” 

Brunauer pointed out the importance of 
a salesman’s personality. 


“Assuming you’ve found the man, then 
what?” he asked. “If he is a comparative 
newcomer in the field, are you one of 
those who believes there is no substitute 
for the ‘School of Hard Knocks’? No 
doubt about it, there is no substitute for 
experience. The only trouble is that some 
men never graduate. Reliance on trial and 
error represents one of the most expensive 
training programs conceivable. The high 
cost of not training, is there.” 


As an example, Brunauer told of an ap- 
pliance dealer who had been outselling his 
competition for 18 months. His com- 
petitors had been selling 40 or 50 refrig- 
erators a month, while this man had sold 
185 to 190 every month. What was the 
secret of this man’s success? Lower 
prices? Special deals? No, the secret 
weapon was training. This dealer held 
meetings once a week with his salesmen 
to discuss customer objections, how to make 
better demonstrations, etc. 

He said that with labor, raw materials, 
and taxes all at a high price level, likely 
to go higher, and the profit margin becom- 
ing thinner, the only answer is to outsell 
competition. In other words, better sales- 
manship. 


Jeweler Must Know Merchandise 


Continuing the main theme, “More 
Profits Through Better Merchandising,” 
Robert G. Crowningshield, acting direc- 
tor, Eastern headquarters of the Gemologi- 
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cal Institute of America, spoke on the syb- 
ject, “Know Your Merchandise.” 

Precious stones, unlike manufactured 
items, are not alike and they have no 
certificates that come with them and in 
order to know anything about them, the 
jeweler must study them. 

“In the old days, a jeweler used to be 
considered the authority on gems. Now 
some jewelers display an appalling ig- 
norance about their most precious mer- 
chandise and this goes right down to his 
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“Just what 
customer. 

The salesman fumbled around in his 
mind for a moment and then replied, 
“Why—er—it’s a form of petrified wood.” 

To this the customer said, “I’ll be darned 
if I'm going to pay $2500 for a hunk of 
petrified wood.” 

Lost—one sale becguse of ignorance. 

Crowningshield said, “Department store 

' oe salesmen are trained to know their prod- 

Si sorreta® = Mi ucts. Jewelers must play both parts, buyer 
and salesman, and in order to do it suc- 
cessfully, they must know their merchan- 
dise.” 

Crowningshield also cited the case of a 
jeweler repairing a sapphire-set ring. In 
order to fix the setting, the jeweler had to 
apply heat to it. The sapphire split as a 
result. Now, if the jeweler had known the 
first thing about sapphires, he would have 
removed the stone before working on the 
mounting. That lack of knowledge cost 
him money. 

He concluded by saying that, in order 
to follow the ANRJA code of ethics, a 
jeweler must know his merchandise. 


JIC Fashion Director Says 
‘Direct Appeal to Women’ 


“Diamonds may be a girl’s best friend, 
but it is women rather than diamonds 
who are the most important influence in 

7 ie ) ae , \ the life of a jeweler,” according to the 

gan 5 § sous ee & Fee. I = eR 4 Jewelry Industry Council’s Martha Percilla, 

ae : be We eee | See: a oe i who was the next speaker on Tuesday 
ae? Dt. morning’s program. 

Miss Percilla, who is Fashion Director 
for the Council, told the convention that 
“As long as the women of this country 
control the great majority of buying power 
which they now command, the success of 
the jeweler’s advertising copy, window dis- 
plays, personal sales contact and every- 
thing else depend largely upon its appeal 
to women.” 

“Far too many jewelers dress their win- 
dows just to tell the public that they want 
to sell some jewelry. What they forget 
is that this is not the thing uppermost in 
the minds of the women who pass that 
window all day long; it’s more likely to 
be fashions or men. 

“How much more appeal your window 

has for a woman, then, if it gives her an 
LARGEST MANUFACTURER op | | | idea of how she can improve her good 
fs! S a Bits 7 looks. Or better, her standing with her 
r S. : a s & i 25 aren i favorite male.” 
., —_- — by ea —.!, , a = 2a ae ts iO The speaker told the jewelers that 
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women are interested not only in their 
own fashion but in fashions for men and 
that most of them would like to see men 
wearing more jewelry. . 

“Sell cuff links with a fashion angle. 
Remind the man that his wife has more 
than one pair of earrings because she 
knows a single pair will not look well 
with everything in her wardrobe.” 

Miss Percilla also urged jewelers to put 
to work for them women’s interest in the 
home. She advocated use of the wealth 
of material available in decorating and 
home magazines. She suggested they use 
flower arrangements, place settings, even 
the magazines themselves, placed in the 
window opened to a beautiful editorial 
color page featuring silverware, china and 
ervstal in a new and unusual manner. 

Miss Percilla urges most of all that 
retailers give more thought to training 
the sales people in their stores. 

The manufacturer, the wholesaler and 
you the retailers, spend hundreds of thou- 
sands of dollars to get the customer into 
the store. But careless, unintelligent han- 
dling by a sales person can destroy the 
value of all of it in five minutes. 

Following Miss Percilla’s talk, Albert 
E. Haase, executive director of the Jewelry 
Industry Council, gave a brief resume of 
the activities of the JIC. He emphasized 
the importance of its work in fashion pro- 
motions, fixed gift-giving events (Christ- 
mas, Easter, etc.), year-round gift-giving 
occasions such as birthdays and anniver- 
saries, promotions on specific types of 
merchandise, special services, and the 
monthly news bulletins. 

President Van Cott introduced the next 
speaker, Oscar S. Kind, Jr., of S. Kind 
and Sons, Philadelphia jewelers, and vice- 
president of ANRJA. The subject of 
Kind’s talk was “Fashion Jewelry” (Karat 
Gold). 


Kind Talks on Fashion Jewelry 


Continuing the theme of the convention 
session, Kind began with a quotation from 
Shakespeare: “ ‘All that glitters is not gold.’ 
This applies more and more to our re- 
tail jewelry industry,” he said, “for less 
and less a proportion of the merchandise 
in average jewelry stores is karat gold 
jewelry. There is in fact a trend which 
our surveys have pointed out away from 
jewelry in general in the average jewelry 
store. The ANRJA and the Jewelry In- 
dustry Council, organizations concerned 
with the betterment of the retail jeweler, 
wish to do something about improving the 
situation. 

“In attacking this whole problem of 
awakening an interest in the jeweler to 
merchandise karat gold jewelry, the ulti- 
mate answer is to produce goods for 
which there is a public demand. This de- 
sire is being created and stimulated by 
both the ANRJA and the JIC. On the 
other hand, there is only one way that a 
jeweler can sell merchandise regardless 
of what it may be, and that is to under- 
stand it, truly love it and have an en- 
thusiasm for it in the process of selling. 

“It would be impossible to delve in to 
the whole general subject of karat gold 
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jewelry, but in order to try and bring you 
a concrete example of the preparation the 
karat gold jewelry manufacturer must 
make, | have had Church and Company 
prepare for us this display which tells 
the story of the preparation of a man’s 
stone ring.” 

The display revealed the processes in- 
volved in the design and manufacture of 
a stone ring. Kind described the com- 
plexities and difficulties of fabricating it. 

“This gold ring must be made in dupli- 
cate so that the original model can be 
preserved and the second one be given 
to the toolmaker. The next step, the ‘tool- 
ing up’ process, is the expensive end of 
gold jewelry manufacture. All in all, there 
are what might be called four major steps 
involved in the manufacture of this ring. 
First there is the press work; second, the 
assembly work; third, the stone setting; 
fourth the finishing and polishing. 

“All of us, however, when meeting a 
customer, attempt to satisfy their wants. 
This very often leads to the special order 
problem and means the cost must obviously 
be higher than the stock piece. 

“It is the understanding of why there 
are additional costs that makes us more 
able to sell. We as retail salesmen of karat 
gold jewelry have much to learn about the 
character of the goods we are selling and 
it would be well if we each visited a 
manufacturers plant and became _ac- 
quainted with the involved process of 
making various types of rings.” 


Henderson Outlines State of 
Economy and Effect of War 


Next speaker on the agenda was Leon 
Henderson, director of research of the 
Jewelry Research Foundation. Henderson 
gave his views on the overall state of our 
economy and the effects that the interna- 
tional situation would have on it. 

“Many people are saying of the present 
emergency ‘this is where we came in,” 
he said. “As far as the state of the na- 
tional economy, at its high level of activ- 
ity, it could tbe said, ‘this is where we 
left off.’ 

“Everyone is asking, ‘What’s going to 
happen in mobilization?’ One thing seems 
clear: the pattern is changing weekly. 
Earlier it seemed as if there would be 
no new tax bill until the last two months 
of 1950 or the first two months of 1951. 
Earlier the President did not ask for price 
and wage control authority. The decision 
to be made now is as to type of such 
controls, and when they will be put in 
force. 

“As a basis for appraisal of the impact 
of mobilization on the national economy, 
we can assume that the Korean matter 
(and Formosa) will require at least $35 
billion expenditure in the next year, of 
which $20 billion is new. 

“Attention has been focused recently 
on new legislation granting direct au- 
thority to the Chief Executive to control 
the flow of materials, prices, wages, ra- 
tioning, etc. We should not lose sight of 
two other pools of power which are avail- 
able under declaration of an emergency. 
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The first pool contains the explicit and 
implicit powers of the President to act 
in emergencies. 

“The use of allocation power will prob- 
ably be scanty for a time. Also some 
selective price controls are in the wind 
and a tougher policy can be expected in 
credit controls. 

“Those who are watching the movement 
toward controls seem agreed that (a) 
prices are headed upward, (b) no over-all 
freeze of the entire price structure is im- 
minent, (c) selective price controls on 
scarce, allocated products will be urged 
and found necessary, and (d) it will be 
dificult to roll back prices to a June date. 

“The experience prior to passage of 
the Price Control Act in 1942 demonstrates 
that wholesale prices can be kept in 
bounds with industry’s help, with or with- 
out law. 

“Two important considerations will sub- 
stantially determine the inflationary effect 
of the expenditures: the percentage which 
is financed by taxes and the type of re- 
financing utilized for outstanding bonds 
becoming due. 

“If one knew the answer to this refinanc- 
ing problem, he could guess much more 
intelligently about the prospects for run- 
away inflation.” 

Mr. Henderson stated that the jewelry 
industry will suffer from draining away 
of manpower and ultimately facilities will 
be taken up on a sub-contract basis, but 
it is unlikely the scale of demands of the 
industry will approach World War II for 
some time. 

He said tne different markets have with- 
stood the current “buying hysteria” fairly 
well so far and stated that over-all supply 
will not be greatly affected by military de- 
mands for some nine months. 


Niemeyer Warns Retailers 
Against Indiscriminate Buying 


G. H. Niemeyer, President of Handy & 
Harmon, and Chairman of the Jewelers’ 
Vigilance Committee, led off the speakers 
on Wednesday morning. 

“There are important questions before 
our industry under present uncertain con- 
ditions,” Mr. Niemeyer stated. “First, how 
much of our productive capacity, if any, 
can and will be called upon to give up 
to the war effort—and when? Second, 
what restrictions, if any, will there be 
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put upon the materials and manpower 
we utilize—and when? Third, what effect 
will the present uncertain conditions have 
upon our industry and particularly our 
distributors ? 

“At the moment, we don’t know what 
the Government expects of us in the way 
of production. 

“As to what restrictions might be placed 
upon materials and manpower if, as, and 
when an all-out effort faces us, we all 
realize what the answer must be. Short 
of that necessity we have a right to as- 
sume that our needs to carry on even if 
only to a limited extent should be recog- 
nized. 

“Up to now, there have been no gov- 
ernment restrictions of any kind. The only 
real scarcity at the moment exists in the 
supply of platinum and iridium. The self- 
imposed restrictions on the distribution of 
these metals has definitely limited their 
use for jewelry production. 

“We know there are ample supplies of 
gold, but more positive controls under the 
present licensing system will be imposed 
by the Treasury Department in the very 
near future. 

“There are adequate supplies of silver 
available to our trade and it is incon- 
ceivable that this branch of our industry 
will be handicapped for the lack of this 
metal. 

“The most serious restrictions that could 
be imposed upon us would come from our 
use of such metals as copper, tin and 
nickel as they were during the last war. 

“What effect manpower controls would 
have upon our industry is difficult to spec- 
ulate; it will depend entirely upon the 
scope of our war needs. 

“On point three, as to what effect these 
uncertain conditions will have upon our 
industry, | have already speculated upon 
the possible effect on our manufacturing. 

“It is evident that present buying con- 
ditions have precipitated heavier than 
usual buying on the part of our retailers 
in most all fields. It seems to me that 


-each of you retailers has to answer several 


basic questions for yourselves: 1. How will 
all of this affect consumer demand and 
what kind of goods will it affect favorably 
or adversely? 2. What things are likely 
to be in short supply that there will be a 
good demand for? 3. How are my stocks 
of these types of merchandise? 4. How 
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much can [| afford to invest in the prod. 
ucts I feel I will need to meet the demand 
I anticipate? 

“Blind and indiscrimiate buying and 
overstocking at this time can have a very 
serious effect upon many of our distrib- 
utors.” 

“The effect of a short war—an all-out 
war, heavier taxes, increased employment 
and spending power, more women in in- 
dustry, scarcity of competing products— 
these and similar questions should and 
must be weighed before you as retailers 
can decide how many of what kind of 
goods you should stock. 

“Our industry like others has many 
problems and we have to see what we can 
do about them. Our eyes and ears are all 
tuned to Washington. So far, nothing con- 
crete with respect to the effect of the 
war upon industry has been revealed— 
and what is done and how will depend 
upon the action of Congress with regard 
to the powers asked for by the President. 

Concluding, Mr. Niemeyer condemned 
the “growing wave of misrepresentation 
that has hit our trade,” in the advertising 
of diamonds and in rolled gold, gold filled 
and gold plated jewelry, and emphasized 
that the JVC would continue its fight 
against these practices. 

In praising the work of the Jewelry In- 
dustry Council, Mr. Niemeyer said _ that 
jewelry retailers must take it for granted 
that they are going to have to continue 
their efforts and fight to move retail stocks 
off their shelves. The Council is the trade 
organization that is equipped with a con- 
structive program to help retailers do that 
job. 

Mr. Niemeyer also paid tribute to Leon 
Engel and the Jewelry Industry Tax Com- 
mittee for their efforts and “fight to the 
finish” on the tax situation. 

Despite earlier reports that were fu- 
mored around the convention that watches 
would be in short supply this fall, the 
next speakers—Lowell F. Halligan, Vice- 
President and Sales Manager of the Hamil- 
ton Watch Co.; James G. Shennan, Presi- 
dent of the Elgin National Watch Co., 
speaking for the American watch industry, 
and Paul Tschudin, of the Watchmakers 
of Switzerland, speaking for the Swiss in- 
dustry, emphasized that there was no fore- 
seeable shortage of watches in the offing. 

(Please turn to page 234) 
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it exists at the present time, in lines distributed through retail 
jewelry stores. This was made during the last week in August. 


“Merchandise available for normal pur- 
chases. Recommend anticipating full sea- 
sonal requirements due to heavy influx of 
orders. Do not advise excessive buying 
beyond normal needs. Hope to maintain 
prices at present level unless the cost of 
raw material is advanced.” 

A AND Z CHAIN CO. 


B. Rossman, Pres., Providence. 





“Mail orders and salesmen’s orders com- 
ing in steadily. No over-buying. Outlook 
for repeat business very good. Sufficient 
supply of raw material on hand to fill 
orders in two weeks. Expanding facilities 
to enable us to make prompt shipments 
from stock. We have not raised prices.” 
ADMARK JEWELRY, 
Albert Adler, Phila., Pa. 


a 


“While in Switzerland recently, demands 
from American wholesalers for waterproofs 
increased considerably. Discussing this sit- 
uation upon returning, with wholesalers at 
the ANRJA convention, at the Waldorf, 
shows that this demand originates from 
wholesalers mainly. Retail sales have not 
been affected greatly. Jewelers wish to 
protect themselves, especially in  water- 
proofs and automatics, by buying early. 
Rolex-Geneva will expedite deliveries but 
only normal shipments are expected. Sev- 
eral technical improvements will appear 
this Fall. No price increases are contem- 
plated.” 
AMERICAN ROLEX WATCH CORP., 
R. Dentan, Vice Pres. 
New York, N. Y. 


“We can see no reason why any mer- 
chandise of our manufacture should not 
be in ample supply for the remainder of 
the year. We can firmly state that our 
prices will not change regardless of the 
rising costs of raw materials.” 


AMERICAN SAFETY RAZOR CORP., 
J. B. de Mesquita, Pres. 
Brooklyn, N. Y. 


“Because of our large business we have 
ample supplies of well made diamonds in 
practically all qualities and colors. There 
is every indication that we will be able 
to meet all our customers’ needs for some 
time. 

“The price of rough diamonds has been 
raised since the Korean war started by 
about 10 per cent for small stones and 5 
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to 9 per cent for larger stones. 
“This increased cost of rough diamonds, 
coupled with the fact that the market 
price for finished stones was formerly less 
than the cost of production, has meant 
a present total price rise of about 20 per 
cent for finished diamonds up to one 
quarter carat, and about 10 to 15 per cent 
for larger finished stones.” 

ARNSTEIN BROS. & CO., 


Alexander E. Arnstein, New York City 


“All available platinum is currently goine 
to war industries rushing supplies to our 
forces in Korea and for any possible fu- 
ture crisis threatening our country. We 
have been unable, therefore, to fill de- 
mands from jewelers for platinum. We 
are suggesting that they make increased 
use of the sister metal palladium of which 
the supply is presently adequate. Palladi- 
um has been used for many years now in 
making jewelry pieces in the gold price 
range. After the emergency ends, the 
jewelry industry will again have two all 
precious white metals at hand, platinum 
and palladium, to meet every purpose of 
the craft.” 
BAKER & CO., INC., 
Charles Engelhard, Pres. 
Newark, N. J. 
“Buying has been abnormal and out of 
line with consumer demands. If reason 
and patience are used by all, we expect to 
he able to take care of customer require- 
ments as needed, barring restrictions.” 
B. A. BALLOU & CO., INC., 
Frederick Ballou, Jr. 


Providence. R. J. 


“Due to anticipation of good fall business 
we were prepared; so we expect no short- 
age in our lines with the exception of 
platinum goods. Where previously we 
were able to ship on a week to 10 days 
basis, we now require two or three weeks 
to fill new orders. There has been a slight 
step-up in prices but we are doing every- 
thing possible to hold.” 
BRISTOL SEAMLESS RING CO., 
Robert Kronstadt, Pres. 
New York, N. Y. 


“Because it takes nine to 12 months to 
manufacture a quality watch, such as 
Bulova, it is likely the supply will be in- 
adequate in the face of the sharp rise in 
demand. However, we have issued in- 


structions to our men to discourage ex- 
cessive forward buying. Bulova, the 
world’s largest producer of quality watches, 
is striving hard to retain its present price 
structure in the face of rising costs. If 
the jewelers will buy only for their needs 
for the balance of the year, it will help all 
concerned.” 


BULOVA WATCH CO., 
John H. Ballard, Pres. 


New York, N. Y. 


“It is obvious by now that our economy 
will prevail for a long time, causing scarci- 
ties and higher costs. Despite this, Bretton 
is now featuring the lowest priced line in 
its history, and promises continued en- 
deavors to meet customers’ needs. Already 
there is a shortage of labor in certain areas 
and intensified war efforts will extend this 
shortage. Jewelry manufacturers with well- 
maintained factories and equipment will 
readily be acceptable to Government agen- 
cies desirous of placing orders for defense 
material. More workers earning larger sal- 
aries will demand more luxuries. Whether 
the supply will meet the demand is some- 
thing no one can predict now.” 
BRUNER-RITTER, INC., 
Marvin J. Bruner, New York City 
“The current demand for our merchandise 
is strong but at present we still have a 
fair stock manufactured during the quiet 
months. Earlier in the year during these 
early months we reduced prices on a large 
number of items. It would now appear that 
we might soon be forced to advance prices 
on some of the goods we are currently pro- 
ducing because of increased costs.” 
CHURCH AND CO., 
Charles H. Church, Newark, N. J. 
“Demand on the part of the retail jeweler 
for our product is extremely active—at 
least 200% above our anticipated volume 
for this period. Supply is adequate to meet 
this increased demand with sporadic short- 
ages only in specific sizes and qualities. 
These shortages, however, are of a limited 
and temporary nature. This increased sub- 
stantial diamond buying on the part of the 
retail jeweler, plus increased labor and 
operating costs caused by our expanded 
economy has resulted in a continuing in- 
crease in diamond prices. A trend that 
in our opinion will continue.” 
COLUMBIA DIAMOND RINGS, 
C. Benjamin Axel, Long Island City, N.Y. 
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“We see no sound reason for any scare 
watch or clock buying. Stocks are ade- 
quate for a good fall business which the 
jewelers will most likely enjoy in 1950. If 
on the other hand many dealers anticipate 
some of their needs of 1951 this will most 
likely create shortages and tend to increase 
prices.” 
CYMA WATCH CO., 
J. T. Agate, Pres., New York 


- 





“Elgin American merchandise is available 
for current requirements. Our labor situa- 
tion is satisfactory and unless regulations 
restrict the use of certain materials, Elgin 
American will supply merchandise in ac- 
cordance with customer’s requirements. 
Elgin American will have no general across 
the board price increases unless increased 
cost of materials and labor absolutely re- 
quire adjustments. However price increases 
on individual items have been and may be 
necessary where the margin is too narrow 
to absorb any increase in costs.” 


ELGIN AMERICAN, 
Allen B. Gellman, Elgin, Ill. 





“Consistent strong demand for’ Elgin 
watches prevailing since June is_inter- 
preted as dealer recognition of expanded 
newly styled line of good values and a 
consumer buying season of great promise. 
Early anticipation of dealer requirements 
within a reasoned calm estimate of con- 
sumer buying seems well justified. We 
recognize no prominent sign of hoarding of 
watches. We are hopeful that Elgin 
watches will be available in adequate quan- 
tities to cover our orders. Our current in- 
ventories are substantial although produc- 
tion of specific numbers, notably our B. 
W. Raymond railroad watch is behind the 
demand.” 
ELGIN NATL. WATCH CO., 
J G. Shennan, President, Elgin, Ill. 





“When Korea was invaded the last week in 
June, we had normal stocks of gold-filled, 
stainless steel and other materials in in- 
ventory. The great volume of orders placed 
by our accounts during July and August 
represent “Too much—Too early”. To as- 
sure that all Flex-Let customers receive 
some goods, we are making only partial 
shipments against our orders. We are re- 
ceiving scheduled deliveries of raw mate- 
rials, although they are somewhat delayed. 
Barring new developments, we are quite 
certain of making deliveries to all of our 
accounts and all we ask of them is that 
they give us the necessary time for us to 
receive the raw materials and manufacture 
the goods. No price increases in sight un- 
less labor and materials go up. Present 
prices are guaranteed through December 
31st, 1950.” 
FLEX-LET CORP., 
Jack R. Storti, Exec. V.P., N.Y. C. 





“Tt is dificult to predict to what extent 
future defense work and resulting material 
shortages will require curtailing of regular 
production. Up to now and for immediate 
future we function normally as_ before 
though occasionally falling behind in de- 
liveries on certain items. However buying 
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beyond normal requirements on part of 
wholesale and retail outlets may necessitate 
allocation of merchandise to trade. Price 
situation dependent upon possible increase 
in material and production costs.” 


FORSTNER CHAIN CORP., 
William Forstner, Irvington, N. J. 





“The production of Gemex watch bands 
for the balance of this year is already over- 
sold although we hope to be able to 
produce considerably more bands than last 
fall. We have taken steps, however, so 
that our wholesale distributors will get 
a fair share which we anticipate will be 
somewhat more than their shipments a 
year ago. Unfortunately, we shall not 
be able to render special services this fall, 
such as drop shipments and _ individual 
orders for special lengths, etc. Our costs 
have increased so there will be a slight 
increase in the selling price of some of 
our items.” 


GEMEX CoO., 
W. Lichtenfels, Union, N. J. 





“The current demand for sterling hollow- 
ware and flatware is substantially ahead of 
a year ago. Much of this is caused by 
dealers placing fall orders earlier than 
customary. Production is at a level above 
1949 and the supply of silver bullion is 
adequate. Any curtailment would be caused 
by loss of manpower or Government re- 
strictions not now on the horizon. Prices 
on sterling products appear firm. The 
current demand for plated flatware and 
hollowware is in excess of our productive 
capacity, necessitating apportioning of 
merchandise. The production of sterling 
and silverplate will continue at a high 
rate throughout the fall. Adequacy of 
supply will depend upon turnover at the 
retail level.” 


THE GORHAM CO., 
B. M. Getman, Providence, R. I. 





“Our production is approximately on same 
basis as that of last year. However, we 
are endeavoring to increase it. Orders 
booked by our sales representatives are 
running extremely heavy, being substan- 
tially in excess of last year. We will make 
every effort humanly possible to complete 
all orders taken by our men, and if that 
is not possible, shipments will be made 
on a basis that is fair and equitable to all 
of our dealers. At the present time we 
contemplate no change in our price struc- 
ture.” 


THE GRUEN WATCH CoO., 
J. E. Wessels, Asst. to Pres., 


Cincinnati, O. 





“Supply and demand conditions are good. 
Price situation stays normal.” 


R. GSELL & CO., 
Roland Gsell, Pres., 
New York, N. Y. 


“Hamilton Watch production at high level 
and there is no indication of anything 
which would cause curtailment barring 
circumstances not now foreseen nor antici- 
pated. Wholesalers stocks are excellent and 
they should be able to fill all orders ex- 


cept possibly certain styles enjoying ex. 
ceptional popularity. Sales are very satis. 
factory with little or no indication of scare 
buying. Price situation unpredictable es. 
pecially on platinum and diamond se 
models. We anticipate satisfactory year 
for Hamilton retail dealers, wholesalers 
and Hamilton Watch Company.” 


HAMILTON WATCH Co. 
L. F. Halligan, V. P. & §. M. 


Lancaster, Pa, 





“Deliveries depend entirely on our jnyep. 
tory and ability to obtain additional quan- 
tities of raw material. We figure we haye 
adequate supplies for a normal fall, but 
it is our belief many wholesalers and re. 
tailers have been anticipating beyond nor. 
mal fall business. Present war situation 
does not warrant it. There are some ma- 
terials not available such as steel and 
many brass products, but this could right 
itself; steel executives state that entire 
defense program will not take 5 per cent 
of their production. The normal fall busi- 
ness, plus anticipated orders, have taxed 
manufacturers of raw material so deliveries 
on gold filled and rolled gold plate material 
are running six to eight weeks. Believe 
wholesalers should anticipate requirements 
for the balance of this year, but we do 
not believe this is time for hysteria. Many 
of us who were connected with War Pro- 
duction Board during last war realize if 
this country goes to an all-out war, it 
won't be a question of manufacturing jewel- 
ry, but a question of manpower, which we 
won't have.” 
THE HADLEY COMPANY, INC., 
G. A. Ingleby, Providence, R. 1. 


“The only real scarcity at the moment 
exists in the supply of platinum and irid- 
ium. There are ample supplies of gold, 
but more positive controls under the pres- 
ent licensing system will be imposed in the 
near future. There are adequate supplies 
of silver available to our trade and it is 
inconceivable that this will change. The 
most serious restrictions that could be 
imposed would come from our use of such 
metals as copper, tin and nickel as during 
the last war and these would bear heaviest 
upon our silverware industry, as well as 
rolled gold and gold filled products made 
largely of base metals. 
HANDY & HARMAN, INC., 
G. H. Niemeyer, Pres., New York, N. Y. 





“At present time there is no immediate 
prospect of serious shortages in the peat! 
field either simulated or cultured. Basic 
materials such as alabaster beads and 
pearl essence will be available and cul- 
tured pearls can be imported in reasonable 
quantities. However, clasps, boxes, and 
above all, labor will unquestionably be 
dificult. Demand has been very great 
and shows all signs of continuing but we 
expect to hold our price lines except for 
absolutely necessary minor adjustments. If 
demand grows appreciably, shortages will 
develop and deliveries become very slow 
and allocations may become necessary.” 


L. HELLER AND SON, INC.. 
Ernest S. Heller, Vice Pres., New York. 
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“We have the largest stock of cultured 
pearl necklaces, earrings, rings and other 
accessories in our history and we intend 
to fill all our orders at our regular prices 
which have prevailed all year. There will 
be no increase in these prices. As for 
our simulated pearls these same conditions 
prevail even though there have been in- 
creases in the cost of certain materials. 
There may be a shortage on some items 
because of the scarcity of raw materials 
but this will in no way cause an increase 
I es. 
_ PIMPERIAL PEARL SYNDICATE, 
Joe Goldstone, Chicago, Ill. 





“We expect to supply our products in quan- 
tities adequate to the consumer demand 
for the rest of the year and we are ac- 
cepting orders which bear a reasonable 
relationship to previous purchases from all 
regular customers, no commitments to spe- 
cified shipping dates are being made. No 
major price changes are contemplated but 
prices time of shipment prevail.” 


INTERNATIONAL SILVER CO., 

C. D. Munson, Meriden, Conn. 
“Estimates made by Irons and Russell Co. 
early last spring indicated excellent busi- 
ness this fall. Factory production and fin- 
ished inventory were planned accordingly 
and the company feels there will be a 
sufficient supply of its merchandise to meet 
even a greatly accelerated demand. In our 
opinion the principle danger to the trade 
lies in scare buying. Barring unforeseen 
heavy increases in material and labor costs 
we hope and intend to hold the price line.” 


IRONS AND RUSSELL CO., 
William E. Smith, Pres., Providence, R. I. 








“Tt is physically impossible for us as manu- 
facturers to produce the amount of ordered 
goods in such a short period of time. When 
a sudden, tremendous demand is made 
upon a manufacturer, he, in turn, demands 
more materials from his sources of supply. 
Consequently, there is a general tighten- 
ing up of materials and general increases 
in prices on materials, labor, etc. We are 
experiencing this shortage primarily be- 
cause of this sudden trend of buying. We 
sincerely advise our customers to buy nor- 
mally so that we can produce normally 
and in that way make sure that everybody 
receives a fair and equitable proportion of 
our production.” 
JACOBY-BENDER, INC., 
Max Jacoby, New York 
“Production is being slowed because of 
shortage of some materials and_ labor. 
Hence we are unable to make deliveries as 
rapidly as desired. The broad trend of 
costs including materials, labor and gen- 
eral overhead is, of course, upward and 
inevitably forcing some price increases.” 


KESTENMAN BROS. MFG. CO., 

Max Kestenman, Providence, R. I. 
“We had anticipated a definite upturn in 
sales for the fall, before the developments 
in Korea gave business an added impetus. 
Retail stocks are low and the fear of being 
caught without sufficient merchandise con- 
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tributed only partly to the heavy buying 
that has been done these past few weeks 
by the jewelers. The immediate effect will 
be a slowing up of deliveries due in part 
to the heavy concentration of orders for 
raw materials and the demands for mili- 
tary expansion. There is no doubt that the 
jeweler has been placing his orders early. 
However, on the whole they have been se- 
lective in their purchases with an eye 
towards value.” 
WALTER LAMPL, INC.., 
N. Bloch, New York, N. Y. 


“Situation in staple merchandise continues 
to hold steady with the season upturn com- 
ing in earlier than anticipated. Earlier 
market reaction undoubtedly increased by 
war situation in effort to cover low inven- 
tories existing through soft period in spring 
and by some anticipation of future short- 
ages resulting from restrictions on mate- 
rials. Supply should be adequate unless 
possible future Government restrictions and 
the current inflationary policies in Wash- 
ington push demand to a false high level 
that will precipitate increased material and 
labor cost. Otherwise normal seasonal pro- 
duction would indicate no immediate ad- 
vance in prices.” 

LESTAGE MFG. CO., 
Donald LeStage, Jr., North Attleboro, Mass. 





“Motorola prior to the Korean situation 
planned a substantial increase in its tele- 
vision, home radio and portable sales. It 
is unlikely that our schedules will be seri- 
ously affected by material shortages, there- 
fore Motorola equipment will be in rea- 
sonably good supply. However, it is 
difficult to forecast the demand. At the 
present time, the demand for our products 
far exceeds our schedules and it is pos- 
sible therefore that there will be shortages 
during a part of this Fall and Winter. 
MOTOROLA, INC.., 
Robert W. Galvin, Exec. V.P., Chicago 





“Believe supply of simulated pearls and 
cultured pearls will be sufficient barring 
unprecedented demand for the coming sea- 
son. Prices however, will be firm and in 
all likelihood increase slightly due to in- 
creased operating and production costs as 
well as increase in price of many com- 
ponent parts, especially boxes. Packaging 
is an important factor affecting price of 
merchandise. Buying earlier than usual has 
caused a temporary shortage of some types 
of pearl merchandise, but in general there 
is sufficient on hand to meet most normal 
requirements.” 

S$. NATHAN & SON, INC., 
Leopold Nathan, Victoria Pearl Co... N.Y.C. 





“Tt is our intention to fill orders for Gotham 
watches in as near a normal manner as 
possible. At present our prices remain un- 
changed although increased costs have 
been absorbed in order to maintain them. 
Will continue to hold the line on prices 
as long as possible. Can see no reason, ex- 
cept in the possible case of waterproofs 
why the retail jeweler should not expect to 
receive merchandise without panic buying.” 


OLLENDORFF WATCH CO., New York 


“Merchandise at present is available but 
growing demand makes it necessary to de- 
lay shipments so that more time will be 
required for delivery. It is our opinion 
that this situation will continue in the Fall 
of the year and in view of general busi- 
ness conditions gradually improving, the 
demand will exceed the supply. We, there- 
fore, strongly recommend that orders be 
placed for merchandise required this Fall, 
as early as possible based also on an in- 
creased Fall business over last year.” 


WILLIAM B. OGUSH, INC., 
W. B. Ogush, N. Y. C. 


—__—_——_-——_-- = 


“Current demand for silverware exceeds 
immediate production possibilities. With- 
out doubt the Korean incident has caused 
considerable buying which should be 
classed as ‘Borrowing On The Future’. We 
must assume in our industry a shortage of 
materials and an upward trend in wages 
and prices. Fall deliveries will be ample 
for normal buying unless material shortage 
becomes acute sooner than is presently 
expected.” 
ONEIDA, LTD., 
Miles E. Robertson, Pres., Oneida, N. Y. 





“In the construction field, particularly that 
portion of it devoted to the installation of 
modern store fronts and interiors, the 
Korean war has not as yet affected the 
availability of glass and metal products 
used for this purpose. Carrara Structural 
Glass, Herculite Glass Doors, Pittco Metal 
and related products are all in reasonably 
free supply. However, unprecedented ac- 
tivity in the construction field in general 
has created a shortage of polished plate 
glass and mirrors.” 


PITTSBURGH PLATE GLASS CO., 


D. C. Burnham, V.P.., 
Merch. Div. & Glass Sales 





“Tremendous increase in orders for Keep- 
sake diamond rings and wedding rings Fall 
1950 compared to 1949. Also experiencing 
very substantial increase in mail orders 
from our dealers. This indicates a healthy 
situation as such a demand reflects buying 
at consumer level. Therefore not inter- 
preted as war scare buying. At present 
time we are able to meet these increased 
demands. Very minor upward trend in dia- 
mond prices of Keepsake quality noted at 
this time.” 
A. H. POND CO. INC., 
Roland Pond, Syracuse, N. Y. 


“Extraordinary heavy demand for entire 
line. Special interest: sterling hollowware 
items. Working to capacity to meet condi- 
tion. Skilled labor shortage appearing. 
Four to six weeks delivery and longer on 
many numbers. Do not contemplate rais- 
ing prices unless forced. Increasingly dif- 
ficult obtaining basic materials. Will make 
every effort to meet situation in interest 
of industry and consumer.” 


POOLE SILVER CO., 
Charles R. Rodgers, Genl. Mgr., Taunton 
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“Demand for Reed and Barton silverware 
since the start of the Korean war has been 
at unprecedented levels. Maximum produc- 
tion efforts are being made to satisfy all 
regular customers using voluntary alloca- 
tions wherever necessary. It is our desire 
to hold present price level but uncertain- 
ties as to metal prices and deliveries make 
this problematical. All orders are being 
accepted pending ability to manufacture 
and with prices prevailing on date of de- 
livery.” 
REED AND BARTON CORP., 
Roger H. Hallowell, Taunton, Mass. 


“Fine platinum diamond jewelry higher 
and selections not as wide as in some other 
post holiday seasons. Emerald cut and 
marquise diamonds firm due to scarcity of 
fine rough. Current supply of select pre- 
cious stones not plentiful with smaller stock 
than usual in the hands of dealers.” 
JEROME RICHHEIMER, INC., 
Jerome Richheimer, Pres., N.Y. C. 


“Orders have been coming in heavier on 
solicited sales as well as by mail and 
telephone. Not from any particular area, 
but general cross-section. We have in- 
creased our staff of workers. Orders are 
being accepted on three to four week de- 
livery. As long as there are no restric- 
tions on the supply of metal and impor- 
tation of watch movements is not curtailed 
no definite shortages should be expe- 
rienced. We do not contemplate any 
change in the prices of our gold watches. 
The prices of the platinum watches will 
fluctuate in accordance with the platinum 
market.” 


SCHULZ WATCHES 


James Schulz, New York, N. Y. 
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“The current demand for gold rings and 
jewelry, also emblematic rings, is strongly 
ahead of last year. Making every effort 
to maintain our price structure through 
this season, though stone and diamond 
prices are up sharply. Re-orders are in 
good volume but show no signs of panic 
buying. They seem to reflect increased 
retail demand for better jewelty and rings. 
We anticipate no immediate shortage of 
our product, but an increasing demand 
throughout the Fall months, which will 
make late orders most difficult to handle.” 
SHIMAN MANUFACTURING CO., INC., 

Leonard Shiman, Pres., New York, N. Y. 





“We are making every effort to satisfy the 
demand caused by the sudden switch of 
most wholesalers and retailers to a more 
liberal inventory policy and we hope to 
be successful in doing so barring Govern- 
ment restrictions. We ask all our custom- 
ers cooperation in giving us a reasonable 
time to deliver. In any case, they will re- 
ceive a fair and equitable distribution of 
our merchandise on the basis of their real 
needs should the necessity for allocating 
arise. We are experiencing increased costs 
all along the line and while endeavoring 
to maintain present prices it is too early 
to say how these increases will affect our 
price structure in the future.” 

SPEIDEL CORP., 
Paul Levinger, Vice Pres,, Providence, R. I. 
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“Practically everything we make is made 
to order as an exclusive item. We are 
still making delivery within a reasonable 
time. Prices are firm but unchanged. De- 
mand has increased to meet stepped-up 
sales but no laying-away buying is indi- 
cated.” 
STAR WATCH CASE CO., 
O. A. Starke, Pres., Ludington, Mich. 





“Factories operating at capacity on over- 
time basis in effort to meet customer re- 
quirements. Impossible to accurately fore- 
cast future conditions as there are too 
many variables. One of the dangers of 
the present situation is that both distrib- 
utors and dealers will come to believe that 
the need for aggressive selling has passed. 
Such is not the case.” 


TELECHRON, INC., 
R. T. Woodward, Ashland, Mass. 





“Prior to present military developments 
sales were outdistancing last fall’s figures. 
We feel this increase is directly attribu- 
table to Trifari’s outstanding fall collection 
and general increase in demand for high 
styled costume jewelry ... not to panic 
buying. Since this substantial increase in 
business was anticipated many months pre- 
vious to our fall opening present produc- 
tion is keeping in pace with increased de- 
mands. We are strongly discouraging scare 
buying to protect customers from beinz 
overstocked if military situation eases. No 
quotas expected this year unless unpre- 
dictable military reverses forces govern- 
ment to impose immediate restrictions.” 


TRIFARI KRUSSMAN AND FISHEL, INC.., 


Leo F. Krussman, Providence, R. !. 





“In strong contrast with the first six 
months of this year watch cases are cur- 
rently in good demand. There is plenty 
of manufacturing capacity to meet this 
situation. Supplies will be ample as long 
as the various necessary metals are made 
available to our industry. Few price ad- 
vances have been reported even though 
prices had fallen to a low level due to 
depressed business. However, it is_ be- 
coming increasingly difficult to hold the 
price line in the face of rising costs. Un- 
less there is a general roll back, prices 
will be forced upward.” 


THE WADSWORTH WATCH CASE CO., 
Randolph L. Wadsworth, Dayton, Ky. 


“Current demand for our products has far 
exceeded our expectations in all lines, 
making it impossible for production to 
keep pace with incoming orders. Our 
current prices will stay at present levels, 
except where increased costs make ad- 
vances absolutely necessary.” 

R. WALLACE & SONS MFG. CO., 


W. W. Rich, Pres., 
Wallingford, Mass. 





“It is our opinion that we will be able 
to take care of retail jewelers’ normal re- 
quirements for the balance of this year. 
However, this situation may be changed 





by the Government issuing restrictive gp. | 
ders regarding the use of metal. We do | 
not expect to make any price advance 
during this period.” 


WHITING & DAVIS Co. 
S. C. Rice, Pres., Plainville, Mas, 


“Current situation finds short supply of 
polished diamonds in virtually all sizes 
and qualities. Fine goods are extremely 
scarce and inferior qualities while more 
plentiful have been in greater demand 
each day. Prices have advanced all along 
the line most markedly in single cuts. Oyr 
production from rough continues at the 
same high level and our present stock of 
loose goods is adequate. We look forward 
to higher prices as the fall season pro- 
gresses and we shall increase our prices 
only if we must and if there be a basic 
change in the cost of our rough. We feel 
buying up to this point has been anticipa- 
tory and that the next two months will 
indicate whether we shall continue to have 
a high level of buying because of actual 
retail turnover.” 
HARRY WINSTON, INC., 
New York City 
“Availability of most items at present is 
in general in line with demand except on 
a few items. However, buyers, as a whole, 
should anticipate and place their orders 
as soon as possible because of the fact 
that raw materials deliveries are slow. This 
will help the manufacturers to schedule 
production and raw material purchases to 
the best of their ability. The price situa- 
tion at the moment remains unchanged. 
However, a heavy demand and increased 
general cost may change the picture in 
the future. Early buying along with sub- 
stantial delivery period is the prime factor.” 
J. W. WOLFENDEN CORP., 
John W. Wolfenden 
Attleboro, Mass. 
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“Although we have experienced a tremet- 
dous increase in orders from jewelers from 
all parts of the country, I do not anticipate 
any difficulty in making fairly prompt 
shipments. Most jewelers are sensibly an- 
ticipating their needs for this fall. The 
price of gold wedding rings has not changed 
and we anticipate no change until wage 
rates have been increased. The price of dia- 
mond rings depends entirely upon the 
diamond market which is considerably 
stronger since the Korean situation. No 
shortages or delayed deliveries in our 
merchandise are anticipated except in 
platinum wedding rings and _ possibly dia- 
mond mounted platinum rings.” 
J. R. WOOD & SONS, INC., 
W. Waters Schwab, Pres. 
New York, N. Y. 





“Zippo has an adequate supply of raw 
material to assure all retail counters of a 
quantity of our products in keeping with 
increased demand through the Christmas 
buying season. No price change is antic 
ipated.” 


ZIPPO MFG. CO., 
Alan W. Crowell, Bradford, Pa. 
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Buying Normal at Chicago Show 


Exhibitors Kept Busy With Order Books But No Evidence 
Of 'Fear' Buying Seen. Records Show Largest Attendance 








Officers and Directors of the National Association of Credit Jewelers meet in Chicago. 


Representatives of jewelry _ retailing 
flocked to Chicago during the last week 
in August to attend the National Jewelry 
Fair and Annual Convention of the Na- 
tional Association of Credit Jewelers held 
at the Hotel Stevens. With all exhibits 
combined under the one hotel roof this 
year, registrations, which were closely 
checked for retail attendance for the show, 
revealed the largest verified retailer at- 
tendance on record. 

Opening day, Sunday, August 27, saw 
the exhibits in the Grand Ballroom, Ex- 
hibition Hall, and Normandie Lounge, as 
well as the numerous rooms and _ suites 
throughout the hotel, crowded with retail 
jewelers all in a buying mood. Unlike the 
opening day of the ANRJA show in New 
York during the middle of the month, 
there was no “scare” buying in evidence 
at the Chicago show. Retailers for the 
most part were buying to fill out short 
inventories in anticipation of an indicated 
good fall and year-end business. 


One-Day Business Session 


In planning this year’s convention pro- 
gram, the NACJ limited the business 
sessions to one day—Tuesday—in order to 
give retailers full opportunity to view the 
exhibits and talk with their suppliers. 

However, on Monday, the six clinics 
were opened for retailers who wished to 
discuss some phase of their store opera- 
lion. These clinics were as follows: Store 
Modernization under Carl W. Peterson; 
Jewelry Store Management and Merchan- 
dising under Professor Ira D. Anderson. 
assisted by Professoy Ralph L. Westfall, 
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both of the Department of Marketing, 
School of Commerce, Northwestern Uni- 
versity; Identification and Classification 
of Jewelry Stones, under Dr. Frederick H. 
Pough, Curator of Physical Geology and 
Mineralogy of the American Museum of 
Natural History; Publicity and Public Re- 
lations under Miss Joanna Wittenberg and 
Arthur G. Mathews of the Jewelry Indus- 
try Council; Watch Repairing under AI- 
fred S. Rowe, President of the Horological 
Institute of America, and Howard L. 

Jeehler; Tracing Stolen Jewelry, under 
Major J. T. Montgomery, representing the 
Chicago Jewelers Association and _ the 
Jewelers Security Alliance. 

Highlight of the Monday program was 
an illustrated lecture on “What Every 
Jeweler Should Know About Jewelry 
Stones,” given by Dr. Pough in the eve- 
ning. 


Goldberg Opens Meeting 


Before an audience of jewelers from 
every state in the Union attending the 
NACJ convention in Chicago, President 
H. A. Goldberg formally opened the busi- 
ness session at 9:30 a. m., August 29th, 
with an address entitled “Excise Tax: Past, 
Present, and Future.” Goldberg reviewed 
the history of jewelers’ efforts for relief 
from the excise tax and the part the NACJ 
played in the struggle. 

“In 1945, before the last shot of World 
War II had been fired, the NACJ began 
to work for relief from a wartime tax that 
singled out jewelry and a few other lines 
of business for a tax that could be justi- 
fied only on the grounds of national emer- 
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gency, he said. “When the 20 per cent 
excise tax was imposed, it was necessary 
to take steps, no matter how drastic, to 
get consumers, to use their money to buy 
war bonds instead of spending it for lux- 
uries and other non-essentials. 

“Subsequently, the NACJ joined with 
other elements of the jewelry trade in 
forming the Jewelry Industry Tax Com- 
mittee. To keep the record straight, it is 
necessary for me to say at this point that 
the NACJ reserved the right to take ac- 
tion on tax matters by itself, if it deemed 
that advisable and in the best interests of 
the instalment jewelry business. 

“What the Jewelry Industry Tax Com- 
mittee and the trade as a whole did and 
did not do to bring about excise tax 
relief is of interest and value only insofar 
as it will help us to determine what shall 
be done about taxes in the future. Talk 
about repealing the present wartime excise 
tax on sales of jewelry likely makes one 
appear a little simple. Nevertheless, the 
jewelry industry, which now is saddled 
with a high rate of taxation, needs to 
appraise its position as a preliminary to 
beginning to plan its tax activities in the 
years ahead.” 

Goldberg continued with the present 
state of the tax situation and said it would 
be naive to contend that the jewelry in- 
dustry by itself has any chance at all to 
get a more reasonable excise tax than the 
one it now pays. In accepting such a 
premise, the next logical step would be to 
use to the utmost the National Committee 
for the Elimination of Wartime Excise 
Taxes. 

“Excise-tax relief for the jewelry in- 
dustry, as I see it, has become a matter 
of unduly and unfairly taxed business 
working with government agencies to bring 
about the enactment of tax laws that will 
yield the maximum in revenue without 
squeezing the life-blood out of a few lines 
of trade. 

“Tax work for the jewelry trade from 
now on obviously will not be eliminating 
excise taxes, but rather to join with other 
lines of business in writing a tax law that 
will spread the basis of taxation and will 
make it possible for jewelry, furs, cos- 
metics and luggage to compete with other 
goods on an equal basis. Those who will 
represent the jewelry industry in writing 
new tax legislation along the lines that I 
have just mentioned, therefore, will have 
to confer with the representatives of vari- 
ous lines of trade. They will have to be 
able to present facts and figures that will 
stand up. Unless they can do that, the 
jewelry trade hardly can expect to nego- 
tiate with other lines of business on a 
basis of equality. 
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“The NACJ proposes that in the future 
the jewelry industry shall utilize to the 
fullest extent the machinery built to elim- 
inate or reduce wartime excise taxes. That 
machinery, consisting of the Jewelry Re- 
search Foundation and the National Com- 
mittee for the Elimination of Wartime 
Excise Taxes, should be used from now on 
to collect and compile authentic statistics 
regarding every division of the jewelry in- 
dustry and to coordinate the tax-relief 
efforts that will be put forth by the jewelry 
industry with the work that will be done 
by other lines of trade. 


“Unless the jewelry trade faces the 
future well prepared to present its own 
case for fair taxation in a way that will 
leave nothing to guesswork and equips 
itself to play a part in the writing of the 
tax laws of the country, the future for 
the jewelry business, from the standpoint 
of taxes, certainly cannot be considered 
encouraging.” 

Following his speech, President Gold- 
berg introduced the specialists who were 
to take part in the next event of the 
program, a symposium on “How to Sell 
More Jewelry on Credit.” With B. G. 
Rudolph of Rudolph Bros., Inc., acting as 
moderator, three divisions were organized 
for the discussion: a newspaper division, 
a direct-mail division, and a radio and 
television division. 

In the newspaper division, Isadore 
Meyer, head of Meyers Jewelers in Vallejo, 
Napa and other California cities; and Wil- 
liam F. Blaha, advertising manager of 
Olsen and Ebann Jewelry Co., paced the 
discussion of newspaper advertising. 


Meyer Outlines Four 
Categories of Promotions 


Meyer declared in his short talk that 
promotions fall into four categories: “First, 
a promotion that is sold at a very close mar- 
gin or almost as a loss leader. Second, one 
on which you make a normal profit. Third, 
the type of operation that is used a great 
deal by the department stores: namely, 
getting merchandise that has not moved 
very rapidly and which has been on hand 
for quite a while and moving it out at 
an attractive figure. And, of course, fourth, 
a promotion that is intended to produce 
a profit in your diamond, watch, or silver 
department. 


“We have always had a policy in our 
store, that we do not consider any sale 
complete until the customer is satisfied. 
Fortunately, less than 5 per cent of our 
customers are hard to deal with and a 
merchant would many times be well off 
to permit the customer to take advantage 
to still retain his good will. 


“In our advertising, we use color, but not 
too often, as it loses its effectiveness, and 
we have found many times that a _ two- 
column 20 inch ad in color will produce 
better results than a four-column in black 
and white. While the cost of color is a 
little greater, you will find that the re- 
sults are very good. 

“In planning a promotion, timing is 
very important. Some time ago a 
‘Blondie’ cartoon was run which showed 
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Blondie finding her diamond in the gar- 
bage can. We ran an ad tying in with 
this and we termed this a “Blondie Mount- 
ing Trade-in’ and it produced very good 
results. The ad called for a mounting up 
to $49.75. We sold several up as high as 
$299.00.” 

Continuing on the same subject, Wil- 
liam F. Blaha gave his views on news- 
paper advertising: “The success of our ad- 
vertising may be attributed primarily to 
the fact that we have made and created 
the desire to possess, and made the pur- 
chase price appear easier to accept. 

“The most rudimentary kind of arith- 
metic tells us that as expenses rise, the 
volume of sales must rise correspondingly, 
if net profit equal to or superior to that 
of last year is to be secured. Some jewel- 
ers feel that as business generally is 
getting better, why do anything at all. 
Drifting into the stream of things will 
give them an increase anyway, he de- 
clared. 

“Today, advertising is more than an 
instrument for increasing tomorrow's busi- 
ness, more than a drama of bargains which 
invite more people into our stores, more 
than a statistic for our accountants and 
comptrollers to consider in reckoning its 
ratio to sales. In this era, when issues are 
broader than tomorrow’s business, adver- 
tising is the medium through which the 
jewelry business can serve—and show it 
is serving the public interest.” 


Brownstein Emphasizes Balance 
Between Old and New Accounts 


In the Direct Mail Division, Sidney 
Brownstein, member of the firm of Brown 
and Gravenson, emphasized the balance 
that a jeweler must make between his 
efforts to obtain new accounts and main- 
taining old accounts properly. 

“No matter how little or how great an 
amount of money the credit jeweler budgets 
for advertising, he must use direct mail— 
or he is being as neglectful as if he over- 
looked locking the front door at night,” 
he said. 

“The reason for this is simple and be- 
yond question. The credit jeweler can im- 
prove this business through only two meth- 
ods: by opening new accounts and by re- 
opening paid up accounts. 

“While everybody welcomes new ac- 
counts, it would be painfully wasteful to 
concentrate every day on getting new ac- 
counts, while forgetting about the old 
accounts who helped build his business 
to its present status. 

“The main difference between a_ well 
established credit jewelery store and a 
store which may be having its grand open- 
ing tomorrow, is the sum total of the 
paid up accounts on the established store’s 
books. These paid up accounts can only 
be successfully and consistently reached 
through the steady use of direct mail.” 

The second speaker on this symposium, 
H. M. Abelson of Abelson’s, Inc., Newark, 
N. J., took up the subject of the budget 
for direct mail advertising. 

“There are credit jewelers, I am _ sure, 
who spend too much money in direct mail 
advertising, and again there are many 
jewelers who probably do not devote 












enough of their annual advertising ey. 
penditure to direct mail; or, in other 
words, use direct mail without a set plan,” 
he stated. 


“The use of direct mail, of course, does 
not always pay off in sales. By that I mean, 
if you use three mailings a year to your 
customers, one mailing may pay off jn 
sales against the actual expenditure made 
and two may not pay off, or vice versa, 
and, | am sure, we all have experienced 
similar results. That, however, should not 
discourage the use of direct mail and 
faith should not be lost in its future use. 
The grind to hold your customers must 
continue. 

“The only kind of direct mail adver. 
tising that I would care to recommend, 
or that should be used to your paid-up 
and open accounts, is strictly on the 
legitimate side—no tricks—no_ stunts—ne 
gimmicks. Clean legitimate appeals to 
these people is the best way in the long 
run to hold them as customers and to keep 
their good will. Any other method, even 
if it brings you some customer response, 
can only cause dissatisfaction and, in not 
too long a time, the loss of these good 
people who were your good customers, 
and, to a large part, the lifeline of your 
credit jewelery business.” 


Final speaker on direct mail advertising 
was James G. Marks of Marks Bros, 
Jewelers, Inc., Chicago, who stated: 

“The two forms of direct mail advertis- 
ing being most heavily exploited in the 
instalment jewelry business today are 
home trial offers and special sales. 

“If you will follow two simple rules, 
namely: always offer good value; and key 
the overall appearance of your mailing 
piece to the addressee, you will undoubt- 
edly receive a larger dollar business volume 
per dollar invested by using direct mail 
than you will receive by using any other 
medium.” 


Potentialities of Radio and 
Television for Jeweler's Use 


Concluding the morning discussion was 
the subject of the mediums of radio and 
television in the promotion of jewelry. 
Wesley Holland, of Holland, Inc., Chicago, 
emphasized the fact that despite the in- 
roads of television, radio was still a pow- 
erful advertising factor for institutional 
promotions by the jeweler. He pointed out 
that spot announcements were the most 
successful for the jeweler who had to 
figure closely his advertising expenditure. 
He stressed the fact that as in other types 
of advertising, consistency was a_ necessity 
in radio promotion as well. 

Arthur M. Holland, president of the 
Malcolm-Howard Advertising Agency, spoke 
briefly on the tremendous strides that tele- 
vision has made in the past year. He 
pointed out that like the store demon- 
strator, television was a powerful advertis- 
ing medium in visual selling. 


Dreifus Says Code of Ethics 
Belongs at Local Level 


The afternoon session opened with an 
address by Fred B. Dreifus on “Trade 
Practices and Business Ethics.” Head of 
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the Dreifus Jewelry Co., he is well known 
among credit jewelers. 

“In my opinion, the local level is the 
only place where we really can do con- 
structive work. However, there still exist 
many objectionable practices at all levels 
of our business—manufacturing, whole- 
saling and retailing. I might bring some 
of these to light by asking a few simple 
questions: 


If you are a retailer—l. Do you truth- 
fully advertise your merchandise? Or do 
you permit a lot of false and exaggerated 
statements to appear in your copy? 2. Do 
you really sell your advertised merchandise 
cheerfully or do you “nail it down,” so to 


speak? 3. In selling your merchandise to - 


the customer, do you tell him the truth 
about it so that there is really no question 
about how it was represented to the cus- 
tomer at the time of sale? 4. If you sell 
on the credit plan, are you human in the 
matter of your collections or do you use 
all of the dodges which exist to take ad- 
vantage of the customers? 5. Are your 
values sound? Is your customer getting 
value received, taking all of the elements of 
the service rendered into consideration? 

In my opinion, to try to set up a de- 
tailed set of Trade Practices or Code of 
Ethics on a National Basis is impractical. 
A merchant in New York cannot under- 
stand all of the intricacies of the problems 
encountered by the merchant in Chicago, 
Seattle, San Francisco or New Orleans. 
Things which might be acceptable in one 
city might not be good in another. Also 
each section of the country seems to think 
that it has conditions and circumstances 
which are different. Therefore, to be ef- 
fective, any plan proposed must be simple 
and direct. 


“We should use our efforts construc- 
tively at our local levels to: 

“(1) Practice the Gelden Rule with re- 
spect to the public first, but also with re- 
spect to our competitors and our suppliers. 
{2) Attempt through local organizations to 
educate our competitors to the advantages 
of doing the same. (3) Educate the public 
to expect and demand that sort of treat- 
ment and educate ourselves to the fact 
that public opinion and the standards of 
good practice demanded by the public are 
the yardstick by which every business will 
be measured in the long run. 

“This, in my opinion, very simply, nar- 
rows the problem down to trying to get 
everyone to play the game squarely. This 
can only be done at the local level, be- 
cause that is the only place where you can 
have sufficient personal contact with each 
and every person. This is essential if the 
desired results are to be obtained.” 


Lighterman Leads Discussion 
On Credits and Collections 


After Driefus’s address, the business ses- 
sion continued with a symposium on credits 
and collections. Jay C. Lighterman, Tap- 
pin’s, Inc., acted as moderator with three 
representatives well known for their work 
on this subject. 

Considering credit from the salesman’s 
point of view, Lighterman, in his intro- 
ductory remarks, concentrated on the re- 
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lationship between the salesman and the 
credit customer. 

“Often sales are lost by a salesman’s 
promising something that the credit de- 
partment cannot deliver in the face of in- 
formation gained later by interviewing the 
customer and through checking his ref- 
erences,’ he stated. 

“In passing on applications for credit, 
it always is advisable to clear new accounts 
through a local credit bureau to learn 
about the credit habits of the applicants. 
It assuredly is sound practice to check a 
customer’s employment and his credit-house 
references before merchandise is delivered. 

“Often a store owner says he has an 
excellent credit and collection man, that 
his bad accounts are only blank per cent 
of credit sales and that the store’s monthly 
collection percentage is thus and so, mean- 
ing unusually high. 

“Let me say right here that any credit 
jeweler who has such an excellent credit 
and collection man either should get rid 
of him or should re-educate him in the 
conduct of the credit jewelry business. 

“The credit and collection man who has 
a low bad-debt percentage and an abnor- 
mally high collection percentage is not a 
credit man at all. He takes no chances 
and the business that employs him loses a 
substantial amount of desirable business. 
The store would be better off if the bad- 
debt percentage were up and the collection 
percentage down. No credit jeweler can 
be financially successful without assuming 
credit risks. 


“The store that duns regularly and 
promptly will receive a customer’s pay- 
ments; .the store that duns haphazardly is 
very apt to get paid the same way.” 


Rittmeyer Emphasizes Training 
For Efficient Credit Operation 


Following Lighterman, E. R. Rittmeyer, 
retail staff assistant of Sears, Roebuck & 
Co., presented the requirements of a good 
credit manager and the efficiency of a 
credit department. “Proper policies, ef- 
ficient procedures, or good intentions are 
of limited benefit if the credit personnel 
is weak, inefficient or untrained. A good 
credit executive will make sure to surround 
himself with good subordinates; and he 
will make certain that they are thoroughly 
trained in their respective jobs.” 


Credit operations are more than just a 
clerical operation, he stated. When a 
customer is sold a watch, he must also be 
considered as a potential purchaser for a 
refrigerator, furniture, or clothing. A buyer 
must remain our customer for his lifetime. 

Rittmeyer stressed the necessity for 
regularity in follow-up. “If payment is not 
received on the date due, follow-up must 
be made until a satisfactory understand- 
ing is reached.” 

A. M. Tannrath, the next commentator 
on the panel, stressed the means of estab- 
lishing and maintaining a follow-up system. 
Tannrath is well known for his book “How 
to Locate Skips and Collect.” 


“There is only one way to keep a con- 
stant follow-up on poor or slow-paying ac- 
counts,” he stated. “You can’t do it from 
memory or from memo’s on your desk pad. 








The only sure way is through a tickler 
system. It is a difficult thing to get a per. 
son to inaugurate and keep a tickler Sys- 
tem. All that it requires is a 3 x 5 index 
card and a small file and a set of indexers. 


“A majority of all skips can be located, 
but when you get to the hard ones, that 
is a different proposition. To be successful 
in locating the hard skips, you must not 
overlook anything. The simplest lead may 
be the means of your success. After you 
locate the skip, then it is your job to find 
some means of collecting.” 


Procedure in Locating ‘Skips’ 
Through Collection Agency 


The importance of locating “skips” 
through the use of a collection agency was 
the theme of Milton Novis of the Business 
Finance Co., Chicago. “Every credit 
jeweler, regardless of size, can have an 
efficient, effective collection department 
through the use of a collection agency,” 
he said. “Our experience discloses that 
‘skips’ in many cases have victimized more 
than one merchant and it has not been 
unusual wherein we have liquidated three 
or more claims owed by the same debtor.” 


“To obtain the best results from an 
agency we recommend the following pro- 
cedures: 1. Prepare a good credit applica- 
tion. A good application has at least two 
addresses and a minimum of two references 
with verifiable addresses and jobs. Do not 
allow the pressure of sales department per- 
sonnel to interfere with the efforts of credit 
department help to procure a proper ap- 
plication. Do not misinterpret a poor credit 
risk for a good volume sale. 2. Delinquent 
accounts, unlike fine wine, do not improve 


with age. Turn over the item to the agency — 


immediately once you determine you are 
unable to collect through your own facili- 
ties. The collectability of an account 
diminishes as it ages.” 


Questions from the floor were welcomed 
after the speakers had concluded. 


JIC Promotion Manager Says 
Industry Must Work Together 


Speaking on the subject “Publicity and 
Public Relations,” Arthur S. Mathews of 
the Jewelry Industry Council, emphasized 
how important it is for jewelers to work 
together and reviewed the work of the 
JIC and told of its plans for the future. 


“There are many examples of such far- 
sighted industries which have established 
aggressive, well-financed, nation-wide, pro- 
motion organizations to focus attention on 
their products and to persuade the public 
to buy more of them. One outstanding 
example is the effective promotion cam- 
paign of the florists—sparked by the slo- 
can “Say It With Flowers”—and another 
is that of the citrus industries with their 
hard-hitting promotions and advertising to 
get more people to drink more fruit juices. 


“There is a lesson for all of us here to- 
day and for our own industry in that cam- 
paign, as well as in the aggressive promo- 
tion programs of such other industries a8 
I have mentioned. That lesson is two-fold 
—first, that nothing is static in our com 
petitive economic system—that no industry 
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ever stands still—that every industry either 
forges ahead or drifts backward. And 
second—that unity of thought, unity of ac- 
tion, and unity of promotional effort on 
the part of all branches of an industry is 
absolutely essential to its continuous good 
health and progress. 

In short, all of you in the jewelry in- 
dustry—tretailers, wholesalers, and manu- 
facturers—have got to work together to 
bake a bigger jewelry cake—or you'll end 
up battling each other for a slice of a 
much smaller cake. 

“But remember always that your Coun- 
cil is competing wtih much more heavily- 
financed industry organizations,” he con- 
tinued. “Remember also that those things 
we are doing for you—and other things 
that you want done—require more man- 
power — more cooperative thinking — and 
above all more money.” 

A united industry is a healthy industry 
—a united industry is a promotion-minded 
industry—a united industry is a progres- 
sive industry. That’s the kind of industry 
the jewelry industry should be—that’s the 
kind of industry the Council is working 
to make it—that’s the kind of industry 
you can have if each of you will do your 
bit—and work on an industrywide team 
as members of the JIC.” 


Problem of Discount Selling 
One of Combatting Dishonesty 


The latest facts on the problem of trade 
diversions and suggested remedies were 
presented to the credit jewelers by William 
Wagner, executive secretary of the NACJ, 
following the forum on credits and collec- 
tions. 

“All of the difficulties that have come to 
retailing through trade diversion can be 
traced to just one thing: discount selling, 
which means nothing more or less than 
price cutting,” Wagner declared. 

“The jewelry trade’s problem in connec- 
tion with discount selling is not one of 
meeting competition, but rather one of 
combating dishonesty. 

“Fair Trade Acts were enacted to pro- 
tect private property against the depreda- 
tions of predatory price cutters. They never 
were urged or advocated as a means of 
licensing retailers to bring into court com- 
petitors who wanted to sell for less. 

“For the purpose of checking discount 
selling or destructive price cutting, we of- 
fer the following suggestions: 

1. Civilian control and management of 
the Armed Services Stores. 2. State laws 
to outlaw industrial selling. 3. Change 
federal laws so that it no longer will be a 
crime for retailers to meet to safeguard 
their own interests by agreeing on what 
merchandise they will and will not sell. 
4. Amend the Fair Trade Acts so that a 
retailer who is harmed by violations of 
these laws can sue for damages the fair- 
trade manufacturer whose products are in- 
volved. 5. Amend the Fair Trade Acts to 
permit trade associations—manufacturers’ 
and retailers—to obtain restraining orders 
to stop violators and to collect damages. 
6. Amend the Fair Trade Acts so that a 
retail trade association can sue to have 
the fair-trade contract of a manufacturer 
ended and to collect damages from him if 
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he does not enforce his contract. 7. Amend 
the Fair Trade Acts so that fair-trade manu- 
facturers can have a central enforcement 
agency, supported and operated by fair- 
trade manufacturers. 8. Amend the Fair 
Trade Acts so that an affected retailer or 
trade association may bring suit against 
a violator when the fair-trade manufacturer 
whose product is involved does not take 
action. If the action is successful, the cost 
of the suit, plus reasonable attorney’s fees, 
to become a judgment against the fair- 
trade manufacturer whose product is in- 
volved. 9. Undertake to have some munici- 
pality enact a local law to compel firms and 
individuals that advertise that they sell to 
consumers at prices a percentage above 
wholesale, at wholesale, or a percentage 
below retail prices to register with a local 
bureau and to file with that bureau their 
authenticated wholesale prices and to have 
the lists of their wholesale prices on file 
for public inspection at their places of 
business.” 


Value of Local Trade Groups 
Discussed at Panel Meeting 


Concluding the business session, an un- 
rehearsed panel discussion on “The Value 
of Local Trade Associations” was a unique 
feature of the NACJ convention. The mem- 
bers of the panel were: Herbert M. Eiges, 
Counsel and Executive Secretary, Greater 
Detroit Jewelers Association; Clarence 
Moses, Managing Director, Ohio Retail 
Jewelers Association; Herman M. Hol- 
lander, Legal Advisor and Executive Sec- 
retary, Retail Jewelers Association of 
Western Pennsylvania; Benjamin L. Sacks, 
Counsel and Executive Secretary, Jewelers 
Association of Greater Chicago. 

Questions fired back and forth between 
the associations’ secretaries who comprised 
the panel and others coming from members 
of the audience provoked informative dis- 
cussion on the work that is carried on by 
jewelry trade associations functioning at 
the state and local levels. 

Moses answered the trite old question, 
“Are trade associations necessary?” by ask- 
ing “Are rules and regulations for the con- 
duct of groups of people necessary?” 


In reply to a question if a jeweler is 
justified in paying dues to the association 
when the results of the association’s work 
are not tangible and do not ring the cash 
register, Moses asked: 


“Should you carry insurance on your 
stock when you never had a fire or been 
burglarized? An association is group in- 
surance for the benefit of what is best in 
the industry.” 


Eiges emphasized that local trade asso- 
ciations hold important discussion meet- 
ings and work out sensible advertising prac- 
tices. He said: 


“Too much stress cannot be placed on the 
importance of luncheons or even the busi- 
ness meetings followed by card playing and 
refreshments. These meetings make it pos- 
sible for jewelers to know each other and 
to learn to respect one another. In the 
end it leads them to work together for the 
common good of their industry.” 

All of the panel members agreed that it 
is only through trade associations that 


specific objectives can be accomplished. 
They mentioned the adoption and ob. 
servance of advertising standards, the prose. 
cution of Fair Trade violations, protection 
against unfair competition, the curbing of 
auctions, and the control of itinerate jewel. 
ers. They also pointed out that it jg 
through associations that local merchants 
carry out constructive and dynamic proj- 
ects, such as cooperative advertising, 


Henderson Says Possibility of 
Price Controls is Remote 


were guests of the association at a luncheon 
of the Jewelry Research Foundation in the 
North Ballroom of the Stevens at which 

Leon Henderson, Research Director, and 
Beardsley Ruml, Chairman of the Board 
of the Foundation, spoke on the subject 
of the jewelry industry’s participation in 
national defense in time of war and peace. 


a reiteration of the purposes of the Jewelry 
Research Foundation and a reminder that : 
it does not compete with other agencies in 
the industry but supplies them with vital ff 
information to help them in their work. 


son, who revealed by a detailed study of the 
present situation in Washington what might 
be expected in the jewelry industry in the 
way of controls. He said that the possibility 
of price controls was remote. 


possibility of immediate or future increases 
in excise taxes on jewelry, Henderson said 
that the excise tax would first be put on 
additional items before any increase was 
made on commodities currently being taxed. 


that retail business would be six to ten per 
cent better during the next 12 months than 
it was during the previous year, and that the 
jewelry business would get its full share. 


Jewelry Fair was the annual banquet which 
was held this year in the Grand Ball Room f 
of the Palmer House. A program of ex Jf 
cellent entertainment, headlined by top — 
talent of radio, stage and night club, fol- 
lowed an excellent dinner. Dancing until 
1 a.m. concluded the evening’s festivities. 


Diamond Council Meets 


Council of America was held at the Stevens — 
Hotel in Chicago, Wednesday afternoon, Ff 
at 2:30 p.m., with Leo M. Weisfield, presi- 
dent, presiding. A number of projects of 
the Council along promotional lines were | 
discussed, chief among these being the 
nation-wide campaign sponsored by the 
Council which will be undertaken this [ 
fall. Special advertising used by members — 
as well as publicity they received in recent 
months were displayed. 


retailers who have completed the course f 
in gemology sponsored by the Council and 
under the direction of Professor Paul J. [ 
Storm, head of the Earth Science Division — 





ceived their diplomas at this meeting. 






































































On Wednesday noon, members of NACJ 


The meeting was opened by Ruml with 


Goldberg next introduced Leon Hender- 
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Asked from the audience regarding the 


As an economist, Henderson predicted 


Concluding activity of the National 


The annual meeting of the Diamond [ 


In addition, the first group of jewelry 
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Lighter sales are hitting new highs...and that means 
Ronson Lighter Necessities. are in greater demand than 
ever. Get your share of this profitable extra business with 
this handsome, traffic-stopping Ronson display cabinet. 
It shows off to best advantage the accessories most 
lighter owners look for—Ronsonol Fuel and Ronson 
‘Flints’ and Wicks—world’s finest. Be sure to display 
your cabinet prominently. And keep it filled. Remember— 
Ronson national magazine, radio and television advertising ever y month ‘s 


is constantly pre-selling Ronson accessories for you. a selling month 


for YOU, with 


ONSO 


WORLD’S GREATEST LIGHTER SPECIALISTS 


Ask your Ronson distributor how you can get 
this cabinet without extra cost 





Enjoy Ronson’s “20 Questions”! Radio - Mutual Network, Sat. nights 


(Sun. nights, Pacific Coast). T.V.—soon resumed — Fri. nights, in many cities. Ronson Art Metal Works, Inc., Newark 2, N. J. 
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Jewelers’ Circular-Keystone Report on 





Part 2; WORLD 


Accurate figures regarding diamond production are not avail- 
able for all countries, but the estimates in the following table 
are believed to be fairly reliable. 


WORLD PRODUCTION OF DIAMONDS, 1946-1949, 
BY COUNTRIES, IN METRIC CARATS 


(Including industrial diamonds) 














Country 1946 1947 1948 1949 
Africa: 

a og wn oro 806,961 799,210 795,509 769,981 
Belgian Congo........... 6,033,452 |5,474,469 | 5,824,567 9,649,896 
French Equatorial Africa. .| 87,381 | 107,076 | 118,800 123,000 
French West Africa...... 51,834 | 53,749 77,970 94,996 
Gold Coast........ cece. 1653,196 | 1852,493 | 850,000 | 432,530 
Sierra Leone........... 559,229 | 605,554 465,518 | 494,119 
South-West Africa. . 163,611 | 179,554 200,691 | 280,134 
Tanganyika............. 119,446 | 92,226 148,169 191,787 
Union of South Africa: 

OS eee ee | 1,025,019 918,042 2930,000 964,266 
NE, ous baw «wae os 256,768 | 3286,692 8289 756 


2-3270,000 


Total Union of 





South Africa....... | 1,281,787 |1,204,734 21,200,000 | 1,254,022 
CeO, LECT ee 325,000 275,000 250,000 250,000 
British Guiana ............ 30,958 24,669 36,562 34,790 
Ne ee ks wb ee 20,912 | 61,634 75,513 56,362 
Other countries?........... 1,600 | 3,500 3,500 3,000 

Grand total (Round 0 
Pégures)....cccccces 10,135,000 9,734,000 10,047,000 13,635,000 





1 Exports. 
2 Estimated. 
3 Includes an estimate of 100,000 carats for State Mines of Namaqua- 
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PRODUCTION 


SOUTH AFRICA—GENERAL 


THE DIAMOND INDUSTRY IN 1949 


by W. F. FOSHAG and GEORGE SWITZER 


In 1949 production in the Union of South Africa and South 


West Africa was as follows: 








Average 
Union of South Africa Carats £ price 
Mine production ................ 964,266 4,575,714 94/11 
Uncontrolled alluvial production. . 88.273 675,242 153/— 
Namaqualand’ ................. 201.4837 911.123 179/7 
1.254,022 6.162.079 106/10 
1 Exclusive of date mine. 
South West Africa 
280.134 3.312.341 236/6 


1 Inciudes an estimated 100,000 carats from the State Mines of Name- 


qualand., 


DE BEERS GROUP OF MINES 


Of the total 1949 production for the Union of South Africa, 
production from the De Beers group of mines was as follows: 


Mine Carats 
Wesselton ................ 406,648 
Du Toits Pan ............. 117.526 
Bulfontein ................ 247,318 
Jagersfontein ............. 39,963 
Premier .................. 132.267 


f£ 
1,835,491 
1,152,061 
974,541 
266,373 
231,972 


Average 
price 
90/3 

196/1 
78/10 

133/4 
35/1 
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The Engagement 
Diamond Tradition 
— in Life and Look Magazines 
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Later-in-life 
Diamonds 
—in The Saturday Evening Post 
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Diamond Clips 


— in Vogue and Harper’s Bazaar 








Here are three dramatic advertising campaigns to 
help you sell diamonds to (1) young people about 
to be married; (2) older people for later-in-life gifts; 
(3) women-of-fashion. The engagement diamond 
series continues in Life and Look . . . in September, the 
later-in-life diamond series starts in The Saturday 
Evening Post, and the diamond clip series starts in 
fashion magazines. Watch for this advertising — 
it's YOURS... 


plus Publicity in newspapers, magazines, on the radio and 
television. 


Movies —‘The Eternal Gem’’—to show in your town. 
Write to Association Films, 347 Madison Avenue, 
New York 17, N. Y. 


Lectures throughout the country. 


Diamond Sales Manual . . . Helpful FREE booklet, 
“More Dollars from Diamonds.’”’ Order from Diamond 
Promotion Department, The Reuben H. Donnelley 
Corp., 305 E. 45th Street, New York 17, N. Y. 


Tie in with this all-out promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 


FOR SEPTEMBER, 1950 


131 














Average 
Mine Carats £ price 
Kimberley Mine Floors .... 7,870 26,372 67/- 
De Beers Mine ............ 118 1,039 176/1 


PREMIER (TRANSVAAL) DIAMOND MINING COMPANY, LTD. 


Practically all the shares of this company are owned by De 
Beers. The company reports that the re-equipment of the mine 
for large scale production made satisfactory progress during 1949. 
The Heavy Media pilot plant, an innovation in diamond recovery 
methods, was found to operate satisfactorily, and a full scale 
plant, begun in 1948, is expected to be in full operation early in 
1950. 

The Heavy Media pilot plant operated throughout the year on 
three shifts per day treating chiefly run of mine ground, the 
average yield of which was 24.37 carats per 100 loads. Some old 
dump tailings treated in the plant yielded 12.33 carats per 100 
loads. A small prospect plant operated exclusively on bulk 
samples from development on the 1,085 ft. level, and yielded 19.5 
carats per 100 loads. This latter result is encouraging to the 
company as it indicates the persistence of payable values to a 
depth of 270 ft. below the present mining level and that a long 
life, on the scale of production contemplated, is expected. 

Total production for 1949 was 132,267 carats. 


NEW JAGERSFONTEIN MINING & EXPLORATION CO., LTD. 


The property of this company, chiefly the Jagersfontein Mine, 
is leased to the De Beers Consolidated Mines, Limited. This latter 
company exercised its option to renew the agreement at the end 
of 1949 for a further period of 10 years. 

Early in 1946 preparations to reopen the Jagersfontein Mine 
were begun by the De Beers Company. Re-equipment of the mine 
was completed in 1949, and productive operations resumed. At 
the end of the year the mine was in full production. Yield for 
1949 was at the rate of 6.5] carats per 100 loads; total produc- 
tion was 40,016% carats. 

Jagersfontein yields a relatively high proportion of fine colored 
stones; yellow stones are uncommon. Sapphire blue stones are 
occasionally found. The increased production of high quality 
stones resulting from the reopening of this mine will be welcome 
to the gem trade. 


THE CONSOLIDATED DIAMOND MINES OF SOUTH WEST 
AFRICA, LIMITED 


Operations by this subsidiary of De Beers has continued satis- 
factorily. The scale of operations has been considerably increased 
during the year, the yield of the diamondiferous ground has been 
satisfactory and increased production obtained. Active prospecting 
operations have continued throughout the year with good results. 
The company reports a net profit of £2,427,681 compared with 
£2,822.377 for 1948. 


CARRIG DIAMOND, LIMITED 


Outside the De Beers group only two mines in the Union 
functioned in 1949, namely, the Star Mine, with a production of 
8,129.5 carats valued at £56,445, and the Leicester Mine (Carrig 
Diamonds) with 3,055.0 carats valued at £27,398. According to 
their annual report Carrig Diamonds showed a net loss of £37,224 
for the year ending June 30, 1949. The Leicester Mine showed a 
working loss of £26,679, due, it is stated, to the irregular and 
disappointing recoveries. The breakwater and diversion on the 
Vaal River at Winsorton, also run by this company, showed a loss 
of £5,471. 


ALLUVIAL—GENERAL 


The alluvial diamond digging industry continues to disinte- 
grate. The only new farms thrown open to diggers were in the 
Nooitgedacht area, Cape Province, and the results were disap- 
pointing. 


SOUTH AFRICAN CAMPS 


Total uncontrolled production from the alluvial diggings of the 
Union of South Africa was 88,273 carats, valued at £675,242, an 
average price of 153/—, divided as follows: 


Carats produced Average price Value 


Cape Province ........ 29,8361 227/6 £339,435 
Transvaal .............. 57,96914 114/3 £331,096 
Orange Free State ...... 467 201/8 4,711 
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The important producers in Cape Province were Barkly Weg 
21,797 carats; Kimberley 5,499 carats; and Herbert 1,501 carats 
Lichtenberg was the largest producer in Transvaal with 24,3491, 
carats, followed closely by Rustenberg with 22,439% Carats, 


Other producers included Wolmaransstad 3,915 carats, Bloemhof. 


2,410 carats, Ventersdorp 2,144 carats and Schweizer Reneke 
2,105%4 carats. 

Reported production figures for Namaqualand were 101,493 
carats, valued at £911,123. Figures for the production from the 
State diggings are not made public by the Department of Mines. 
Their production has been estimated at 100,000 carats. 


SOUTH WEST AFRICA 


The alluvial diamondiferous deposits of South West Africa 
occur along the coast from Conception Bay south 300 miles to 
the Orange River, where they connect with the Namaqualand 
deposits. The Consolidated Diamond Mines of South West Africa, 
Ltd., holds the diamond rights to this area under a concession 
extending to 199]. Three areas were under exploitation in 1949, 
designated Bogenfels, Area G and Area U. Details of production 
during 1948 and 1949 are: 








1948 1949 

Carats Carats 
ae 162,664. 179,069 
Area U .................. 4,127 51,699 
Bogenfels ............... 22,433 13,050 
Elizabeth Bay ........... 296 iz... 
err 189,520 243,818 


The balance of the total production (36,861.8 carats, valued at 
£109,313) was produced from independent sources. 

Compared to 1948, the yield in Area G decreased from 0.62 to 
0.53 carats per cubic meter, but this was offset by a higher yield 
in Area U. The average for all fields was 0.59 carats per cubic 
meter. The average size of all diamonds recovered increased from 
0.91 to 1.07 carats. The production at Bogenfels had dwindled 
to about 600 carats per month, and it has been decided to sus- 
pend mining operations there early in 1950, and to concentrate on 
prospecting to determine the extent of areas which could be 
worked profitably with mechanical equipment. 

The overall production cost per carat was £2.912 in 1949, com. 
pared with £2.072 in 1948. 

Geological prospecting was continued with the result that pay- 
able values were encountered about Uub Vley and Area G. 


BELGIAN CONGO 


The Belgian Congo continues to be the world’s largest producer 
of diamonds in terms of quantity, but is second to South Africa 
in terms of value. It produces about three-fourths of the world’s 
crushing bort so widely used in industry. 

Production for the past six years follows: 


Year Carats 
1944........ 7,933,365.00 
1945........ 10,385,955.00 
1946........ 6,033,452.00 
1947........ 5,474,468.62 
1948...... _ 5,824,567.00' 
1949........ 9,649,895.67 


———_____. 


1 Revised figure. 


The break-down of production for 1949 into companies and 
values is given below: 








Carats V alue 
Forminiere ....... 385,476.47 £496,000 
Consortium E.K.L . 164,946.82 212,000 
Bécéka ........... 9,099,472.38 2,242,000 
Total .... 9,649,895.67 £2.950.000 


Société Miniere du Bécéka reports that on the basis of deliveries 
from the 1948 output the proportion of gemstones was less than 
2 per cent and that ordinary industrials were less than 5 per cent, 
the remainder consisted of bort, virtually all of which would be 
classifiable as “crushing bort.” 


PORTUGUESE WEST AFRICA—ANGOLA 
Production by the Companhia de Diamantes de Angola 
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She dreamed for years but decided in minutes 


Years ago the girl 
dreamed of romance... . of knights 
in shining armor, of laces, of silks, 


of diamond rings. 


Today, the woman is shopping. 
She’s found her knight;.now she would 
select her diamond. . . her symbol 


of fulfillment. 


The dreams, the romance is still there . . . 
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but, today, she also has a mature sense << s 
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of value. She wants the finest _-~ <j 


diamond her budget will allow. £ 4 ee | . aa ee a: — » 


She wants value. 


And, naturally, she’ll go to the jeweler 4 . ; NN 9 ; = | r 
that features the fully polished Circle-of-Light . 


Diamond. She can actually see the Ny 


greater loveliness, greater size appearance, 


greater value in this blazing gem. a Va 


& RCLE of 
LIGHT diamond 


The diamond with the signature no other can copy 


Los Angeles Office: 
220 West 5th St. 
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Diamond Tool Research Co.,.304 East 45th Street, N. Y. C.. 





Melee Plant: Brothers, Ine. 
305 East 45th Street, N. Y. C. 











(Diamang) in 1949 amounted to 769,980.75 carats, of which ap- 
proximately 56 per cent were gemstones and 44 per cent indus- 


trials. 

According to the Angola Diamond Company’s report on oper- 
ations in 1948, they paid to the Angola government an amount of 
70,221,000 Angolares as the government’s share of the profits, 124 
per cent more than in 1947. 


TANGANYIKA 


Production for 1949 was 191,787 carats, an increase over 1948 
of approximately 40 per cent. 
Exports for the years 1939-1949 were as follows: 


Exports 1939-1949 


Year Carats exported Value 

NS ll ie ol te 3,445 £12,255 
ere 6,221 12,598 
AIS oe 29,052 70,236 
Sere 40,327 84,745 
eee 92,998 155,925 
Nn nalts 90,067 306,306 
ae 115,620 638,383 
Biot Siri 119,447 981,833 
Bees... 6.55%... 80,528 970,715 
eee 148,103 1,040,459 
eee 192,787 1,695,706 


Tanganyika continues to be one of the important diamond fields 
in the world due to the excellent quality of its average product. 
Only 20 per cent of the production is industrial. 

The total of the mineral exports in 1949 was £2,553,965. In 
1948 there were 15 leases and claims with respect to diamonds, 
3217 workers were employed and 46.05 carats of diamonds were 
exploited per annum per worker. A large stone weighing 147.50 
carats was found during 1948 and one of 114 carats was reported 
during the past year (1949). 


GOLD COAST 


The Gold Coast deposits are extensive, but the principal pro- 
ducing area is in the Birim River Valley, which produces 95 per 
cent of the colony’s total. 

Total production for the year ending December 31, 1949 by the 
interests of the Consolidated African Selection Trust Limited was 
432,530 carats, of which 16 per cent were gem quality and 84 
per cent were industrial. 

Exports for the years 1940 through 1949 are given below: 


Year Carats exported Value per carat 
(Apr. 1-Mar. 31) 

1940-1 940,000 £430,000 Ils. 5.9d. 

1941-2 980,000 567,000 ll 6.9 

1942-3 1,239,000 607 000 9 9.6 

1943-4 984,000 505,000 10 3.2 

1944-5 862,021 431,000 12 

1945-6 (est,) 700,000 

1946-7 753,088 624 718 16.584 

1947-8 | 765,499 823,008 20.09 

1948-9 972,976 1,152,010 23.60 


In 1948-49 there were four companies operating. They were: 
1) Cayco (London) 
2) Consolidated African Selection Trust (Cast) 
3) The Holland Syndicate 
4) West African Diamond Syndicate Ltd., liquidated in 
September 1948 to form Akin Concessions Ltd. 
These four companies treated 349,505 cubic yards, and exported 
diamonds to the value of £1,152,010. They employed 40 Europeans 
and 3382 natives. 


SIERRA LEONE 


Total production to December 31 1949 has been approximately 
9,995,000 carats. The Sierra Leone Selection Trust, Limited, a 
subsidiary of “Casts” were the sole exploiters in the colony. 
Total production for the year 1949 was 494,119 carats, of which 
34 per cent were gem quality and 66 per cent were industrials. 

Production figures for the past eight years are as follows: 


Year Carats 
I ee oe oft 1 046,187 
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en 834,492 


BG Ra oeneesns 608,744 
re 204,309 
PT errr 999,229 
re 605,954 
ree 465,518 
BGs cee eco es 494,119 


FRENCH AFRICA 


In French Equatorial Africa the principal production comes 
from the Carnat-Berberati-Nola region in the Haute Sangha. The 
diamonds are alluvial. Principal producers are Compagnie Minere 
de l’Oubanhi Oriental and Compagnie Equatoriale des Mines. 

Production from French Equatorial Africa for 1948 and the first 
half of 1949 is shown below: 


Production French Equatorial Africa 
1948 1949 (first half) 





Carats Carats 
Ouham-Pendé ...................-.-. 29,210 
Haute-Sangha ..................5.. 57,243 65,734 
RM ccs henvckeweaesssouns hun Ked 29,862 
Ouaka-Kotto ... .................. 6,485 10,395 
ce cwnewadenecues 118,800 76,129 


Total exports for French Equatorial Africa for 1949 were 132. 
897 carats. 

In French West Africa total production for the year by interest 
of the Consolidated African Selection Trust Limited was 58,334 
carats, of which approximately 7 per cent was gem goods and 93 
per cent industrial. 

Total production from French West Africa in 1949 was 94,996 
carats, while total exports were 84,963 carats valued at 135,000 
fr. 


BRAZIL 


Again little worthwhile information comes out of Brazil. The 
extent of diamond production is not known because many dia- 
monds are sold to unauthorized buyers. 

Diamonds are produced in almost every state in Brazil. The 
main producers are: 

Minas Gerais (about 70 per cent gemstones, 30 per cent indus- 
trials). 

Massa Deposits. Serrinha, Boa Vista, Cavalo-Morto, Dattas, 
Sopa, Guinda, Sao Joda de Chapoda, Sampaio. 

Alluvial Deposits. All the rivers and streams near Diamantina 
and in western Minas Gerais. 

Mato Grosso (About 50 per cent gem and 50 per cent indus- 
trial). Alluvial. A vast area stretching from Goyaz completely 
across the state. 

Baia (Carbonado bort, industrials and gemstones about in 
equal amount). Mostly in alluvial fields and old terraces. 

Amazonas (Fine industrials). All alluvial, chiefly at Maraba. 

Sao Paulo (Fine quality gemstones). Alluvial deposits in west- 
ern part of state. 

Parana. (Fine quality gemstones). Alluvial deposits at Itabagy. 

Piauhy Produces large quantities of small stones of fair quality. 
These fields are new and have not been extensively worked due 
to lack of water on the plains, where the diamonds occur 
shallow gravel. 

Diamond exports from Brazil in 1948 were reported to be 60,430 
carats, a large drop from the 127,920 carats reported in 1947. 


VENEZUELA 


Venezuela in the past 38 years has produced 475,347.29 carats 
of diamonds from four alluvial districts, San Pedro El Pao, # 
Sallao Cuyuni, Perai-Tepul Icabara and Guari Sta. Elena. 

Venezuelan production for 1949 was 382,455 stones weighing 
56,361.54 carats valued at $1,107,506.32. 


BRITISH GUIANA 


Diamond production in British Guiana comes largely from the 
Mazaruni and Puruni Rivers. The deposits are worked by pros 
pectors using small pans. The grade of the diamondiferous gravel 
is low and the washers recover only about one-half the contained 
diamonds. 

(Please turn to page 170) 
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Photomicrography for the J eweler 


Modern approach to centuries-old problem of how 
to obtain a permanent record of the characteristics 
of individual gemstones offers advantages to both 


the jeweler and customer as record of identity. 


CHARLES FREDERICK MUTH, R.J., A.G.S. 


Fig. 1. Simple equipment used by 
author with plastic slides used to hold 
the stones to be photographed. 


\\) HAT started out as some after - hours permanent visual record. Each amplified print of a jewel 


“Hobbying” with gems and a camera has taken on is as clear-cut as a fingerprint. 
momentum to a point where it is now a topic of everyday The ordinary photograph of a stone gives merely the | 
significance to all jewelers. And maybe we can show Mr. shape, some details of the cutting, and a few surface 
and Mrs. Public, too, that while the old world of jewelry marks. In the photomicrograph you can reveal the inti- ~ 
has a long, long record in* the history books, still the mate details inside a stone . . . pictures ready to confirm 7 
jeweler’s rolling stones have been gathering no moss! the old law that Mother Nature never made two gem — 

“Photomicrography ”’ is the field that opens a new vista stones exactly alike. The Photomicrograph reveals the } 
to the jeweler. Quickly explained, a photomicrograph is minutiae hidden from ordinary vision . . . crystals, bub- 7 
an enlarged photo of an object under the microscope. The bles, liquid and gas-filled inclusions, fissures and cracks © 
photomicrograph of a gem is the enlarged precision-pic- which can show many tiny mountains and valleys of the © 
ture which portrays the individual characteristics in a most fantastic designs. Some of these pictures suggest the © 


Fig. 3. A moonstone with markings sug- Fig. 4. A doublet reveals striae of gar- 


Fig. 2. Negative crystal in this ame- 
gesting the “oriental.” net and the round bubbles of glass. 


thyst tells a geological story of its own. 
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INTEGRITY = AA 


i \ 
The integrity of the House of Harry Winston ae 


means to vou... confidence .. . 


.. confidence that your requirements will be met 
for a continuous source of evenly oraded diamonds 
of an exact color. quality and size... from the 


smallest melee to the largest sizes... 


confidence that our large volume and rigid 
manufacturing controls will give you prices that 


challenge the industry ! 


. confidence .. . and prestige. too... for we 
acquire the most fabulous and highly publicized 


of the world’s diamonds... 











Sketched is the uncut 
Jonker diamond as it 
was prepared to yield 
the twelve beautiful 
diamonds in the photo- 
graph. 
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Fig. 5. A study of an imitation ruby Fig. 6. Cocoon-like inclusions are seen 
in magnified picture of a diamond. 


of glass shows round bubbles. 


pattern of familiar objects like birds, fish, trees, animals 
and the like. 

Before developing the details of technique and giving 
a record of extensive studies in this field, it would un- 
doubtedly be advisable to point out how Photomicrog- 
raphy of Jewels can be of practical significance in the 
jeweler’s daily business affairs. 

First, as a “New Service” offered to customers when 
selling gems, you can offer not only the stone but also a 
photomicrograph of it as proof of its quality and per- 
fection. This supplies a record which the customer can 
file with his important papers as positive identification of 
the stone. If the gem should be lost or stolen—and then 
recovered—the owner would have a clear-cut record that 
would spare any arguments and discussion. 

Second, from the advertising display angle, photo- 
micrographs of gems would supply a new pictorial lure 
which the jeweler can display prominently in windows 
and on counters. These prints, with their many intriguing 
patterns, certainly have “stopper” qualities to catch the 


Fig. 8. 30-point diamond with horse- Fig. 9. Several butterfly-like inclusions 
shoe-like inclusions. 





OO aacaaamansaccs, . samme 


are shown in this I'/2 carat diamond. 


Fig. 7. A fractured diamond with part 
of the girdle, side and culet missing. 


eye of wandering shoppers. They offer proof of the 
gems quality . . . and the jewelry shop featuring such 
precision-material would certainly stand high in the 
esteem of customers and prospects. 

Third, it is easy to see that the jeweler’s newspaper 
advertising and printed material could highlight this new 
“Gem Fingerprint Service” in regular all-year campaign. 

But let’s get down to just how gem photomicrography 
works, the equipment needed, how the jeweler can set up 
his own apparatus and service. 

Photographing the “inside story” of a gem stone is not 
the difficult or impossible task that it seems at first glance. 
Really, any jeweler who has worked a camera should be 
able to set up his Photomicrography Department very 
quickly and inexpensively. There is no requirement that 
you must have all the facilities of a million-dollar-endowed 
gem laboratory with “imported” camera equipment. The 
work can be performed with inexpensive, second-hand 
apparatus. 


(Please turn to page 177) 


Fig. 10. The same butterflies as shown 
at left under higher magnification. 
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peen 1n tne jewelry pusin 
we nave e 
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DAVID E. TAVEL 
TaVel’s Jewelry & Optometris 
Indianapolis, Indiana 
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FASHION ACADEMY AWARD 
presented to Keepsake for ex- 


quisite design and brilliant 
fashion styling. 
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Keepsake Offers You 


All These 7 Big Selling Advantages 


1. Saleability—Nationally Adver- 
tised by the biggest campaign in 
brand-name rings. 


2. The Fashion Ring of the Year— 
only ring chosen to receive the 
Fashion Academy Award. 


3. The strongest Guarantee in the 
trade . gives every Keepsake 
customer written proof of quality. 


4. The words ‘‘guaranteed regis- 
tered perfect gem’’ appear on the 
Keepsake Tag. 


5. Keepsake prices are nationally 
established. 


6. Guaranteed by the Good House- 
keeping Institute. 


7. Exchange privilege is assured if 
turned in later on a Keepsake of 
greater value. 


For High Unit, High Profit Selling, 
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Keepsake Belongs in YOUR Store! 
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Balanced Lighting 


Brightens 
Sales Outlook 


J EWELERS, as well as every other retail busi- 
ness will be put to greater efforts through the “fifties” to 
stay in the public eye. That is to say, their store's ap- 
pearance from the street—to pedestrian and motor trafhic 
—and the store interior must keep character with the 
times and the trading area. In many respects the answer 
to the specific situation for each merchant depends on 
lighting. 

Every progressive jeweler understands that in doing 
business in a lively shopping district he is more directly 
affected by the “cooperative competition” of his neigh- 
bors than by other jewelers. He may not have direct 
competition nearby, yet if he is to benefit as greatly as 
he should by volume-building tactics of his neighbors 
he must be sensitive to the trends. 

The “cooperative competition” which brings dollars to 
the district is largely determined by the appearance fac- 
tors of his and other stores. Today the butcher and baker. 
and every dealer in popular-priced wares is turning to 
lighting to build sales. The open front store, well- 
equipped and well-lighted, is virtually a show case in its 
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The Berger store in Cleveland, Ohio, has 
walnut finish for the wall cases and the 
counter cases are in blonde finish. With 
this combination an impression of modern. 
ization has been made by the use of over. 
counter filaments, plus two rows of continu. 
ous, recessed troffers over floor areas. 


Wilson's, in Rochester, N. Y., shows an in- 
dividualized treatment for a jewelry store 
of typical size. Light blue walls and wall 
cases of bleached wood set the key for the 
modernization plans which rely strongly on 
lighting. Carefully organized brightness 
patterns brings in traffic and helps sales, 


by J. L. TUGMAN, 
Engineering Division, 
Lamp Dept. of General Electric Co. 


entirety. It is part of a national movement. Merchants 
in the U. S. are spending millions today on appearances 
designed to win impulse sales by attractive power exerted 
in seconds—and sustained. Lighting, which represents 4 
small fraction of the store interior spending, provides 
the leverage for ensemble effectiveness in store appear- 
ance. New architecture, modern display equipment, care- 
ful sales training, all fuse into top effect and power when 
combined with skillful lighting. 

Lighting for selling is at once complex and simple. 
Every merchant knows he must have “some lighting.” To 
the extent that he thinks of this facility in terms of 
expense rather than as the medium which brings cus: 
tomers into his shop and helps quicken their buying, he 
has missed the point. Few merchants are insensitive to © 
this subtle force of lighting, yet many are puzzled as to © 
how to realize its full effectiveness economically. What ~ 


fundamentals should the jeweler know? owen 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 
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Large areas of dark woodwork have been blended 
into a modernization plan which owes its appeal 
to techniques employed in its built-in lighting 
system. The largest areas of brightness are the 
upper walls and the floor, effecting a balance 
between the upper space and the lower. Recessed 
downlights (filament) over the counters provide 
that all-important punch at the point of sale, 
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Before we answer that, let’s look at his wares. 

Almost everything a jeweler sells is particularly de- 
pendent upon illumination for its top appearance. Dia- 
monds, all gems in fact, surfaces of gold and silver, 
watches, etc., all owe the essence of their appeal to the 
way the customer sees them in the shop. This is elemen- 
tary to the jeweler. He knows how to interest a customer 
in the appearance of his wares, after he is in the shop 
looking at the merchandise. What does he do to get the 
customer in, and, once in, how does he keep him con- 
vinced this is a dependable place to do business? Jewelers 
are constantly faced with the problem of down-grading 
their store appearance by too aggressive methods. At the 
same time they run the risk of being so conservative in 


Light areas predominate in this store, although 
the cases and floor are in contrast to the rest 
of the space. Because of the size of the light 
area the darker portion appears less large than 
its actual proportions. Sales people can dis- 
play gems with every facet brightly illuminated. 


appearance the customer may feel their shops are too 
old-fashioned. Most jewelers cannot afford to build full- 
scale model sections of their stores to test their lighting 
as Tiffany’s did before putting in their famous installa. 
tion in 1940. 

There are good ways to get substantial results at less 
expense. Most jewelry shops are small. With proper 
lighting techniques they can be developed as veritable 
jewel boxes without overstepping the economy required 
in a modest business. The objective, of course, is a 
brightness pattern which concentrates the highest levels 
on the point of sale areas—counters chiefly—but in an 
environment of generalized brightness distribution. How 

(Please turn to page 181) 


Everything that meets the eyes in Sach’'s store in 
Warren, Ohio, is as cleanly styled as a handsome 
baguette diamond ring. All the lines are smooth 
free flowing with the decoration determined by 
the brightness pattern. Light colors in ceiling 
surface plus lightness on the floor are keynotes. 
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Word got around 
BEFORE the Shows... 


Buyers came...they saw... 
they bought 


SCULPTURED PEARLS 


by Imperial 
The Surprise Pearls Of 1950 


@ Cultured-like man-made pearls 
that establish a new middle-price 
profit level for Jewelers. 
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... the only Cultured Pearls 
REGISTERED AND INSURED 


fo] am (alsin eo) ge) e-\englelamme) 
your customers and you! 


Richly Packaged 


PEARL SYNDICATE * NATIONALLY AND INTERNATIONALLY 


ADVERTISED AND ADMIRED 


607 Fifth Avenue, New York 17, N. Y. ' Awarded highest 
= alolalelasmielaeler-lina’ 


5 North Wabash Avenue, Chicago, Illinois Mo ; 
— LWO World §S fairs 
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607 South Hill Street, Los Angeles, Calif. 
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Rings Mean Business; 








© ~ 
Promote Them Consistently 2 
. . "Ta get shor aie 35 ? 
It’s not chance that rings account for one third of the Prices neue pena 


volume at Foster’s Jewelry store in Providence, R. L., 


but because they saw an opportunity and took it. 


By consistent promotion with ring ads 


A: the J. A. Foster Co. in Providence, R. I., such as these, Foster's has built its 

rings account for one third the total sales volume, the — — ne | wg Pg a point 7 
5 ° . a oaay. orice a e aas are we 

largest of any department. Foster's, which has been in Mestusted te that tasitiditees! oad 
business since 1876, has developed its entire business specific types that combine with short, 


through consistent advertising and promotion, and point- hard-hitting texts which read quickly. 


ed its campaigns toward bringing new customers. 

One of the most important factors in obtaining ad- 
ditional customers has been Foster’s line of school and 
class rings. When they took on this particular line a 
number of years ago, a company representative called 
on various schools to show samples and present the rings 
sales-wise. Once a school has been sold, repeat business 
comes more or less automatically. Follow-up is accom- 
plished with letters and folders describing the rings and 
giving the prices. When a new school is opened, a Foster 


(Please turn to page 167) 


by MILDRED S. SULLIVAN 


148 THE JEWELERS’ CIRCULAR-KEYSTONE 











Book Means 


P paciehicws new and interesting booklet 
prepared by Treasureland to bring 
more customers to your store and more sa 
sales to your credit. << 
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The famous Treasureland D9 | = 
three piece set, availiable in re- ’ | 
tail prices from $87.50 to ‘ WM hk 
$250.00. | 


Oe asureland 


The D24 set, one of the many popular fishtail 
designs available in Treasureland Registered 
Diamond Rings. This set and many more are 
shown in the Treasureland Booklet. 


The Treasureland Booklet is only one of the 
many sales aids available to Treasureland 
Dealers. Powerful National Advertising is al- 
ways working for you, a vast array of attractive 
newspaper mats are free for the asking, along 


The above booklet, in the process of printing, is to be forwarded to all responding to our extensive 
National Advertising Program. This booklet contains helpful information to all prospective diamond 


¥ with many counter and window displays to ring buyers and pictures of Treasureland Registered Diamond Rings. A letter accompanying each 
bring sales of lit di dri : booklet directs the prospective buyer to the Treasureland Dealer in his community. - Por 
quality diamond rings into your If your customers demand quality diamonds, superb workmanship rings and exquisite styling it is 

store. your duty to stock and display Treasureland Registered Diamond Rings. Write today for information 


regarding exclusive Dealership in your community. 


TREASURELAND RING CO. e BOX | e CHICAGO 90, ILL. 
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Corrigan’s Cast its 


Upon the Water 








; to the old proverb, the bread 
cast upon the waters returned after many days. Yet there 
are men who regard themselves as “hard-boiled business 
men’ who sneer at such ideas and say: “Old copy book 
platitudes.” 

The idea of “bread casting,” or “helping the other 
fellow” is not regarded as an empty platitude at Corri- 
gan’s, Inc., retail jewelers, Houston, Texas. In fact, Leon 
Davis, manager of Corrigan’s and Alexander A. Gatto, 
the firm’s display director, latched on to this old basic 
principle, put it in modern setting and got returns within 
a few days. 

Confucius regarded the idea as nothing new, but thor- 
oughly sound, when he commented on it around 500 B.C. 
Early in January this year, Corrigan’s demonstrated its 
modern soundness when it was used to overcome a slack 
period, and increased sales by 15 to 20 per cent above 
expectations. 
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Miss Roxy Hoskins, left, who modelled 
the gold “artillery of cowboy star Roy 
Rogers, got front page publicity in the 
local newspapers for the Corrigan store. 


This Houston jewelry firm latched onto this 
old saying, put it into a modern setting and 
got back a two-fold return in increased 
store traflic that pepped sales in what was 


formerly the post-holiday slack period. 


by W. R. HUNT 


The details of putting on the modern trimmings and 
decorations fell to Gatto. It began in early January. 
Sales had been heavy during December. The University 
of Texas Bureau of Business Research reported that 
jewelry store sales for all Texas showed 160 per cent in- 
crease over November. Corrigan’s, as usual, had obtained 
their full share of the Houston business. 

The December volume had made enormous inroads on 
stock. New stock was coming in but it would take a 
little time to get back to par. Apparently a lot of cus- 
tomers had “spent their jewelry money” in December 
and would “wait a few weeks” before buying again. 

After a few days “calm” that follows the Christmas 
“storm,” Davis remarked to his display director: “Al, 
the usual idea is that January is a month when we pause, 
ponder, and make plans for the year. We have our plans 
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NOW! This magnificent salad set at 1 off!. 
(MASSIVE 12%” SIZE) 
to introduce the glorious new 
“Holiday” pattern in 


Chi 


King Edward”. Silverplate 


to retail at $ f O 5 
* During Introduction 


Price after sale — $7.50 





Glorious “Holiday” .. . newest pattern in King Edward 
Silverplate... combines the new slightly broader form with 
romantic flowing curves and a deeply sculptured floral motif. 


Complete line . .. keyed for every customer’s taste. Gala 





Holiday” joins three other outstanding patterns... traditional 
“King Edward,” romantic “Moss Rose,” contemporary “Cavalcade.” 


Quality features ... help you sell all King Edward Silverplate. 
Substantial plating ... taper and balance... sectional overlay 
on most used pieces ... most complete assortments ... deluxe 
anti-tarnish chests... Unlimited Service Guarantee. 

AND NOW... HOLLOW-HANDLE KNIVES WITH NEW, | J 
FORGED MIRROR STAINLESS BLADES. jf ei 









Consistent national advertising in House Beautiful, : 
House and Garden, Good Housekeeping, True Story, ip: 





Actual size 
True Confessions, Modern Romances and True Romance. “a 

| a . 12% long! 
Feature King Edward Silverplate and cut yourself 6° 


a generous share of profits. oe 


‘MOSS ROSE’ ‘CAVALCADE’ ‘KING EDWARD’ 


| nat 


Seiten a 


‘the popular priced siluenplale willy the high priced Cook,’ 
King Ldward .=.. Silverplate 


NATIONAL SILVER COMPANY New York Los Angeles Miami 
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pretty well outlined. Got any ideas for creating more life 
around here during the ‘quiet period?’ ” 

“I might arrange some displays that would get ‘em to 
at least stop and look,” Gatto answered cautiously. 

“Go right ahead,” Davis said. “The more people we 
can get to stop and look, the more will come in and buy.” 

Gatto’s displays are noted for good taste, artistry and 
effectiveness. But if he was going to give that “slack 
period” a heavyweight wallop, he would have to have 
“something different.” 

National magazines and newspapers were full of auto- 
mobile advertising. New model cars were definitely in 
the mind of the public. He had a conference with some 
of his friends over at the Chamber of Commerce and 
came out with “a tie-in idea.” 

He soon found a progressive Chevrolet dealer whose 
place of business was a long way from the busy down- 
town Main Street crowds that throng past Corrigan’s. 
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Alexander Gatta, above, left, Corrigan's 
display director. and Leon Davis, manager 
of the store, examine the rodeo equipment 
of Roy Rogers which he wore in stock show. 
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Gatto got the idea of tying in with the 


_| public interest in the new model cars and 
| this animated display which was set up in 
_| store's window kept the sidewalk crowded. 


a @ 
gaa 


4 
£4 
ei 





This dealer was delighted to let Gatto have a display set made up of attractive displays of diamonds, watches, 
that showed miniature models of the new 1950 cars. giftwares, silverware, china and crystal that the jewelry 
There was motion too, as the cars revolved, constantly store has in stock. 

passing a little window. With that as a sort of “booster shot” Gatto scanned 

By the time this automobile display was set up in the newspapers again. By this time they were full of 
Corrigan’s front window, the thing looked like a stage publicity for the Houston Fat Stock Show, an annual 
setting. A spotlight’ was used with copy reading “The event that lasts during the first two weeks in February 
Spotlight is on the 1950 models.” The new model cars and packs ‘em in Houston from coast to coast. 
were flanked on either side by new model watches. Those Getting ready for the Fat Stock Show in Houston each 
who stopped and looked got the idea on both new model year might be described by a psychiatrist as a sort of 
cars and new model watches—and plenty stopped and mild and harmless psychosis. During this period Hous- 
looked. The sidewalk was pretty well packed for several ton is getting ready to play host to enormous crowds and 
days. everybody in town is preparing for “a show period.” 

As Davis had predicted, a number of people who Cattle barons, oil tycoons, bankers, stock brokers and 
stopped, came on in the store and bought something in thousands of just ordinary folks buy “rodeo outfits” with 
jewelry. Several sales in $250 to $400 watches were made all the trimmings. Radio stations have the event con- 
and there was a substantial increase in the sale of lower stantly on the air; newspapers are filled with the pub- 
priced watches as well. licity. 

The Chevrolet dealer was delighted too. The sales This year the Roy Rogers’ World Champion Rodeo 
manager ‘phoned to say that he got 15 inquiries the first played at the Stock Show. The newspapers were filled 
day and about 50 in four days from people who mentioned with Rogers’ boosts and plenty of news on such notables 
seeing the new model cars in Corrigan’s window. as Jim Shoulders of Tulsa, world champion all-around 

Of course, all other windows and interior displays were (Please turn to page 180) 
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ANNOUNCING 


‘DAF FODIE 


a new member of a 
distinguished family 


1847 ROGERS BROS. 


AMERICA'S FINEST SILVERWARE 











Daffodil—the new, beautiful, pre-tested pattern designed for youth and mod- 
ern living. A refreshingly different floral design complementing the four 
patterns to make 1847 Rogers Bros. America’s Finest Fivesome in silver 
design for selling by Jewelers and for consumer buying. 


Illustrated below is the Complete 52 Piece Service for Eight—16 teaspoons, 
8 knives, 8 forks, 8 salad forks, 8 soup spoons, 2 tablespoons, 1 butter knife 
and 1 sugar spoon... all in a handsome walnut grain chest (or a bleached 
chest, if you prefer) with tarnish-resistant lining. Only $69.75 Retail. 





AMERICA'S LEADING WHOLESALER 


CHICAGO DALLAS DENVER DETROIT NASHVILLE 
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by STEPHEN JACKSON 


Feder's opening was attend. 
ed by one of the largest 
crowds to come to a store 
opening in El Paso, Tex, 
50,000 people competed for 
the $3000 worth of prizes, 


Customer Confidence Foundation for Success 


When Feder’s new store opened recently, newspapers carried 24 pages 


of advertising, which was only a “starter” for this promotion-minded firm. 


ay ene two newspapers carry 24 pages of 
advertising, 12 pages apiece, for a jewelry store, it would 
seem that the millennium was just around the corner, if 
not actually here, but in the case of Feder’s in El Paso, 
Tex., it was the occasion of the opening of their new 
$250,000 store. Called the “House of Jewels” and de- 
signed by President Nate Feder, the new store is a fitting 
background for the precious gems, silverware, china and 
glass that the store carries. 


The exterior of the new Feder 
store is completely modern in 
style with aluminated metal to 
trim the grey and green marble 
and glass of the latest design 
to match the latest in interiors. 
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“Open House” at Feder’s marked the formal opening 
on February 28, this year, and it attracted one of the 
largest crowds ever to attend a store opening in this 
Texas city. Prizes worth $3000 were offered at a drawing 
on the evening of the opening of which the first prize 
was a $1000 diamond ring. Just what good publicity can 
do for a store is revealed in the fact that nearly 50,000 
people competed for the prizes and that figure is almost 


(Please turn to page 176) 
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How many Wore could you sell... 





if you had the REGISTERED-INSURED Sales Advantage 
of Leruese—DIAMONDS 


Get the facts... Talk with the Specialist from 


S. Of, Cinsie & Co 


DISTRIBUTORS OF Princess REGISTERED-INSURED DIAMONDS 
MINNEAPOLIS e@ SPOKANE e@ SALT LAKE CITY 
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View of modern offices of J. R. Wood & Sons, Inc., at 216 East 45th St., N. Y. 


J. R. Wood & Sons, Ine. ... 





L. was an office with only one chair and one 
desk. It was a factory without machinery. But there, in 
a room 20 by 30 feet, John Richardson Wood—in the 
City of Brooklyn and in the year 1850—began, with the 
aid of a few workers, to turn out each day a handful of 
plain gold finger rings. 

Today, one hundred years later, that modest office- 
factory has expanded into one of the largest ring manu- 
facturing plants in the world. Its executive offices and 
main plant occupy two immense floors in a mid-Man- 
hattan office skyscraper. These are supplemented by a 
diamond cutting factory in Amsterdam, district offices 
there, in Antwerp and London, besides twenty field offices 
in the United States. 

This is the modern firm of J. R. Wood & Sons, Inc.. 
famous throughout the jewelry world for its Artcarved 
brand. Instead of the production of a mere handful of 
rings as it was in 1850 it now turns out thousands a 
month; instead of a line composed of only plain gold 
bands its present line consists of hundreds of differen! 
designs in gold and platinum, with diamonds and with- 
out diamonds. 

In one important respect, the giant company of today 
resembles the little office-factory of 1850: reliance upon 
the hand of the craftsman in the making of rings. In 
John Richardson Wood’s day, virtually every operation 
in the making of the ring—melting, rolling the gold 
into strips, cutting the strips, pounding into shape, beating 
into circles soldering and polishing—everything was done 
by hand. Today, in spite of the obvious necessity to 
use certain types of light machines and heavy machinery. 
the Wood firm places major emphasis on hand chasing 
and engraving of its rings. 

Wood’s history, designwise. has paralleled closely the 
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A Century of Ring Making 








This photo (actual date unknown) presumably was taken very early 

in the history of J. R. Wood. It shows John Richardson Wood, 

founder, second from left, center row, surrounded by his entire 
office and factory staff. 


evolutionary development of ring styles in America. This 
was evident even on the day in the summer of 1890 
when Wood first opened his shop for business. Gold 
fever was in the air at that time because of the great 
gold rush to California which had begun the year before. 
Young John Wood had gold fever, too, but it took a 
different and, for him, a more practical turn. 


Born in Rumford, Me., Sept. 1, 1825, John Richardson 


(Please turn to page 206) 
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Can You Help Me? chiefly with department store work, it does have o¢. 
casional articles on jewelry display and should be help- 
ful. It is an excellent catalog of sources for various djs. 
play materials. If you wish to make further inquiries 
about correspondence courses, write to the Koeste; 


School, 3710-12 N. Cicero Avenue, Chicago 41, II], 


My Display Problem Is 


by VIRGINIA DIXON 


ary 


Readers’ questions about window and inside-store display will 
be answered in this department each month by Miss Virginia 
Dixon, one of America’s topnotch display experts whose talents . 
have been brought to a focus on the jewelry field. Miss Dixon is Pron you tell me of a source for Christmas bells? | 


already well known to JC-K readers as the author of many . ’ : 
stand-out articles on jewelry: store display. want to use them in the store interior and in the 
windows in various sizes and would like to have them 
made of some translucent material—a plastic or spun 
olass.—S.F.T. 
Answer—Formo Displays Company, 215 Front Street. 
Burbank, California, have an assortment of spun class 
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| AM very anxious to make the best possible use of my 
windows in bringing in business, but feel that I need 
more technical knowledge as to balance, arrangement. 
promotion, and so forth. I am not able to take a course 
at any school of display, but thought that you might be 
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able to tell me of some good books or a correspondence 
course that would be of help. Is there a good magazine 
on display to which I could subscribe ?—D.]J. 


Answer—I am very sorry to say that there is very 
little material available on jewelry window display and 
not a great deal on display in general. The correspon- 
dence courses that are available are devoted chiefly to 
department and specialty store display and would not 
offer very much that would have a practical application 
for you. 

Books on principles of color and design might be 
helpful to you. “Art in Everyday Life,” by Harriet and 
Vetta Goldstein, is an old one, but quite readable. Your 
library can no doubt recommend others. 

There is a magazine on display—Display World, pub- 
lished in Cincinnati, Ohio. Although it is concerned 


bells ranging in size from eight inches to thirty-six inches, 
They offer four different shapes and a wide assortment 
of colors. The Garrison-Wagner Company, 2018 Wash. 
ington Avenue, St. Louis 3, Missouri, also carry an assort- 
ment of decorative bells. Their Fall and Christmas cata. 
log is now available on request. 


SHOPPING NOTES 


Doerr and Associates, Portsmouth, Ohio, have some 
unusual designs for jewelry display executed in wire with 
satin covered pads for the jewelry. There is a gold 
bronze finish jewel box with a red satin pad (6 in. high, 
121% in. wide, 81% in. deep overall) ; several varieties of 
Christmas trees—some flat with satin pads, some round 
with glass shelves; large wire stars (16 in. x 16 in.) that 
can be suspended from the window ceiling; and very 
attractive wire outline hands that serve as card-holders. 





Cahbre Guard Rings 





RUBY AMETHYST PEARL TOURMALINE 

SAPPHIRE TOPAZ QUARTZ LAPIS LAZULI BLACK ONYX 
(citrine) 

EMERALD GARNET TURQUOISE AQUAMARINE 


Diamond Wedding Rings and Dinner Rings 
= Designs constantly being PB eadeandl 


FYER KOULISH Co.. INC. 


Manufacturers serving the Jewelry Trade since 1920 


MEMBERS OF AMERICAN GEM SOCIETY 
228 East 45th Street New York 17, N. Y. 








CHICAGO 


LOUIS N. ROSE 
29 EAST MADISON ST. 


PACIFIC COAST 


MOE DIAMOND 
220 WEST FIFTH ST., LOS ANGELES 


SOUTHEAST 
CREDE W. WILSON, JR. 
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Wire. both painted and in metallic finishes, has be- 
come increasingly and effectively into use in window 
displays. Although it does not lend itself to the display 
of jewelry as readily as to that of softer materials, due 
to clever design and the combination with fabric covered 
pads, these units are well adapted to jewelry store use. 
They are small in size and quite reasonable in price. 

Of particular interest to jewelers planning any revamp- 
ing of their lighting systems 1s the announcement of 
Sylvania Electric Products. Inc., New York, of the intro- 
duction of six new incandescent “Trimline” spotlight 
fxtures. These units, called “Trimspots” are designed 
to match and be used with the company's series of 
shielded fluorescent “Trimline” fixtures. Neither incan- 
descent or fluorescent fixtures by themselves give adequate 
lighting for jewelry display. A combination of the two 
has been found to be the most effective. 

This line offers a particularly adaptable combination of 
matching units which should greatly simplify jewelry 
store installations. Both the single and twin spotlight 
units are designed as companions to the two and four- 
lamp fluorescent fixtures and have the same style decora- 
tive end pieces. Each “Trimspot” fixture is equipped 
with one or two 150 watt PAR 38 spot lamps which can 
be rotated in a 360-degree arc and tilted up to an angle 
of approximately 20 degrees. The decorative end pieces 
make them suitable for use alone as well as in connection 
with the fluorescent fixtures. 

Coronet Displays, 614 West 5lst Street, New York 19, 


N. Y., announce that their monthly window display ser- 


vice is now furnished to retail jewelers with personalized 
price tickets—that is the jewelry store name appears on 
each individual ticket. There is no additional charge for 
this new feature. 





No ‘Bargain’ Watches for This Jeweler 
H. J. Howe, Inc., 201 South Salina St., Syracuse, N. Y., 


employed an institutional newspaper ad to inform the 
public why it is not conducting sales on “bargain” 
watches of uncertain parentage. 

The ad carried sketches of six different watches by 
famous makes and the caption: “No Watch ‘Sale’ at 
Howe’s.” Copy read: “In recent months we have been 
offered many stocks of ‘bargain’ watches to sell at ridicul- 
ously low ‘sale’ prices. None of these offers has come 
from any of the well known, established manufacturers 
with whom we do business. The offers have come from 
jobbers and importers who have no means to effectuate 
any guarantees. The manufacturers are not known to us. 

“We know the costs entering into the making of a 
watch, so we know that dependable watches cannot be 
made to sell at the ‘bargzin’ prices of these ‘sale’ stocks. 

“Therefore, we have turned down all such offers. You'll 
find no ‘bargain’ prices of cheap watches at Howe’s. 

“But you will find, as always, dependable, fully guar- 
anteed watches of most all of the world’s recognized and 
established makes. Watches that will keep time. Watches 
that will give many years of service. Watches for which 
standard repair parts are immediately available when 
needed. Watches whose famous names assure fine quality. 
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ITEMS SHOWN ARE 14KT. WHITE GOLD 
WITH PALLADIUM SETTING PLATES 


USEFUL FOR REMOUNT JOBS 


We also manufacture popular priced diamond jewelry 
items with rings to match. The high respect in which 
diamonds are held by the public makes these articles 
very desirable and reduces sales resistance. 

A Few Wholesale Distributors Desired 


gy 
y & COMPANY 
(_Ae Jewelers 


26-30 Beecher Street, Newark 2, N. J. 
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“Our prices, for these good watches, start at $24.75, 
Do you really want to pay less than that for anything as 
important to you as your watch? As jewelers with g 
reputation, we are interested in seeing that you get a 
dependable timepiece when you buy a watch—not merely 
a trinket masquerading as a watch.” 





Window Displays for Halloween 


Soapy windows on the morning of November first 
have been eliminated in Albany, California, in the Thov.- 
sand Oaks Shopping district, by a group of retail mer. 
chants cooperating in a window-painting contest. 

This public relations stunt was developed by the 
Albany Chamber of Commerce to help eliminate van. 
dalism on Halloween. To further the plan the schools 
were asked to cooperate with the local merchants and 
to select a student artist from each of the first six grades 
in school. 

All students in the school’s art classes prepared small 
sketches of the windows they would paint for the Albany 
merchants. Then the cooperating businessmen selected 
the individual sketch they wanted on their windows When 
this sketch was selected the winning student reported 
at the store and worked out a plan and a time schedule 
for painting the jewelry store window. The merchants 
committee of the Chamber of Commerce sponsoring the 
competition judged the various windows and awarded 
prizes—one to each participating student. 





Window of Oaks Jewelers painted by student artists in pre- 
Hallowe'en competition that not only has eliminated van- 
dalism but has brought publicity for cooperating merchants. 


Albany retail merchants received plenty of publicity 
in the local newspaper about the window painting. Then 
too, parents of the window painters, proud of their chil- 
dren’s work expressed it in word of mouth advertising. 
“You simply must see the Halloween window at the 
Oaks Jewelers.” is good publicity that can’t be purchased 
in any form of advertising. 

When a window shopper is stopped by an unusual 
store window the name of the jeweler is stamped in the 


customers memory. Oaks Jewelry got this customer at- 


tention by using the windows leading into the store for 


jewelry displays. 

Holiday themes for window displays are always good 
because they center attention on something of current 
interest. It gives the jeweler’s store a friendly, coopera- 
tive, and festive appearance during this fall occasion. 
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Drawing Room Elegance 


(From page 102) 


re salesmanship and its resultant consumer 
skepticism. Most often. fine jewelry stores associate this 
revolt with the freedom of customer choice, as expressed 
‘n accessibility of merchandise for “browsing,” and with 
the conversational, sit-down counter. 

Granard’s design for Lackritz Jewelers. which was 
completed in June of 1946, goes one step further with 
the final elimination of the conventional counter. For 
that fixture, which he discarded as a visible barrier 
dividing staff and customer, he substituted the informal 
curved couch, or banquette. By thus seating jeweler, 
client, and designer together, he set the stage for that 
intelligent exchange of ideas that is a prerequisite for the 
‘deal merchandising of specially designed, high fashion 


high pressu 


jewelry. 
To create this elegant yet easy drawing room manner, 
he chose a formalized version of timeless Greek archi. 


tecture. 

Fluted panelling, classic urns and columns, expanses 
of marble and plaster ornaments create the illusion of 
antiquity within a framework of contemporary prac- 
ticality. 

The single major functional fixture is built into a 
dramatic wall of mirror and marble that lends spacious- 
ness to the limited dimensions of the shop. 

Double curved banquettes have been substituted for 
the more common counters of the shop’s earlier, starkly 


= ——————— -— -— ——————— —————— — = 
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modern decor. To assum2 the display functions of these 
earlier cases, floating end tables, suspended on graceful 
scroll bases, are incorporated into the design of the twin 
banquettes. 

Another glass case and storage unit divides the ban- 
quettes. Velvet lined trays, which form the bottom of 
the cases, are easily slid out, permitting the customer a 
close view of many styles in the desired classification of 
merchandise. Low coffee tables, covered in long-wearing 
leather, have been thoughtfully placed before the ban- 
quettes for cigarettes, hand mirrors, design books, and 
current fashion magazines. 

The designer’s desk has been incorporated into this 
main unit, toward the entrance to the back shops. Thus 
the designer is easily available for consultation in style 
matters and, a matter of importance for the small staff, 
provides a double control with the electric eye for un- 
expected entrances. 

Five shadowboxes, set in a curved wall, face the ban- 
quettes. Like classic temples, these are framed in fluted 
panels and wide pediments. The few simple basic props 
that dramatize the golden and bejeweled ornaments also 
have a classic timelessness: miniature columns, plaster 
sea shells, and replicas of noted sculptures of antiquity. 

High fluted columns encircle the walls, serving an un- 
expected contemporary purpose as lighting units. Flood- 
ing the dark ceiling with indirect light, they both soften 
the daylight illumination and provide the necessary pre- 
caution of a night light for after-business hours. A quad- 
ruple switch system that operates from both the front and 
rear entrances controls these columns, direct spots in the 
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NDS FOR PROMO 


We have recently acquired and cut abroad a large quantity of naats and 
spotteds in a wide range of sizes, from melees to lar®e stones. They are 
ideal for promotional selling. Exceedingly reasonable prices enable. you 


to use this line in low-priced goods. 


Of course, we are continuing to supply the market with better grades 
and the finest qualities, for which the firm of Paul de Vries has always 


PAUL de VRIES, Inc. 


DIAMOND CUTTERS and IMPORTERS 
539 Fifth Avenue, New York 
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shadowboxes, and flood lights throughout store and 
offices. 

The high cost of street frontage as compared to over- 
all footage has created an aesthetic problem in the 
American metropolis. Proportions of the average small 
shop. dictated by these costs, tend to resemble a long, 
narrow railroad tunnel. 

In redecorating the Lackritz establishment, Granard 
was faced with a corridor-like room, 15 by 34 feet, under 
a towering 131% foot ceiling. To disguise these propor- 
tions, Granard, as previously indicated, massed all neces- 
sary furnishings into a single unit against one wall. 
reserving an unbroken expanse of floor space. A mir- 
rored wall adds an illusion of spaciousness. For the rest. 
color camouflage is employed to good purpose. 

To lower the high ceiling, for example, it is painted a 
dark Pompeian green. That color is carried a few feet 
downward and accented at the line of demarcation with 
a white Greek key frieze. 

A cool and spacious color, El Greco grey, was chosen 
for the walls. Columns, urns, and woodwork are a classic 
plaster white. Compensating for the northern exposure. 
the textured upholstery, carpeting, and leather were dyed 
a warm, stirring shade of sanguine red. 

Unity of design was created by carrying these colors 
into the private sales office and connecting hallway. Mod- 
ern Pompeian wallpaper, specially printed in green, grey, 
white, and sanguine, keynotes the decoration of these 
areas. The rear and a second floor room are a complete 
manufacturing department for both stock and _ special 
order designs. 








The exterior of the store is a masterpiece of under. 
statement, with its expanse of Pompeian green wall broken 
only by a single small window and the door, both out. 
lined in gleaming brass. An unobtrusive grey stone 
planting box modifies the severity of line. 

Despite their apparent luxury, most of the Beverly 
Hills jewelry shops could teach the trade a lesson jn 
thrift in their utilization of minimum floor space and 
minimum staff. Lackritz, for example, was designed for 
ideal functioning with a very small sales staff. Its lush, 
unholstered furnishings, current fashion magazines and 
cigarettes at hand, and its intriguing, easily accessible 
interior displays all combine to temper with casual com. 
fort a customer’s normal displeasure at any necessary 
delay in service. 

Founded 57 years ago in Chicago, where it still main- 
tains the parent institution, Lackritz Jewelers opened its 
Southern California store in 1940. Like the parent store, 
this is a complete sales and shop unii, with its own de- 
signer and manufacturing department. Most of the special 
order work for Western customers is done here, while 
stock assignments are divided between the two shops. 

Because gold is so typically a California fashion, the 
West Coast branch inaugurates most of the firm’s gold 
jewelry, while Chicago leads in diamonds and platinum 
designs. Eighty per cent of its business is based on high 
style costume jewelry that, by fine craftsmanship, gems, 
and settings, contrives to outlive the whims of fashion. 

Lackritz is predominately a woman’s store. Nine out of 
ten persons who enter its door are women—and the tenth, 
generally. is a husband or fiance whose sanction and 
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check are needed to culminate an important purchase Souvenir Plate Boosts Locality 
However. because women tend to associate gift occasions 
with fine jewelry, Lackritz also stresses high fashion 
jewelry for men. This has inspired a personal campaign 
of Tom P. McGugan, Beverly Hills director of Lackritz: 

“Every woman, setting out to buy the man in her life 
a piece of jewelry, describes him as staid, conservative, 
and stulid in his tastes. Yet that same man, choosing 
jewelry on his own, instinctively seeks the conversational, 
even the somewhat flashy design. Nine out of ten cuff 
links that we sell to men would be rejected for them by 





their wives. 

“To establish once more the importance of jewelry as 
adornment, for men as well as for women, we jewelers 
should seek to free the American male from the misguided 


fashion coercion of wives and mothers.” 


Fall Windows 


(From page 105) 





shown to the left with fashion news items and pictures 
clipped from magazines and newspapers pinned against 
it. The “Fashion Notes” pages from the JEWELERS’ Cir- 
CULAR-KEYSTONE could well be used in this way. Other 
items mentioning the fashion-rightness of jewelry will 
easily be found to back-up your selling story. A bou- 
quet of autumn leaves and flowers help to carry out the 





window color scheme. The necklace form to the right Mrs. W. L. Green of Green's Jewelry Store in Lamar, Colo., holds a 
is raised on several steps and has several colors and “market basket" plate, a souvenir of Lamar and the surrounding 


textures of fabrics extending from it—each one serving poe neta > —— — an ae “ne 


as a background for some one type of jewelry. extremely popular as inexpensive but different local souvenirs 


























You are cordially invited 


to visit our new quarters 


080 FIFTH AVENUE 


Suite 1203 


Where you will see a varied selection of 


Diamonds, Sapphires, Rubies, Emeralds and 


STAR SAPPHIRES 
CULTURED PEARLS—direct from our own Toba (Japan) oyster beds. 


IPEKDJIAN INC. 


980 FIFTH AVENUE NEW YORK 19, N. Y. 
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__ above is only a part Miraculous Medals, boys’ and 
of the vast Jacco line of crosses, babies’ signet and stone rings, 
lockets, diamond mountings earrings, chains and pendants. 
and wedding ring sets, cuff Almost all are available in 
links, ladies’ stone rings with great variety of styles, sizes 
genuine, synthetic and imita- and prices, boxed or carded. 
tion stones, men’s stone rings, In 10K and 14K gold, white 
signet rings, tie slides, spray and yellow. Investigate by writ- 
pins, cameos, brooches, wed- ing now for full information 
ding rings, chatelaine pins, and extremely popular prices. 


Consult Your Wholesaler. 


NEWARK JEWELRY 
CO) MANUFACTURING CO. 


Founded 1905 
18-20 Columbia St. Newark 5, New Jersey 
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‘Dress Up’ Fashions 


(From page 106) 











































pearls you’ve ever seen. To emphasize the gray tone of 
this particular costume I selected “Maharanee” jewelry 
in a shimmering platinum finish with a black baroque 
pearl. It also comes in gold finish with a white pearl 
pendant. 


Trifari’s entire fall line is large, and luxurious with 
rhinestones sparkling everywhere. The “diamond look” 
of large, large stones in bold and wonderful cuts is pre. 
sented in a series called, “Gems of Baroda,” and certainly 
creates an impression of Oriental opulence. One exciting 
example is a formal medallion necklace of pear-shaped 
rhinestones set tri-dimensionally with enormous rhine. 
stone drops that swing with tantalizing brilliance. Trifar; 
is very proud of this tri-dimensional method of Setting 
stones which achieves new effects of height and brilliance 
in fashion jewelry. 

The stemlike slenderness of fall dresses is responsible 
for many interesting variations to the fashion picture. To 
break the vertical line, many sheaths add boxy jackets, 
stoles, or brief shoulder boleros of fake fur or velvet. 
Sashes, cascading panels, or pleats burst surprisingly 
down only one side of a skirt giving a sideswept interest 
often repeated in sideswept necklaces. A bizarre example 
of this asymmetrical style appeared in a recent Paris style 
show. A dramatic evening wrap was shown with a single 
sleeve at the right while the left side of the coat was like 
a voluminous cape. Such extreme style does not concern 
us immediately except to focus our attention upon the im- 
portance of the sideswept line. 


Pins are readily adaptable to the lovely new fashions 
and, since the bigger the better is the glittering trend of 
the moment, it is naturally better to wear two pins than 
one. Many jewelry houses are already showing pins of 
twin design that can be clasped together to form one 
pin of flamboyant size. (Personally I should like to see 
pin ensembles with even three and four matching pieces! ) 
To maintain the sideswept interest, suggest that your 
customers wear their pins on a diagonal line. Start the 





Would 
You 


Know... 





What does the term “butler finish” mean in reference 
to silverware? 

My wife wants a compotier. What is it? 

| have some silverware with a crowned harp stamped 
on it. What does this indicate? 

What is a cut-card? 

What is meant by Sheffield Plate? 

Does triple plate mean that there are three layers of 
silver on plated ware? 

What is the difference between inlaid and overlaid? 

What is a Hall Mark? 

How much silver is there in Nickel Silver? 

What is the standard for Danish Silver? 


Answers to these questions will be found on uage 182 
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first pin high on the shoulder and pin the second prettily 
to the front of the bosom, or pin it on the hipline opposite 
to the decorated shoulder, bringing the glance diagonally 
downward on the sliver-slim silhouette. Emphasize the 
diagonal for this entire season! ine 

Trifari has designed enormous cabochon pins in ruby, 
emerald, or sapphire framed in rhinestones to favor this 
new style trend. They have also designed a color series 
of delicate necklaces, unique pins and ear-embracing ear- 
rings called, “Jeweled Symphony. ” This jewelry is ap- 
pealingly beautiful and has the color richness of a stained 
class window as moss blue blends into a depth of violet 
“ shades into emerald green with the whole sparklingly 
outlined in pin-point rhinestones. 

Sleeves are always important to the sale of jewelry. 
and never more so than when they disappear entirely 
as they did during the past summer. Many fall dresses 
still feature the sleeveless style, and sleeves, when they 
do appear are slim, and often follow a close sheath effect 
to the wrist. This means that bracelets remain important, 
both upper and lower arm, for daytime and evening 
fashions. The black velvet blouse with the long, close- 
fitting sleeves in our fashion picture is decorated with a 
handsome Coro bracelet, and at the waist with a match- 
ing, blazing pin so magnificently proportioned it is called 
a “Headlight” jewel. 

Coro’s fall line is brilliantly designed for the rich 
mood of this season. Dog collars with comfortable adjust- 
able clasps entwine jet with colored pearls, jet with 
crystal, and pearls quaintly threaded with black velvet. 
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UNUSUAL ASSORTMENT 7620 
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EARRING MOUNTINGS 





ROSENTHAL & KAPLAN 


EAR SCREWS 


Showers of seed pearls interspersed with larger pearls 
drop in clusters from rhinestone pins that are glittering 
paves of brilliants and baguettes. Simulated, semi-preci- 
ous stones combine rainbows of color as amethyst, jade, 
rose quartz, rose tourmaline, aquamarine and pearls form 
necklaces, bracelets and earrings mounted in gold. Crystal 
is used with a masterly touch! 

It is so nice to see crystal coming into favor again as 
a fashion jewel. Why not suggest that every lovely ladv 
will become a seeress of enchantment as she gazes into 
her crystal jewel—and watch the sales soar! An exquisite 
example of Coro’s use of crystal is a French inspired 
necklace, bracelet and earring set. Large crystal jewels 
encircle the throat and wrist and drop down to a pendant 
crystal bell complete with crystal clapper. Pendant bell 
earrings swing with delicate movement. 

There is an inside story to almost all current fashion 
which enhances the economic side of the picture for the 
consumer. Coats have cleverly reversible linings which 
result in two coats instead of one: weskits and jackets 
reverse from soft wool to shadowy velvet or brocade for 
afternoon and evening wear; panels can be snatched from 
skirts and flung about the shoulders as stoles for quick 
conversions to glamour. We enter our era of elegance 
with a charming versatility of design in which almost 
every lovely creation serves a dual purpose. 

This is particularly true in Koslow’s precious jewel 
collection where radiant diamonds sparkle from platinum 
settings of rare beauty. This custom made jewelry is 
conceived with artistic imagination and is superbly 











MEN’S SEMI-MOUNTED 
RINGS and MEN'S MOUNTINGS 
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126 WEST 46th STREET, NEW YORK, N. Y. 
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the paper... 


that gives 
more protection 


than any safe! 





A paper that gives more protection than a 


‘“burglar-proof” safe? Absurd? Absolutely not. 


The most inclusive protection available 
to you is the St. Paul Jeweler’s Block 
Policy. The St. Paul Companies have 
pioneered this broader coverage which 
gives greater security and peace of mind 


at no increase in cost. 


Take steps now to eliminate the necessity 
of several policies, for limited amounts. 
Let one St. Paul Jeweler’s Block Policy 
take care of everything. See your 


St. Paul agent or broker. 


St. Paul Fire and Marine 
Insurance Company 


Mercury 
Insurance Company 


HOME OFFICE PACIFIC DEPT. 
75 Maiden Lane 111 W. Fifth St. Mills Building 
New York 7, N. Y. St. Paul 2, Minn. San Francisco 4 
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crafted in many beautiful and varied designs. 

Mr. Koslow took me to visit the workrooms where 
lovely bracelet I’d seen sketched on paper was just com. 
ing into being. At long benches where morning light 
poured upon flashing jewels men were working with 
patient inherited skill. There was something poignant 
about the father and son teams working side by side, each 
boy’s head reaching only chin high to his father as he 
mastered the ancient craft of lapidary. And I thought . . 
perhaps this is part of the feeling of permanence diamonds 
offer which makes them ever more precious to our ip- 
secure civilization. 

The completed bracelet is shown on our velvet gowned 
model, illustrated with this article. It is spellbindingly 
beautiful, composed of diamond horseshoes in which large 
pear-shaped diamonds curve gracefully into graduated 
brilliants. Each beautiful horseshoe has a diamond of 
hypnotic brilliance flashing from its center. The Koslow 
emerald-cut diamond necklace illustrated on the same 
model is genuinely versatile . . . it changes form and 
beauty by adding a festoon of brilliants and reversed 
rings of radiant baguettes! The festoon unclasps to be- 
come a handsome bracelet. 

Versatile imagination is again evident in the diamond 
pin collection. Each pin breaks apart for a dashing 
tailored effect or cascades into glamour by adding dia- 
mond showers of baguettes and brilliants. Each pin can 
also be worn as a throat drop when clasped to a gold, 
platinum or diamond chain. A tailored pin is shown on 
our suited model, and the complete pin, clasped to a 
baguette necklace, with the decolleté blouse. 

A jeweler can use fashion information to advantage in 
selling all jewelry. In this particular instance, let's pre- 
tend that a customer comes into a store and says: 

Customer: I’m looking for a very special Anniversary 
gift for my wife and I can afford to be sentimental. | 
want to give her the diamond I couldn't afford the day 
we were married with additional diamonds to thank her 
for all the wonderful days we have since had together. 

Jeweler: Real sentiment is beautiful. I’m going to show 
you a piece of jewelry so beautiful and versatile your 
wife will want to wear it all the time! See here! 

Customer: It’s magnificent, but it’s a pin! Do you 
think she'll wear a pin as often as a necklace? 

Jeweler: Women’s fashions call for elegance and versa- 
tility and this jewel is both pin and necklace! Even as a 
pin it serves a dual purpose. Look, it divides to become 
a tailored pin... as such your wife will wear it on suits, 
street dresses, on her handbag or hat. 

Customer: Amazing! 

Jeweler: Now, add this diamond shower of baguettes 
and brilliants and the pin gives brilliant beauty to after- 
noon dresses and lovely costume blouses. In the evening 
it is irresistibly lovely pinned to a stole or jacket. and 
when the outer wrap is removed, simply switch the pin 
to the glamorous gown! Or again, it can be worn as a 
dramatically beautiful throat drop when clasped to a 
gold, platinum, or diamond chain. 

Customer: You know more about my wife’s clothes 
than I do! You’ve convinced me this is practical as well 
as beautiful and that she'll love it. I'll take it! 

Jewelry, you see, is an integral part of fashion! 
Whether your customers are in the precious jewel bracket 
or fashion jewel purchasers you can help them with your 
knowledge of basic style. 
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Rings Mean Busineses 


(From page 148) 

sales representative makes a personal visit to establish 
ais to reach schools and clubs not regularly con- 
tacted, Foster’s runs one or two newspaper ads each year. 
High schools and private schools are the best source of 
business. Most college class rings are sold directly by the 
manufacturer because of the large volume represented 
by these institutions. — 

“School rings are highly important,” said Harold W. 
Hughes, general manager and secretary, “because they 
reach hundreds of teen-age boys and girls who are 
rapidly approaching the age when they will be in the 
market for jewelry purchases. We have found it profit- 
able to develop their friendship and we know that many 
of them will visit our store when they are ready for other 
jewelry articles.” 

Foster’s ring business is aggressively promoted accord- 
ing to a store policy that ties in all media on any given 
idea. In newspaper advertising, copy runs two or three 
columns of eight to 12 inches and is always well illus- 
trated both in institutional and specific types. Foster 
finds that a short, hard-hitting text is preferable to an 
un-read long story. Spot radio announcements of 100 
words have been used for many years and are featured 
every evening at 11:10 between world and local news, a 
highly advantageous spot because of the large listening 
audience. 
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or seven special promotions during the year. They are 
usually based on manufacturers’ concessions to dispose 
of large quantities of merchandise all at once. 

In the ring department itself, rings are displayed ac- 
cording to price. More expensive rings are located to 
the extreme right of the main entrance adjoining the 
watch department, while the less expensive ones have a 
traffic spot on the main aisle leading directly from the 
front entrance to the rear of the store and the watch 
repair department. This location also benefits from an 
open display of popular impulse-type jewelry located 
opposite. Since merchandise on this table is changed 
daily, many customers make it a point to walk through 
the store to see what’s new on this table. 

In this section, rings are displayed in trays according 
to the color of the stones, so that a person may see them 
altogether. Foster’s believe that when a person sees 
several trays with different colors and styles, the cus- 
tomer often becomes bewildered and says, “Well, I'll 
think it over a little before deciding.” But by concentrat- 
ing on one ring at a time and showing rings of like styl- 
ing and color, this indecision is avoided and sales are 
closed more quickly. 

Most of Foster’s diamond ring business is concentrated 
in the $175-$225 range with the $100-$500 range the 


best in a more inclusive basis. 





The Retail Merchants’ bureau in a mid-western city 
use a telephone campaign to augment the regular news- 
paper advertisements of a sale, and have been rewarded 
with unusual success. 
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Thinking of Remodeling? stantial amount, they seem to lose all their business 
acumen. False economy becomes their yardstick. Ag 


a result they are compelled to live with their errors 
committed in improper remodeling for a long, long time. 
Too many retail jewelers, call in a local contractor and 


—— a a a say to him, “I saw John Jones’ store in Central City, | 


ticles by Murray M. Pearlstein, want a store front just like his.” The fact that John Jones’ 
co He epee ee ong store is wider and deeper, his operating methods entirely 
KEYSTONE. Mr. Pearlstein will different, and a host of other details that do not in any 
give here each month helpful way meet or equal or are comparable to those of this 
hinds and suggestions of the jeweler, create no doubts in his mind as to the propriety 
things which should be consid- 
eed telece tating olen for of his request. He liked Jones’ store front, period. The 
store remodeling. contractor in order to please the jeweler, builds that 
type of front. Too late does Mr. Jeweler realize his 
error. 





My sincere advice to the retail jeweler contemplating 
a remodeling, is to stay in the retail business and not to 


The general tendency among jewelers, who are unable endeavor to be the store design expert. It is too far 


to remodel their complete store at one time, is to con- afield. Let us face it, store design is a highly specialized 
struct a new store front, with intentions to follow through field. The services of a competent store designer or 
with the balance at some near future date. In view of architect should be a must and a first on your remodeling =f 
this and since the store front is the “Face of the Store,” schedule. The expert’s knowledge and experience will 
the following article deals with this phase of jewelry save you time, money and years of unnecessary discontent. 
store modernization. However, whether you insist on being your own store 


Any monies expended for store modernization is a design expert, or you employ one, there are several pri- 
capital investment. Yet I have seen many retailers ig- mary facts of major importance that must be given seri- 
nore this basic fact. Many jewelers. being astute re- ous consideration before any planning of the new store 
tailers, exert herculean efforts in the purchase of mer- front is started. 
chandise at right prices, go to extremes to effect economies 1. Do you intend to lengthen your store front? If so, f 
in their store operational costs, yet when it comes to then a plan of the complete remodeling must be pre- ff 
making a remodeling expenditure and usually of a sub- pared, in order that proper allocation of space can 
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No. 294 
(illustrated) 
superbly portrays 
English 18th 
Century styling. 
Honduras mahogany 
case has crotch 
mahogany overlays. 
861/2” high. 
Either Westminster 
or Westminster 
Canterbury and 
Whittington chimes. 












10 are keenly interested 


» more beautiful and charming. 
fiser, by pointing your efforts at 


Send, today, 
for catalog 


orthwhile trade, by displaying a 
iming Floor Clock in operation. Its dis- 


tinted design, enchanting chimes, its “look of life’ maretes 

the whole 
its faithful accuracy, make it the most unusual of home magnificent | 
furnishings — irresistible to those who appreciate and line 


want distinction. 
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Both cases and movements are made completely by Herschede 
—creators of fine chime clocks for over three generations 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street © CHICAGO SHOWROOM: 1422 Merchandise Mart 













Cathedral 
Chimes on 
Tubular bells. 
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be determined not alone for the store front, but also 
for the sales area, offices and stock rooms, etc. 


store front facade, the more effective the entire front 
* 
generations ... RACINE 
It should be large enough to take care of the new 


i the extreme height you can 

9. Determine the extent of ght hy 

vo with your store front treatment. The higher the or @d most t rey 

oo) « 

will be. 
3 Check the capacity of your present electric service. 

store front lighting, signs and the future lighting of has been the one 
the sales areas, etc.; and also for future air condi- 


tioning. 


4. The display windows of the store front should be sure source for 
fine TIMERS 


planned for maximum display space and flexibility of 
display. Provide proper size windows for the mer- 
chandise to be exhibited. 

Provide for maximum visibility into the store proper. 


OS UN 


- Allow maximum vestibule area for comfortable win- 
dow shopping by prospective purchasers. 

The type and kind of materials to use on your store 

front depends largely upon budget, store location, local | 

requirements and the competitive stores in your vicinity. 
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Brides’ Gift Table Spurs Hollowware 
Sales 


A highly worth-while increase in the sales of better- | 
priced sterling hollowware has been developed through | 
use of a year-round “Brides Gift Table’ by Stokes | 
Jewelry Company, operated by Mrs. E. D. Stokes, in 
Panama City, Florida. 

Unlike many jewelers who seasonalize bridal gift pro- 
motion in the months between May and October, Mrs. 
Stokes feels that sterling hollowware can be promoted 
on a permanent basis, as the ideal bridal gift. Anxious 
to increase sales of sterling hollowware, she maintains 
a display of the better-priced stock every day in the year 
on the theory that there are always weddings and that 
mere continuous suggestion of sterling items, is bound 
to get results on the law of averages, if nothing else. 


The “Brides Gift Table” is over and above the stand- 
ard bridal setting which the store makes up for pros- 
pective brides who have selected patterns in sterling | 
flatware, china and glass. Instead, the second table is | 
maintained toward the rear of the store, and shows ex- | 
clusively fine sterling hollowware. “This display is | 
meant for the better-income customer who is seeking for | Write for the Latest- RACINE 
something long-remembered and unusual in gifts.” Mrs. | 
Stokes said. “We point it out to all customers of obvious | CATALOG Just Off Press... 
means, who come in to purchase gifts for a particular | 
bride, but in the main, it has been customers shopping 
for other merchandise who have been attracted by the | Chronographs for Every Purpose. 
dispiay, and eventually purchase expensive sterling hol- | 
lowware for bridal gifts.” | 


. . * GUINAND and GALLET TIMERS 
Typical sterling hollowware items offered include an 
ornate tea service, with tray, teapot, sugar and creamer | *& GALLET CHRONOGRAPHS 


eine WWLES RACINE & COMPANY. INC. 











(cy \ 
‘Ocy Counts: 


Featuring Fine Timers and 





pieces at from $10 to $25, a pair of candelabra at $25. 
and similarly-priced, individual sterling hollowware gifts. 
The table is identified by a small polished walnut sign. 


with gold-imprinted lettering, which reads simply “Brides Specialists in Fine Timers — Since 1890 
Gift Table.’ The merchandise shown is changed from 20 WEST 47th STREET, NEW YORK 19, N. Y. 





week to week, to prevent staleness. 


FOR SEPTEMBER, 1950 











WE PRESENT 


BRIDAL’ 
WREATH 


the striking new pattern 


in 


TUDOR’ 
PLATE 


by Oneida Community Silversmiths 






















with this 
introductory offer! 


$53.45 value to §& 
retail for ONLY 


22 
o3 
SS 
> 
; Be 
E : 
B ee 
3 
C4 
3 
Z 
A 


Your Customers Save $13.50 Zs > 















With every 54-Piece 
Service for 8 your cus- 
tomers get lovely But- 
ter Dish, value $6.50 
and anti-tarnish chest, 
value $7.00. Set con- 
sists of: 16 Teaspoons, 
8 Soup Spoons, 8 
Knives, 8 Forks, 8 
Salad Forks, 2 Serving 
Spoons, | Butter Knife, 
| Sugar Spoon, | 
Cold Meat Fork, 
| Pierced Des- 
sert Server. 






See, 
Ae 


*Trade-marks of Oneida Ltd. 





JOS. B. BECHTEL & CO., INC. 


Wholesale Distributor 


Philadelphia 6, Pa. 


129 Sansom Street 


























Diamond Industry in 1949 


(From page 134) 





Production for 1949 was 34,790 carats. Total exports for the 
first ten months were 31,867 carats valued at £1,084,403. 

Diamond production has declined considerably since 1923 when 
214,474 carats valued at £1,033,014 were produced. 


INDIA 


The production of diamonds in India from 1943 to 1947 
inclusive, was as follows according to the United States Minerals 
Attaché in New Delhi. 


Carats Value Rupees 
1943 .......... 2,533 296,632 
1944 1,837 218,061 
1945 .......... 1,380 179,835 
1946 .......... 1,107 177,472 
1947 .......... 576 72,032 
No information has been received regarding production fo; 


1948 and 1949, if any. 


UNITED STATES 


In October, 1948, mining operations in the well-known dia- 
mond-bearing kimberlite pipes near Murfreesboro, Arkansas, were 
started once again after a shut-down of many years by a diamond 
corporation headed by Glenn L. Martin under the name of 
Diamond Corporation of America. 


Surface mining was carried on with a 1,000 ton a day capacity 
washing and recovery mill. After mining approximately 120 
thousand tons of various surface ores from numerous localities 
in the 60 acres showing peridotite, the enterprise was closed as 
of September, 1949. Closing was caused mainly for the reason 
that recovery was not sufficient to meet the cost of operations, 
and secondly, that sufficient moneys were not available to allow 
financing of mining underground or in new areas. The equipment 
and machinery have been sold and the corporation abandoned 


the field about March 15, 1950. 


The company obtained approximately 840 diamonds, the largest 
a stone of 4% carats. Ninety per cent of the stones recovered 
were small industrials from one-tenth to one carat in size. 

Total diamonds produced weighed 246.15 carats. The indicated 
yield of the ground treated is 0.16 carats per 100 loads, compared 
with 24 carats per hundred loads for the Premier Mine, S. A., 
and 6.51 per 100 loads for the Jagersfontein Mine. The produc- 
tion consisted of 10 per cent very imperfect distorted pieces of 
mixed color, 5 per cent seconds of dark brown tint, 20 per cent 
of small size mixed industrials and 65 per cent crushing boart. 
The appraised valuation is $984.60. 


DISTRIBUTION 


The Diamond Trading Company, Ltd., is the medium for the 
sale of gem diamonds. During the latter part of the year The 
Diamond Purchasing and Trading Company, Ltd., was organized 
as a result of negotiatons completed between the Union Gov- 
ernment, the Administrator of South West Africa, the Union 
Producers and the Diamond Corporation, Ltd., by which the ex- 
isting Diamond Producers Association agreement, subject to 
certain adjustments, was extended for a further period of six 
years from January 1, 1950. Sales agreements have been entered 
into between the Diamond Producers Association and the Dia- 
mond Purchasing and Trading Company, Ltd., for the sale of 
gem diamonds. Similar sales agreements were completed between 
the Diamond Producers Association and Industrial Distributors 
(1946), Ltd. for the sale of industrial diamonds. Presumably the 
new corporation The Diamond Purchasing and Trading Company, 
Ltd. will act as intermediary between the Diamond Producers 
Association and the Diamond Trading Company in the transfer 
of gem diamonds. 

During the year sales by The Diamond Trading Company 
and Industrial Distributors (1946) Ltd. amounted to £28,446,000, 
compared to £38,000,000 in 1948, a decrease of about £10,000,000. 
Gem sales came to £19,976,000. Industrial sales amounted to 
£8,470,000, compared to £11,300,000. The decline in industrial 
sales was due to smaller purchases by the United States for its 
stockpile, and not to a falling off in industrial trade demand. 
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BEERS CONSOLIDATED MINES, LTD. ANGLO AMERICAN INVESTMENT TRUST, LTD. 


e . > ° ° . 

De Beers. through its subsidiaries, associations and contracts Anglo American's interest in the diamond market stems from 
‘th independent producers thoroughly control the diamond its holdings in the De Beers Consolidated Mines, Ltd., Consolli- 
ie The company acquired all the assets of the important dated African Selection Trust, Ltd., The Consolidated Diamond 
ead nt companies in South Africa. Companies still retain- Mines of South West Africa and the integrated sales agencies. 
note wi existence, but controlled by De Beers are Consoli- During the year it increased its holding of Consolidated African 
ee vip seman Bultfontein Mine, Limited (leased) ; Griqualand Selection Trust by 132,000 shares, and subscribed in cash at par 
West Diamond Mining Company, Dutoitspan Mine, Limited for 91,350 shares in The Diamond Purchasing and Trading Com- 
(leased); New Jagersfontein Mining and Exploration Company, pany, Ltd. 


and the Premier (Transvaal) Diamond Mining (Final installment on Industrial Diamonds will appear in 


Limited (leased) ; October issue.) 


Company. Limited (91 Per Cent Preference Share Capital, 98 
Per Cent Deferred Share Capital). The remaining important South 
African producer, The Consolidated Diamond Mines of South- Christmas Jewelry Catalogs 
West Africa. Limited, is 87% per cent held by De Beers. De Beers 
(and its subsidiaries) wholly own The Diamond Corporation, 
Limited. which has contracts with all the principal non-union 
producers for the purchase of their production. The contracts 
with the producers in the Belgian Congo, Angola, Sierra Leone 
and the Gold Coast, due for expiry on the December 31st, 1950, 
were extended for six years as from January Ist, 1950. A con- 
tract with the Williamson Mines, in Tanganyika, is also in effect. 
By these arrangements De Beers controls over 95 per cent of 
the world’s diamond market. 

Bultfontein in Kimberley closed down on June 30th. During 
the shutdown certain primary developments below the 1,600 foot 
level will be undertaken and the surface plant overhauled. In 
accordance with De Beers’ policy of always keeping two mines 
working in Kimberley, Dutoitspan reopened on July Ist. Du- 
toitspan produces many large yellow stones, as well as very 
large twins. Some sections of the mine produce fine white stones. 

The satisfactory results obtained at the Premier Mine with 
heavy media has prompted De Beers to install a similar pilot 








These two made-to-order Christmas catalogs in full color are pub- 
plant of ten tons per hour capacity to test ground from Bult- shed by S. J. Sumnamer Co., inc., 370 Seventh Ave. W, .. he 
fontein, Butoitspan and Wesselton Mines. have a background of 30 years experience in this work. Jewelers 

Total revenue for the year amounted to £9,309,497, compared are offered a choice of over 40 different pages to choose from in 
with £10.029,528 in 1948. The sum of £4,350,751 was paid out in making up their own individualized catalogs, with a wide choice 
dividends. of illustrations of nationally advertised as well as other lines. 











your 4 x selling team... 


* AUTOGRAPHIC Self-winding with the exclusive “Sign 

of the Time” reserve power gauge. Stainless Steel $71.50 

Gold filled $89.50 

* SYNCHROMATIC Sets to exact split second . . . used 
wherever accurate timing is essential. Stem wound. 

Stainless Steel $49.75 


* KINEMATIC One of America’s most outstanding self- 


winding watches. Famous Zodiac movement. 
























Stainless Steel $65.00 
Gold filled $71.50 


*« CALENDAR Quality timepiece. Registers day, date, month 
and phases of the moon. Stainless Steel $71.50 
Gold filled $89.50 


Each 17 jewels. Shock Resistant. Water Resistant (excent for Calendar). 
Sweep Second Hand. Price includes Federal Tax. 


To help you sell. more fine Zodiac watches ...to more peo- 
ple... more often—we have developed for you this beautiful 
“sell-on-sight” display case. Of luminescent plastic and finely 
finished wood, it smartly shows 4 popular Zodiac watches be- 
neath a background of the signs of the Zodiac. The Zodiac dis- 
play is yours for the asking or see your Zodiac representative. 





An official timepiece of Swiss National Railways 











FINE WATCHES _ 
SINCE 1882 
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Forever Fidelis Rosaries, There 
Are No Finer Beads! To pro- © 
duce the Finest rosaries, it takes” 
the touch of the Artis: n, and 
Fidelis has accepted this respon- 
sibility. To present the upmost 
in excellent quality rosaries to 
your customer ... Stock 


IDELIS 
ROSARIES: “™ 
W hen you carry the Fidelis line 


you can sell with the assurance 
that you’re selling the best. £ 
Fidelis Rosaries possess a per- 
manent appeal, speaking the 
language, and answering the 
demands of the most discrimi- 
nating buyer. 






























Fidelis offers you absolutely 
the finest rosary ever presented 
to the Jewelry field. F. Whitaker 
Co. also produces DEVO ROS.- 
ARIES, that retail at a lower 
popular price. Write to have one 
of our salesmen call as we sell 
direct to the retail Jeweler. 











r. he A Ko CO. 


DEPT. F 
50 ALEPPO ST., PROVIDENCE 9, R. I. 
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Two-Way Watch Merchandising Book 


A new merchandising counter book, “The Inside Story 
of the Fine Swiss Watch,” is being distributed to the 
retail jewelry trade in the United States by the Watch. 
makers of Switzerland. 

This attractively printed and bound book is a radical 
departure in selling aids, permitting the sales clerk jp 
the retail jewelry store to discuss the various features 
of a quality Swiss timepiece from one side of the counter, 
while the prospective customer follows his sales story 
from the opposite side. This is made possible by dupli- 
cate pages, one of which faces the customer, the other 
the salesman. 





Front cover of the new watch merchandising counter book 
now being distributed to the retail jewelry trade of the 
United States by the Watchmakers of Switzerland. 


Practically every important selling point in a quality 
Swiss watch, including the escapement, the balance wheel, 
the hairspring, the jewels, and the steels that go into the 
manufacture of the watch, is covered in the handsomely 
illustrated publication. The repairability of a fine watch 
is also discussed, as are special feature timepieces, such 
as water-resistant watches, self-winding watches, calendar 
wrist watches, chronographs, and chronometers. 

The publication helps the jeweler to sell quality from 
the very first page, where it tells the customer: 

“It’s the works and workmanship inside a watch that 
count. You should know this inside story before you 
buy a watch.” 

A turned page, and the customer is greeted with the 
all-important question, “Can You Tell the Difference?” 
beneath a photograph of a tray of watches. 

The copy continues: 

“Outwardly, most watches may seem equally attrac- 
tive—but there is a vast difference in their movements. 
And it’s the quality of the movement that determines 
whether or not the watch you buy will give dependable, 
long-lived service.” 

The counter book has a plastic binding, permitting it 
to be opened flat on the counter. Each copy of the pub- 
lication, which is being given free of charge to retail 
jewelers, is individually registered by number. The store 
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name is also hand-inscribed on the inside front cover. 
Retail jewelers who have not as yet sent in either a 
reservation letter or a reply card requesting a copy of 
“The Inside Story of the Fine Swiss Watch” are invited 
to write to the Swiss Watch Repair Parts Information 


SELL YOUR STORE 








as a place where the finest is offered 


Display an impressive Revere 
| Floor Clock in operation. It will 


than words. It has everything 


wanted by the many who are 
| looking for ways and means to 
make their homes distinctive — 


ageless beauty of 


ditional ‘weights and swinging 
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A typical two-page spread in the watch merchandising coun- ! ee 
ter book showing how a sales point in a quality watch is | pendulum, with the accuracy of 
handled. The illustration of the escapement appears on the | modern electric time: 


right hand page in black and white, with descriptive text 
below. The same copy appears in reverse, opposite, for 


the clerk on the other side of the counter. 
The CABOT is a superb ex- 


-_ , ‘ | pression of Gothic design. 
Bureau. 730 Fifth Avenue. New York 19, New York. | 80” high. Westminster 


The request must be on the store letterhead, and signed Chimes. Retail, $540 plus tax. 
by either the store manager or owner. It should state: 
“| have not previously requested a copy of “The Inside 
Story’ for my store. Please send me one.” 

Distribution is limited to one copy to a store. 


| 


Floor Clock prices 
are slightly higher 
on the West Coast. 








Holy Year Record in Traffic Builder 


Sam Rosenfield, Kruger’s store manager, Houston, 
Texas, is drawing hundreds of persons to his store to 
procure the recording of the Papal Blessing. 

This record is given exclusively to one retail outlet 
in a town or city. The record jis square with pictures on | CHIMING 
both sides. The Pope’s picture in full color is on the 
front. Qn the reverse side, the recording side, is a picture 
of the Vatican. 

This Holy Year prayer and benediction record retails 
for a dollar. Seventy cents goes to the Church to cover 
the cost and to have a small profit which goes to The 
Catholic University of the Sacred Heart in Milan, Italy. 

“Mondays,” said Rosenfield, “are our slowest days. 
To introduce the Papal Recording, we used a 2-column, 
10-inch space in the Sunday paper. The offer brought 
in a vast number of people who otherwise would, prob- a aS 
ably, never cross our threshold. They were all nice wnat bo mo St 
people . . . people we were glad to get acquainted with.” CHICAGO: 1422 omceretmea Mart 

One window of Kruger’s was given over to this pro- : | 
motion as well. A large placard explaining in full the 
recording is used as the centerpiece. The rest of the 
window is given over to the display of crosses and rosary oy us Ee : 
beads. a oc SUgn eel 

Said Rosenfield: “The jewelry store is the ideal outlet — 
for these recordings. Thus presented, the commercial 

s phere. Westminster Chimes, retails for $42, plus tax 
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DON’T MISS THIS 
INTRODUCTORY OFFER ® 


BRIDAL WREATH * 


THE NEW PATTERN IN 


TUDOR 
PLATE 


By Oneida Community Silversmiths 

















OFFER YOUR CUSTOMERS 
A LOVELY BUTTER DISH... 
AND ANTI-TARNISH CHEST! 


Your Customers Save $13.50 
with 54-Piece Service for 8 


A TOTAL RETAIL VALUE OF $53.45 


FOR ONLY $39.95 


A great introductory offer that means 
sales and profits for you. 54-Piece Serv- 
ice for 8 includes: 16 Teaspoons, 8 Soup 
Spoons, 8 Knives, 8 Forks, 8 Salad 
Forks, 2 Serving Spoons, 1 Butter 
Knife, 1 Sugar Spoon, 1 Cold Meat 
Fork, 1 Pierced Dessert Server . . . plus 
Butter Dish and Chest with each set. 
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Aisenstein & Gordon, Inc. 


712-714 Sansom St. Philadelphia 6, Pa. 
Phone: WAlInut 2-3995 


*Trade-marks of Oneida Ltd. 















Service to Homemakers 





(From page 109) 


consistent weekly newspaper schedules of advertising: 
and radio promotion seven days a week. In addition, 
there is considerable direct mail. (See attached letter to 
engaged girls; and branded diamond ring promotion 
from two local newspapers. ) 

“Gold jewelry is a factor again with stores that show 
and promote it in the smart modern designs. The unit of 
sale goes up when such pieces are sold—always a welcome 
sale. The link idea and variations of chain designs with 
and without stones are liked here. Bracelets. chokers, 
earrings, pins and clips are the most popular items. | 

“If I might make a prediction, it is that the business 
in rhinestones will be ‘terrific’ about Christmas time, as 
we notice an increasing interest in pieces shown in one 
of our front cases. For example, there are handset stones 
in sterling silver in earrings at $7.25; and a bib neck. 
piece for the new low neckline dresses. It is priced at 
$15.75. Another section of the shop attracting attention 
is the case devoted to children’s jewelry.” 

Speaking of the future business in jewelry for the shop, 
Mr. Gutowitz said, “There is a growing demand for 
cultured and simulated pearls here, both for gifts and 
individual purchase. We show various kinds on the 
sculptured head posed behind glass on one side of the 
shop. 

“T want to point out again that the service to the public 
is the most important stock in trade a jewelry store can 


| have. There must be ample selections, of course, and 


varied stocks as well. We sell no unbranded merchandise; 
and feel that such ‘name’ merchandise creates a feeling of 
stability for a store. We are, you might say, more inter- 
ested in customers than in sales, and have built our busi- 
ness on this.” 





Children’s Day—October 15th 


Children’s Day will be observed again this year on 
the third Sunday of October—October 15. The 1950 
poster, a painting by Mary Horton, will be reproduced 
in full color as window blow-ups, counter cards and win- 
dow streamers, and is available for use in newspaper 
and magazine advertisements. 

Sponsored jointly by the American Parents Com- 
mittee and Parents’ Magazine, Children’s Day has two 
objectives: first as a fitting occasion for churches and 
civic and community gatherings to call attention to the 
basic educational, health, recreational and welfare needs 
of children and to discuss better ways of meeting these 
needs; secondly as an appropriate opportunity for parents 
and those others who love children to evidence their love - 
in tangible ways. It is planned to make it an occasion, 
second only to Christmas, to give children toys and games 
and sport equipment, wearing apparel and accessories ol 
all kinds, and other useful gifts. 

The first national observation of Children’s Day in 
October, 1949, was a great success. Fifteen State Gov- 
ernors issued official proclamations calling for the ob- 
servance of the day—Alabama, Delaware, Georgia, In- 
diana, Kansas, Maryland, Minnesota, New York, Ohio, 
Oregon, Pennsylvania, South Carolina, Tennessee, Utah, 
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West Virginia, as well as Hawaii. Dozens of mayors 
‘sued similar proclamations. | | 
More than 6,000 stores actively promoted Children’s 
Day, and among the radio programs that plugged this 
promotion were: We the People, The Quiz Kids, Dorothy 
Dix. one of the programs of the General Mills Co., Hits 
and Misses, Winner Take All, Junior Miss, Horace Heidt. 
Against the Storm, Johnny Olson’s Ladies Be Seated, 
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the childium you Love on 


CHILDRENS DAY 
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Odabe 15th 





% Childums Day 
Akow your children Wow 
wick, you Love them ! 


SPONSORED BY THE AMERICAN PARENTS COMMITTEE AND PARENTER MAGAZINE 








Official Children's Day poster for 1950 may be secured from 
headquarters listed below. In addition a folder describing 
various sales helps is available. 


Ralph Edward’s This is Your Life. Fox Movietone News 
ran a feature on Children’s Day which was shown in 
more than 15,000 theatres. 

Chairman of the Children’s Day National Council is 
George J. Hecht, Publisher of Parents’ Magazine and 
Chairman of the American Parents Committee. Mem- 
bers of the Trade Promotion Committee are Howard P. 
Abrahams, Manager of the Sales Promotion Division, 
National Retail Dry Goods Association; Miss Irene 
Bender, Publicity Director, Associated Merchandising 
Corp.; John W. Dargavel, Executive Secretary, National 
Association of Retail Druggists; Miss Sadie Hartman. 
Secretary & Treasurer, American Retail Association Ex- 
ecutives; James G. Kendrick, Senior Buyer of Children’s 
& Girls’ Wear at W. T. Grant Co., and President, Infants’. 
Children’s & Teen Wear Buyer’s Association; Francis R. 
Kloman, Director Sales and Publicity, John Wanamaker. 
Inc., Philadelphia; Arnold D. Friedman, President and 
Publisher, Chain Store Age; Dr. Paul N. Nystrom, Pres- 
ident, Limited Price Variety Stores Association; James 
Rotto, Sales & Publicity Director, The Hecht Co., Wash- 
ington, D. C.; Carl Willingham, Secretary and Treasurer, 
National Association of Chain Drug Stores; and Max 
H. Zuckerman, Executive Secretary, United Infants’ & 
Children’s Wear Association. 

A folder describing the various Children’s Day sales 
helps is available from the Children’s Day National 
Council, 52 Vanderbilt Avenue, New York 17. 
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BEATTIE 


jer LIGHTER 


The only lighter with the 


flame you can point. 


'@, 


Equipped with wicks that 


need no replacement. 


TILTED . . . jet 
flame for pipes 



















UPRIGHT. . for 
cigarettes and cigars 




















@ Consistently advertised in national magazines with 
increased schedules planned for 1950! 


@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all 
time high! 

@ Get your share of this business and stock up on all 
models—retailing from $5.00 to $22.50! 


—---—----—-------- 


Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet | 
Lighters to: | 


name 





Firm Name 





Address 
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Nationally acclaimed ARCH CROWN 
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Mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St, Newark 2, NJ. 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 


Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 
Tel. MUrray Hill 8-0648—0649 


Pacific Coast Office: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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Customer Confidence 
(From page 154) 


half the population of El Paso, according to the 1949 
figures. 

A jewelry store which attracts that many people mug 
have something and Feder’s does, for its prosperity jg 
reflected in every facet of the gleaming new store. 

The design is completely modern in style and equip. 
ment with aluminated metal trimming for the grey and 
green marble and glass exterior. Located on a corner, 
the entrance has 9-foot cantilevered marquee of alun. 
inum and a door of transparent Herculite, a solid block 
of unframed, shatterproof glass. 


When visitors entered the store on opening night to 
see the million dollar display of world-famed gems 
brought especially to Feder’s for the festivities, they also 
observed an interior that matched the exterior in smart 
styling. Three huge pillars enhance the dignity of the 
sales floor of rubber tile in greenish-blue tones. Low 
sloping showcases of shining glass, designed by Feder, 
afford the greatest selection and eye appeal for the pre. 
cious articles displayed. Eight showcases are devoted 
to hollowware and 10 to genuine and synthetic jewelry 
items. There are 30 other showcases to house other 
items carried by the store. Fine grain, carved oak has 
been used in the wall display cases. Their color is the 
same green-grey of the basic color scheme. Nearly 50 
gallons of this paint was used for the interior, not includ- 
ing the special matching lacquer imported from south- 
eastern Europe to tint all hand-carved fixtures. 


Rose silk chairs are distributed strategically so custom- 
ers may select their gifts in leisure. An acoustical ceiling 
absorbs all undesirable noises and indirect lighting gives 
an atmosphere of perfect ease to the new Feder store. 

The basement is used as a repair department for 
watches and clocks, and in addition there is a shipping 
and wrapping department and a large stock room. At 
their former location, 1500 timepieces a month were 
serviced under the direction of department head Charles 
Conway who estimates that an even larger number will 
be processed with the expanded facilities. 


One of the store’s major assets is the fact that it has 
three sides for window displays. One is in the lobby 
of the Basset Tower Building and the other two on the 
streets forming the corner. The interior window is de- 
voted to displays of engraved wedding and special fune- 
tion cards, while the other two are utilized for diamonds, 
silverware, and the many other precious items carried 


by Feder’s. 


Ever since John Soule advised “Go West, young man,” 
in an editorial in the Terre Haute, Indiana, Express in 
1851, many have followed his counsel for the good, but 
Nate Feder went in just the other direction from Los 
Angeles where he was working with the intention of 
going to New York—he got as far as El Paso, where he 
has been ever since. 

“The confidence and loyal support of our thousands 
of friends and customers in the Southwest has made our 
continual growth possible,” Feder said. “While El Paso 
and the Southwest grow, Feder’s jewelers will grow too. 
I believe in the future of El Paso.” 

Feder’s faith in the future has attracted many able men 
to help him serve the jewelry needs of the Southwest. 
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1250C Individual A-S-R 
Ascot ‘Pagoda’ Lighter. 
Choice of ebony, Chinese 
red, or jade. Striking black 
and gold gift box in keep- 
ing with the oriental motif 
of the ‘Pagoda’. No Fed. 
Tax. Retail 


most beautiful hghters 
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LESS > 
SIBOOUC’ A-S-R Ascot ‘Pagoda’ Set. Styled 


in oriental beauty. Set includes ‘Pagoda’ 
Lighter, four golden ash trays, compact utility 
ebony stand. The lighter is gold plated with 
rich Lucite body in ebony, Chinese red or 
jade. It’s new! It’s different! No Fed. Tax. 
Complete ‘Pagoda’ Set retails at ------- 15.00 














COPPER 


2500HC A-S-R Ascot ‘Heritage’ Set. Includes ‘Heritage’ Lighter 1250H Individual ‘Heritage’ 
and Cigaret Server with ebony handles, matching Tray. Rhodium, Lighter. Rhodium, copper or brass 
copper or brass finish. No Fed. Tax. Retail finish. No Fed. Tax. Retail..12.50 








1250TM Individual ‘Clas- 
sic’ Lighter. Rhodium, cop- 
per or brass finish. No Fed. 
Tax. Retail 





COPPER 
RHODIUM 


2500TC A-S:R Ascot ‘Classic’ Set. Grecian in design. Graceful. Includes ‘Classic’ Lighter 
Cigaret Urn, companion Tray. Rhodium finish only. No Fed. Tax. Retail.............. 25.00 





rs : 
“YEAR-LONG?” Flint } 
in new We model 


SENSATIONAL 
“YEAR-LONG” FLINT 


Another A-S-R first! Five times . 
750W A-S-R Ascot Wind- the length of regular flints (se 
Proof lighter with built-in chim- sketch at left). Actually lasts 4 a 
ney. Rugged. Smart. ‘Light-switch’ full year with normal use. Will 
action. Extra fuel capacity. With propel and repel action fot 
A:-S:R’s exclusive Year-Long easy, simple adjustment. No : 


Ascot Flint! No Federal Tax. other flint like it! Now only & D 
Retail 7.50 Ascot Wind-Proof model 



























595C Vertical design. Chrome 
finish. Automatic ‘light-switch’ 
action. No Fed. Tax. Retail..5.95 750L Neat line pattern. Preci- 
sion made. Tarnish-resistant Rho- 
dium finish. Long fuel capacity. 


595CM Matching Midget model. 
No Fed. Tax. Retail_........... 7.50 


A No Fed. Tax. Retail............ 5.95 


750M Matching Midget model. 
No Fed. Tax. Retail............ 7.50 





900C Red cobra leather. Padded, 
softly set into lighter. High style. 
No Fed. Tax. Retail............ 9.00 





900RM Midget model in red alli- 
gator. No Fed. Tax. Retail..9.00 


900M Black pin seal. Padded for 
soft-to-the-hand touch. Elegant. 
No Fed. Tax. Retail............ 9.00 


ers 


Bright way to 
Double Sales! 


The striking ‘His and Hers’ box. 
Unusual merchandising idea. 
Helps sell two lighters in one sale. 


Furnished at no charge with pur- 
chase of pairs of regular Pocket 


900MM Companion Midget 
model. No Fed. Tax. Retail..9.00 








and matching Midget Lighters. 
Ideal gift for bride and groom, 
husband and wife, week-end host 
chter and hostess, sweethearts. Doubles 
os ! . } 
25.00 900A Choice durable brown alli- sale Se all = 
gator. Beautiful. Softly padded. aad ss 
No Fed. Tax. Retail............9.00 —- 
; 900AM Matching Midget alliga- 
| tor. No Fed. Tax. Retail......9.00 




















900X Padded tan ostrich. So jf 
rich. A fashion first. No Fed. Tax. 
ERE ae 9.00 


900XM Matching Midget in tan 


ostrich. No Fed. Tax. Retail..9.00 
1250P Genuine iridescent 


mother-of-pearl. A luxury lighter. ‘ 
No Fed. Tax. Retail........12.50 
1250PM Midget mother-of- 
pearl. No Fed. Tax. Retail..12.50 
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...the world’s most beautiful lighters 


f Z @ é, « dike 
1000K A-S-R Ascot Chain 
Model. Pocket lighter with 


swivelled. flexible 18” chain. 


Lighter and chain in Rhodium 














finish. New! For outdoor use, 







sports wear. In exclusive, un- 
usual gift box. Self-tilting plat- 






form, excellent as self-display, 







makes striking presentation 


box. No Fed. Tax. Retail..10.00 











1000GM A-S-R Ascot ‘Vogue’ 
Model. Gold plated midget. With 
stunning red or green satin-lined 


calfskin slip-case. Add Fed. Tax. 








1000V ‘Vogue’ Midget Model in 
Rhodium finish. Red or green slip- 
case. No Fed. Tax. Retail......10.00 
















2000P Sterling Silver. 
Mirror-smooth finish. 
Finely boxed. Add Fed. 
Tax. Retail ........ 20.00 


2250F Sterling Sil: 
Hand engraved dair 
floral design. Add Fy 
Tax. Retail ........223 

























2250S Sterling Sil 
Sunburst design isha 
engraved. Add Fu 
Tax. Retail .......22: 


20000C Styled by Car- 
tier, Fifth Avenue. 14- 
carat yellow gold. Sim- 
ple in pattern. Add Fed. 
Tax. Retail ...... 200.00 


A:S-R Ascot Lighters are guaranteed 
against defects in workmanship and 
materials. 72-hour repair charge 
will not exceed $1.00* which in- 
cludes handling, mechanical recon- 
ditioning, replacement of parts, 


packing, return postage and insur- 











ance. No charge for repair covered 


by guarantee. 


* Subject to change without notice. PR F C S 0 N 


Does not apply to replacement 





PRODUCTS 
of parts made of sterling silver 


or 14k gold. LIGHTER DIV., A-S-R CORP., 315 JAY STREET, BROOKLYN 1, N. Y. 
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Photomicrography 


(From page 140) 


Figure 1, shows the author’s equipment as used in the 
photomicrography of gems. You will see a microscope 
with camera attached. The amount of lighting used is 
very important. You can use an ordinary electric lamp of 
from 15 to 75 watts, depending upon the amount of light 
needed to get through the density of the color of the 
gem. In the case of colorless or almost colorless diamonds 
you will use 15 to 25 watts, set low on the table in front 
of the mirror of the microscope. Daylight is very good 
but vou do not always have the same amount every time 
vou wish to work; therefore, artificial light can be more 
easily controlled and a more exact record kept of each 
exposure. 

For your microscope you can use an ordinary laboratory 
compound microscope of a reputable make, fitted with a 
substage condenser and low-power oculars and objectives. 
All that would be needed for the low-power objectives 
are a 2.2X or 2.8X%, a 4X, 1OX and 20X, and oculars of 
5X, 10X and 20X. You would then have a range of 
magnification from 11X (2.2X objective times 5X ocular) 
to 400X (20X objective times 20X ocular). All the ranges 
in between would be covered . . . ready to give a new 
“insight” into gems. 

You can readily see that the ordinary compound micro- 
scope. Which can be purchased second-hand for about 
$50, will serve your purposes and be ready, with a little 
care, to last a lifetime. Be certain to keep a cloth-like 


plastic cover over your microscope, when not in use, so 
that dust will be kept out. (The cover can be similar to 
that used for a kitchen mixer.) Dust can play a bother- 
some part in fouling up your work. 

The camera, too, can be an inexpensive item. It can 
be a used one of the bellows type, with a removable back 
which simplifies the fitting of a ground glass to obtain the 
proper focus and to make accurate measurements of the 
setting by easy adjustments. (The box-type camera is of 
fixed focus and is, therefore, unsuitable. ) 

Your camera would be held over the eyepiece by using 
an iron laboratory stand and a screw-clamp such as chem- 
ists use to support glass apparatus over a flame. Remove 
the camera lens because you are using the lens system of 
the microscope, placing the camera close down over the 
eyepiece. If necessary, you can make a collar where they 
connect to shut out any additional light that might filter 
through the joint. 

Shutter speed in the camera really does not matter 
because most exposures will be timed from 30 seconds 
to several minutes, depending on various conditions: 
The amount of light, density of the color of the stone, 
speed of the film, etc. 

In setting up the work, the author has found it very 
convenient to make some slides out of thin, colorless 
plastic stock 14 in. to 4 in. thick, about 1 in. x 3 in. or 
2 in. x 3 in., and in the center drill a series of holes of 
different sizes to take different size loose stones; also 
cut out slots of various sizes to hold rings and pins up- 
right. This method of supporting the work allows the 
light to circulate freely around and up through the work 
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ATTENTION 
WHOLESALE JEWELRY SALESMEN! 


We want two additional salesmen—one for Indiana and Illinois, the 
other for Virginia, North and South Carolina, for 1951. 


If you have a good steady following with independent jewelry stores 


in either of those combinations of states, the positions to be filled offer 


a splendid opportunity on a permanent basis. . | 


Our trademarked, franchised system of merchandising LOYALTY 
and FAITH diamonds, FAITH watches and FAITH jewelry 
holds fine sales possibilities for the right man. Apply now, in confi- 


dence, giving us detailed information as to your past experience. 


Address: 


Julian G. Schwab, Pres. 
A. G. SCHWAB & SONS, INC. 


Duttenhofer Building 


FOR SEPTEMBER, 1950 


Cincinnati 2, Ohio 


177 


























f 
5 
© 
. 
1 
C 
t 
A 
re 
M4 
s 


GET THIS NEW 
Qisher SPORTS DISPLAY 


There is more profit in this Fisher display of baseballs, 
basketballs, and footballs than in any other 72” by 
7’’ space on your counter. It’s new, — free, dalgollota 
wholesalers, with 1 dozen charms, in Sterling, Gold- 
TI T-Yo Me toll (=o @to) (eM lol i-Sael al Gol delm GreloMOGle), Grolslomr-L.@P 


J. M. FISHER COMPANY, Attleboro, Mass. 











Orders accepted 
from wholesalers, 


delivery from one 


complete stocks 


A New Stock of 
Cultured Pearls 


—AT NEW, LOW PRICES- 


& 
= Necklaces 


5 All Sizes and Grades from 
$30 to $5,000, Keystone 


= Loose Pearls 


é& From 3 to 10 MM., All Qualities 


Memorandum selections sent on request 


jobbers, 
manufacturers 
and importers. 


Immediate 


of the largest 
and most 


in the country. 











CULTURED PEARL 





B«& M 


IMPORT COMPANY 


ROOM 1013, 665 FIFTH AVENUE, NEW YORK 22 
PLaza 3-3891 
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and provides for quick mounting and dismounting. |t 
has been found that supporting the work with a mass of 
wax is messy and causes shadows that will give Photos 
with dark patches or shadows in them. Another objection 
is that wax is hard to wipe and clean off, and you cannot 
mount and dismount quickly for a momentary examina. 
tion. 

For the colorless gems direct light transmitted y 
through the stone is not used; instead, you use dark field 
illumination to diffuse the light and bring it up, around 
and through the stone. At the base of the sub-stage cop. 
denser, under the stage of your microscope, you will find 
a slot below the iris or diaphragm in which to place vari. 
ous filters. In this slot you place a flat black disc lookine 
somewhat like a wheel with a very large hub and very te 
spokes, 3 or 4, and a narrow rim. The light hits this 
flat, hub-like center and is immediately shunted indirectly 
over the edges; that is, through the spaces between the 
spokes and the rim. The light is so diffused that the 
center of the stone is somewhat darkened and lacks any 
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World’s Famous Diamonds 
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PIGOTT—49 carats 


This is the diamond which legend says was shattered by 
order of its dying owner to keep it from falling into the 
hands of his conqueror. In any case, it has disappeared. 

Described as one of the finest white brilliants in 
Europe, it was owned by Lord Pigott, Governor of Ma- 
dras, in 1756. He had received it as a gift from an 
Indian prince and willed it to his family. Subsequently, 
the stone changed hands several times among the gem 
dealers of London. At one time it is said to have been 
owned by Madame Bonaparte, mother of Napoleon. 

Finally, Ali Pasha, ruler of Albania, bought it for 
£30,000. He concealed it in a little green leather bag 
bestowed among his robes, and few persons ever saw 
it. In time, the Sultan of Turkey, overlord of Albania, 
became jealous of Ali Pasha’s mounting power and inde- 
pendence and sent to demand his surrender. The 80- 
year-old Pasha was mortally wounded in the palace 
scuffle which ensued. As he lay dying, he summoned 
a faithful soldier of fortune, Captain d’Anglas, placed 
the Pigott diamond in his hands and ordered it shattered 
before his eyes. Thus the great gem was lost to the 
world, leaving only a model presumably cast during its 
sojourn in England. 
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bright spot of light that would register on your film, 
thereby burning the center of your film and blinding 
the balance of the film to the details you want in the 
picture. In this work you are violating the first law of 
photography: “Never photograph into the light source; 
always have the sun at your back and the light on the 
subject.” Here you are forcing the light straight up 
through your object and directly into the camera. You 
can see that without this little dark field gadget you will 
have a hard time taking pictures. It can be done by 
reducing the light or, for instance, by using infrared, 
different filters and increasing the time of the exposure. 
These methods, however, mean taking the long way 
around to get results. 

These introductory notes give a view of the field that 
is covered and the simplicity of equipment needed in 
setting up your new “Gem Fingerprint Department.” 
Other articles will take up steps of technique and proper 
approach to various gems and settings. 





Ads That Suggest Mean Extra Sales 


“Selling requires intensive, intelligent, integrated ef- 
fort.” This remark from the owner of Bloedel’s jewelry 
store in Milwaukee is an important reason why this 
progressively-minded store is keeping well out in front 
of today’s competitive market. 

One of the watchwords of the Bloedel store is “co- 
ordinated selling.” Every attempt is made to sell silver- 
ware, china, and crystal on the basis of either matching 


patterns or patterns which go well together. Bloedel’s 
has found that the most effective way of advertising 
their products is by a series of advertisements in the 
rotogravure section of the local paper, The Milwaukee 
Journal. “Consistent advertising builds up consistent 
sales” and it is this line of reasoning that has built up 
the volume of co-ordinated sales at Bloedel’s. 


In its advertising, mail order coupons are almost al- 
ways attached so that customers may fill them out and 
order by mail. “Our mail order coupons pay off.” 
Bloedel says. “Orders received from outside the Mil- 
waukee trading area pay for one half of our advertising 
costs. Discount selling by competitors has limited the 
effectiveness of our ads in Milwaukee, but outlying areas 
which are not properly serviced by retail stores represent 
the greatest sales potential for future business.” 

Bloedel’s does not gage any of its advertising on the 
effects of a single ad. They believe that their advertising 
has a cumulative rather than a direct effect, and that its 
greatest effectiveness is in store traffic which builds up 
gradually. 

With salespeople trained to back up the ads by sug- 
gesting appropriate china and crystal to go with silver- 
ware purchases, Bloedel is building a firm foundation 
for a better sales picture. 





A midwestern city gave merchandise awards to rural 
shoppers coming the farthest distance in the four direc- 
tions to take advantage of sales specials. 
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RODANA WATCH COMPANY, INC. 
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Bread Upon the Water 





(From page 152) 


cowboy of 1949 who made $21,495 risking his neck las 
year. Bill Linderman of Red Lodge, Montana, who fy. 
ished in second place, and a group of fast-riding coy. 
girls from several western states were also getting plenty 
of news space. 

Gatto learned from his C of C friends that Roy Rogers 
would, for the first time, wear a pair of gold-plated 
‘‘forty-fives” in this show. He would also wear a heavy 
belt filled with cartridges loaded with 18 k. gold bullets 
(No powder behind these!) and gold decorated holsters, 
spurs, etc. The holsters and spurs had been worn in two 
movie productions but the guns were a first. 

Arrangements were made to get this assortment of 
Rogers’ rodeo decorations, weighing ten pounds and 
valued at $50,000, to display in one of Corrigan’s front 
windows for a week or ten days before the Stock Show 
opened. Corrigan’s also had on sale tickets for the show 
for the convenience of their customers, or anyone who 
wanted to buy. 

Again it was helping promote something that is a long, 
long way from jewelry—and again it was an idea that 
worked with a bang. 

For a lead off, Corrigan’s had a pretty model. Miss 
Roxy Hoskins, to “model” the spurs, belt, gold bullets 
and “gold artillery.” 


‘NEWS' GETS WIDE PUBLICITY 


This was legitimate news. The Houston Chronicle had 
photographers on hand and the store was thronged with 
people who followed Miss Hoskins and the photographers 
inside. 

The Chronicle ran a picture of Miss Hoskins on the 
front page, three columns wide and seven inches deep. 
The paper came out in the afternoon. Next morning, 
before Corrigan’s store opened, the sidewalk was blocked 
by people trying to get to the window and see the Roy 
Rogers outfit. 

The window display gave full information about the 
Rogers equipment. Watches were displayed on either 
side. Other windows carried jewelry displays. 


Just inside, prominently displayed, were such typically 
Texas jewelry as heavy silver buckles for cowboy belts, 
priced at $28.75; cuff links that carry a map of Texas 
or a small “six gun,” in plain gold at $15.75 per pair 
or with diamond setting at $75.00 per pair, and an assort- 
ment of spur tie holders and other articles that help 
decorate a Texay for a big rodeo. 

It was the sort of display that Texans just can't resist. 
Sales on these particular articles zoomed. Of course, the 
bulk of the sales were in the plain gold articles but a 
dozen pair of jewel-ornamented links at $75.00 a pair 
went in a couple of days. 

Many unexpected things happened, including a _ pro- 
fessional gambler who sauntered in, bought a $400 watch 
and highly decorated band that put the total to over $500. 

A rough looking individual, clad in mud-caked work 
clothes, strolled in and nonchalantly bought a diamond 
ring for his wife. The ring was in the $2,500 class. It 
turned out this customer was an oil drilling contractor. 
He had pitched in, out in the field, to straighten out 4 
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break down, and was on his way home from the fields. 

“You can’t guess the size of the pocketbook by the 
cort of clothes they wear,” Davis says. “Some of the 
wealthiest men in this area don’t hesitate to tackle the 
roughest sort of work in an emergency.” 

Many whose pocketbooks were not so thick, bought 
watches, rings and other articles in the medium price 
class. Sales in all departments showed increases of 15 to 
20 per cent above expectations for this “slack period.” 

Gatto says there are a number of advantages to be 
derived from promotions like these. They keep the Corri- 
gan name before the public; get a lot of free publicity, 
some of it on the front pages of the daily newspapers. 


KEEPS WINDOWS ALIVE 

“Such displays keep our windows alive and stimulates 
action. When we have people constantly stopping to look 
at windows through the day, the number who come inside 
increases considerably. 

“Then, too, there are a lot of window shoppers at 
night. They are sure to remember the place where they 
see a group of people stopped to look at a window dis- 
play.” 

Any jeweler can, if he will, pick some non-competitive 
product that is prominent in national advertising, such 
as the new model cars. Or, some local event the home 
town is going “all out” to promote, and use this as a 
tie-in which will attract attention to his store while he 
is boosting something not connected with jewelry. 

After all, people in the smallest hamlets read national 
advertising and there is scarcely a small town or village 
that does not have something like an annual fair, or a 
theater program put on by local talent, or some other 
event where the entire town really gets together to put it 
over in as big way as possible. 

Beginning with an idea like this, Corrigan’s dressed 
it up in a modern setting that made news and generated 
plenty of free publicity. 





Balanced Lighting 


(From page 146) 


is this terminology translated into physical effects? 

Well, just as the clean lines of modern jewelry suggest. 
the clean-cut store for the 1950’s avoids the dated sym- 
bols of yesteryear’s elegance. Large areas of dark sur- 
face—woodword or marble, reflect little light and impose 
contrast difficulties in raising the lighting levels. But not 
every jeweler is prepared to do a completely streamlined 
modernization. Years may be taken off a store’s appear- 
ance by dropping an extra high ceiling and combining 
a built-in lighting system in the operation. Light-colored 
acoustical tile ceilings and new blonde floor coverings 
blended with judicious lighting techniques can do won- 
ders for a store without committing all previous equip- 
ments to obsolescence. Mirrors may be utilized to make 
columns dissappear and to shift the balance of a “gay- 
nineties” weight of old woodwork. Lighting is a natural 
element for economical remodeling because it can and it 
should be introduced so that its good results are delivered 
while the mechanics are generally concealed or un- 
obtrusive. 


We must keep in mind that the eye is drawn instine- 
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Action HADDON oricinat 


ANOTHER 





* Consumers price 
Keystone list 


2s 
ettsy in Yor. 


The little lady rocks continuously, the fireplace flickers 
with a warm glow and the scene in three dimension 
painted in natural colors is so realistic it brings back 
fond memories of home. 

The house is complete with shrubbery, trellis, slate roof 
and brick chimney in contrasting colors, and the 
latticed window in the gable is lighted to give this 
heme the “well lived in” look. DIAL AND SCENE 
are ILLUMINATED by indirect lighting; which also 
serves as a night lamp. 

Walnut or Antique Ivory finished case with contrasting 
color decoration. Dimensions 12” wide, 7%” high and 
314” deep. 110 Volt, 69 Cycle AC Current only. 
Write for illustrated brochure of other famous Haddon 
Action Originals. 

Alt HADDON clocks powered with “America’s Finest,” 
the HANSEN SYNCHRON (sealed in oil) self starting 


motor and movement. Fully guaranteed. 


See your jobber or write 


> A D D Oo N PRODUCTS, INC. 


Main office & factory 
2066 SO. CANALPORT AVE. 





CHICAGO 8, ILL. 
MEMBER JEWELRY INDUSTRY COUNCIL 
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Be prepared . . . Lodges are opening for 
the season; New candidates are joining. 


These diamond set buttons cost so little 
more than the ordinary type, it will profit 
you to stock them. Keystone Prices range 
trom $9.00 to $55.00. 


Wefferling Berry & Co. 


8 Rose Street, Newark 8, New Jersey 
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opening, clicks closing. Has non-corrosive 
spring. Available in all metals. 
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Patented Construction 2,472,958 
Infringers will be prosecuted 


NIASH REFINING COMPANY 


116 Nassau St. 


CO 7-4496-7 New York 7, N. Y. 


















182 








tively to the brightest thing in the field of view. Thys 
the merchant will want the merchandise to receive the 
eye-compelling highest values free from all distractions. 
He should aim, therefore, to build up his general illumina. 
tion with a system either of built-in units or carefully 
shielded luminaires. Perhaps the best results will develop 
if this part of his illumination utilizes both large areg 
sources, fluorescent lamps, for instance, and point sources, 
filament lamps. The latter are a “must” for delivering 
the sparkle he needs on his gems. Then he must have 
localized lighting of brightnesses both higher and lower 
than his general system creates. Thus, so niche displays 
above wall cases will appear as effectively as intended, 
they will be much brighter than the localized upper wall 
illumination or the wall cases below them. Counter cases, 
of course, must have special internal lighting so the cus. 
tomer’s attention will go at once to the merchandise, 
When he takes it out of the case to show it on the counter 
top, his filament units of the general system must carry 
on the first impression with no loss of appearance. 

In a short space of copy only the most salient features 
of lighting can be discussed. If the merchant is prepared 
to give lighting the chance to help him sell most effec. 
tively, the next step is to call in a lighting specialist, or 
the architect who would be undertaking a remodeling 
operation. 





Answers to questions on page 164 


Butler finish refers to a silver finish, sometimes 
called grey or French grey, produced by buff- 
ing or polishing with abrasives. 

A compotier is a dish from four to 10 inches in di- 
ameter, mounted on a pedestal and base two to 
seven inches in height. If made of silver, the 
border of the dish is frequently pierced, em- 
bossed or chased. It is used for serving cake, 
fruit, candy, and nuts, according to size. 

The crowned harp is the standard mark used on 
Irish silver. This mark and the figure of Hi- 
bernia, the Dublin hall mark, appear on some- 
what irregular-shaped shields on Irish silver. 

Cut-card is not a card at all, but a mode of orna- 
mentation used on silverware about the 17th 
century. The patterns were cut out of a sheet 
of metal by means of a saw or shears and were 
soldered to the surface of a piece of silver to 
be decorated. 

Sheffield plate is a term used to describe articles of 
flatware and hollowware made of copper 
coated with silver by fusion. A sheet of silver 
was laid on an ingot of copper and the metals 
were heated and rolled. The metals united by 
fusion and were hardened and strengthened 
by pressure between rollers. The process was 
discovered by Thomas Bolsover in 1742 and 
was abandoned about 1840, with the introduc- 
tion of electroplating. 

Triple plate indicates silver plated ware on which 
the thickness of the plating is equivalent to 
that obtained by depositing six ounces of sil- 
ver on a gross of teaspoons. Double plate 
means that four ounces of silver have been 
deposited. 

Inlaid silverplated flatware means that the piece 18 
reinforced by fusing in a block of silver at the 
back and other wear points. Spoons and forks 

are the pieces usually reinforced. Overlaid 

reinforcement refers to the plating of an extra 
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layer of silver on the areas of greatest wear 
such as the back of spoons and forks. Both 
methods add greatly to the serviceability of 


silverware. 


Hall Mark refers to a mark or set of marks, used in 


Britain since about 1300 to indicate the fine- 
ness and the maker of gold and silver articles. 
The Goldsmiths Company of London and the 
Guardians of the Standard of Wrought Plate 
of Birmingham and other guilds are empow- 
ered to test and stamp gold and silver wares 
with four or more marks, including a quality 
mark, a town mark, a date letter (changed 
each year), and the maker’s mark. Hall marks 
are not used in the United States, where manu- 
facturers, subject to laws and Commercial 
Standards, are permitted to stamp precious 
metal wares with quality marks and trade 
marks. 

Nickel silver contains no silver. It is the major metal 
used as a base for silver plated flatware and 
hollowware. It is strong and will not bend or 
dent easily. Generally 18 per cent nickel sil- 
ver is used (18 per cent nickel, 65 per cent 
copper and 17 per cent zinc). 

Danish silver is that manufactured in Denmark, 
either .830 fine—the Danish standard for sil- 
verware—or .925 fine, for export. 


These answers are taken from the new edition of 
The Jewelers’ Dictionary, published by JEWELERS’ 
CiRCULAR-KEYSTONE, a “must” in every jewelry store 
to answer questions like these and any that can and 
do arise in the several fields of jewelry. 





Elebash’s Renovation Promotion 
Draws Big Crowds 


The opening of a new or renovated store is always a 
good time to make new friends and the Elebash Jewelry 
store of Montgomery, Ala., took advantage of a face 
lifting for the front of their store to stage a promotion 
which attracted more than 6,000 people. 

Advertising for the reopening began a week before 
with the announcement that George Kaplan, world-famed 
diamond cutter, would be on hand to demonstrate gem 
cutting. A $200,000 collection of precious gems was set 
up to make the reopening more exciting. 

With added attraction of prizes for the persons guess- 
ing the weight of two diamonds, the promotion became an 
immediate success, for naturally many people wanted 
to compete for the $200 diamond ring and the Lady 
Elgin watch. Those visiting the store noted their guesses 
on cards along with their name, address, telephone num- 
ber, and their silver pattern. This information formed 
a good mailing list for later promotions. 

The change in the store front was in itself worthy of 
a visit. The old brick that had previously faced the 
Elebash store was transformed into the gleaming newness 
of grey and white marble. Where there had been three 
unsightly windows before and the name of a restaurant, 
there is now a broad louvre screening them out with the 
name of the store above it. 

Of course, no promotion could be a success of this 
calibre without a good reputation for fair dealing and 


Elebash’s has that. 
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The beautiful and pop- 


sign is available for the times 
first time in the New , 
CERC Full Expansion 
Band. 


Has only 69 parts as 
compared to approx- 
imately 275 parts in 
conventional bands. 








STRONGEST FULL EXPANSION BAND MADE! 





No rivets—No myriads of tiny springs—Nothing to get out of order. 
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Completely new method of construction. Uniform expansion 
and long life due to use of positive acting single spring. 
Spring is made of stainless steel to prevent rust and corrosion. 


THE ONLY FULL EXPANSION WATCH BAND IN BASKET-WEAVE DESIGN 


“CKERC” serena 


ular basket-weave de- FULL EXPANSION WATCH BAND unique construction of 


1/20 —10K—Gold Filled 


FULLY GUARANTEED 
To retail at — Gold and Stainless Steel Combination $9.95 - 


"He Sama'**" CERC MANUFACTURING CO. dsctse30/ich™ 
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CERC Expansion Bands 
we offer for the first 
time a two-tone gold 
and stainless steel com- 
bination. Also available 
in all gold and all stain- 
seasinnustehabiaties sastiesie tesa wets less steel. 





° Gold $9.95 * Stainless Steel $5.95 








FOR SEPTEMBER, 1950 


183 























ACQLAIMED A FRULY GREAT PATTERN 


" q ON es aeaey + at ah abi gs E: 
Ree Re ee: SA Oe a RT ere 


(ste rr steiastieass . abbas 


ee 


teat es KEATS 


fle Sea 


THE MAGNIFICENT NEW 


WALLACE 
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Winning applause the countrv over is Wallace Sterling’s exquisite new pat- 
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tern ““Romance ot the Sea.”’ Masterfully designed by William S. Warren. sculp- 
tured in full-formed “Third Dimension Beauty,” it is superbly crafted in ster- 


ling silver by Wallace Silversmiths. 


ae. 


Though introduced only a few short months ago, it has become as treas- 
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ured as the five other magnificent ‘Third Dimension Beauty” patterns... Rose 


Point, Sir Christopher, Stradivari, Grande Baroque and Grand Colonial. This 
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exciting design is now making history over the silver counters throughout 
America. It is destined to become one of the most sought-after patterns of the 


con Ing yea r. 
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Plan to feature ““Romance of the Sea” in your sterling silver merchan- 
on is great, for 
consumers have taken it to their hearts and want it for their homes. 


dising plans this Fall. You'll discover the demand for this desi 
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GCRORD, CONNECTICUT since 1839 








the COLONEL 
"RETIRES’ 





Tras is a story of a man—in all that phrase 
suggests. It is a story of a community cradled in the roll- 
ing hills of New York’s romantic Mohawk Valley. It is at 
once a story of both. The man whose youthful roots were 
nurtured by an unique community and the community 
which was to be rewarded so bountifully by the fruits of 
its child’s labors. 

The son of John Humphrey Noyes, who founded the 
Oneida Community at Kenwood, N. Y., in 1848, and 
Harriet Worden Noyes, Pierrepont B. Noyes was born 
August 18, 1870. He was born, as he later recorded in 













The Mansion House 































Portrait of Pierrepont B. Noyes painted by Leopold Seyfert, 


On his 80th birthday, August 18, 1950, Pierrepont B. Noyes resigned after 
40 years as President of Oneida, Ltd. Leading spirit of the company for 

55 years, there are few who know his vitality, who believe that his interest 
in company activities are ended. Perhaps that is why the directors in 
accepting his resignation continued him on the Executive Committee, and as 
a director, and conferred upon him the title of Honorary President. 


“My Father’s House,” in “a strange world.” In writing 
this account of his childhood which was published in 
1937, Noyes told how “this world, bounded on four sides 
by walls of isolation was a world wherein the customs, 
laws, religions and social formulas accumulated by civili- 
zation came to us only as the faint cries of Philistine 
hordes outside our walls. Within that protected area, 4 
prophet and his faithful followers, having separated them- 
selves from the rest of mankind, were trying to live as 
lived those members of the Primitive Christian Church 
of whom it is written, ‘No man called aught his own. 
That little world was called the Oneida Community, and 
that prophet was my father.” 

It is not our design in this short article to tell the story 
of the social experiment which took place at Oneida, a 
century ago; only as certain phases of it affected our 
subject. Community incidents are mentioned only as they 
make the character of our man more creditable, more 
understandable and more conclusive. For example, know: 
ing his father as a strong, persuasive character, capable 
of selling hundreds of followers on “calling naught his 
own,” can we be satisfied to accept without further searci 
for motive, his son Pierrepont’s action in later years. At 
the height of his successful career he refused an important 

(Please turn to page 203) 
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Ideal for Miscellaneous Accessories 


There’s no need to suffer from dis- 
play stagnation. The fresh approach 
is what brings in the customers and 
stops them in their tracks every time! 
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j This attractive table setting appears 
: in the October issue in full color to 

y / illustrate “Not Just for Company’, 

4a another in House Beautiful’s series 

r § of editorials on dining. Products 

y & shown include: “Dancing Flowers” 

e § sterling flatware, Reed and Barton, 

Taunton, Mass.; napkins, John 

5 Matouk & Co., New York, N. Y.; 

glasses (on the cupboard), Blenko 


Glass Co., Milton, W. Va.; table 
lighter, Ronson Art Metal Works, 
Inc., Newark, N. J. 
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House Beautiful brings you adap- 
table ideas in every issue . . . and 
October is no exception. So plan now 
for your fall tie-in! 

It’s the American Style, of course 
—another ramification of that far- 
reaching and vastly important de- 
sign concept. And this time it’s the 
American Style’s roots, traced 
straight to America’s folk art! 

Don’t forget that Paul Revere, the 
silversmith, was also an engraver... 
that many important early American 
artists, like Charles Wilson Peale. 
started out as saddlers, glaziers or 
clockmakers. There’s a merging of 
function and art in the influence 
they've had on American design of 
today. And also a good display 
theme. 

Show some examples of the Ameri- 
can folk art you'll read about in 
October House Beautiful with the 
American Style products you're sell- 
ing today. Point up the continuity of 
feeling running from one to another. 
It’s a sure-fire eye-catcher idea for 
your windows and counters, both! 

House Beautiful appeals to pro- 
gressive families, who like new ways 
to entertain, new ideas for better liv- 
ing! Tie in your promotions with 


those ideas . . . to make them your 


permanent customers! 


“House beautiful 


BETTER your home...better your LIVING 





A DIGEST OF SALES-BUILDING IDEAS FOR YOUR STORE FROM THE PAGES OF OCTOBER 
HOUSE BEAUTIFUL WHICH REACHES YOUR BEST CUSTOMERS ON OR ABOUT SEPTEMBER 20th 


NOVELTY DISPLAY THEME 10 
ENLIVEN YOUR COUNTERS 


October American Style Story 








LUXURIOUS 
LIVING 


This is the October issue cover, pic- 
turing a glamorous indoor-outdoor 
setting for dining in a new kin@ of 
house—the playhouse. It sets a new 
standard for luxurious living which 
can mean extra sales for you .. . if 
you identify your store with it. 


FREE 


DISPLAY CARDS ARE AVAIL- 
ABLE FREE OF CHARGE TO 
HELP YOU BUILD YOUR SALES. 
TO ORDER, TURN THE PAGE 
FOR EASY-TO-USE COUPON. 
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RIGHT FROM HOUSE BEAUTIFUL 








SILVERWARE 


ALVIN STERLING 
THE ALVIN SILVERSMITHS 


CAROTTI-WARE 
TABLE ACCESSORIES 
CAROTTI 


COMMUNITY SILVERPLATE 
ONEIDA, Ltd. 


FRIGAST-DANISH SILVER 
PAUL WILKINS, INC. 


FRIGAST is that fabulous  platinum-finished 
Danish sterling flatware, hand-wrought for the 
fortunate few, which was introduced to America 
in HOUSE BEAUTIFUL this Spring and is now 
offered by such leading stores as Bigelow, Ken- 
nard, Boston; Black, Starr & Gorham, New York; 
Spaulding & Company, Chicago; and Gump's, 
San Francisco. 


HEIRLOOM STERLING 
“MANSION HOUSE”’’ PATTERN 


ONEIDA, Ltd. 


On October’s back cover you will find another 
outstanding advertisement featuring Mansion 
House Pattern. This dramatic patiern subtly 
combines the modern and the traditional. It was 
especially designed as the 100th Anniversary 
pattern of Oneida Ltd. and was named the 
Mansion House — Original guild home of these 
master silver craftsmen! Six piece place setting 


$24.75 Federal Tax included. 


INTERNATIONAL STERLING 
“BLOSSOM TIME”’ 
“BROCADE”’ PATTERNS 
INTERNATIONAL SILVER CO. 


Featured in this issue are ‘’Blossom Time’ and 
‘‘Brocade’’ patterns. Jewelers report their most 
effective advertising is that tieing in with our 
national ads. Use our free (size) mat based on 
this HOUSE BEAUTIFUL ad... . and display the 
ad reprint offered here. Plan your tie-in now. 


KING EDWARD SILVERPLATE 
“HOLIDAY” PATTERN 
NATIONAL SILVER CO. 


PACIFIC SILVER CLOTH 
PACIFIC MILLS 
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ADVER-TIES —--——— 


FOR EASIER, MORE PROFITABLE SALES TIE-IN YOUR FORTHCOMING PROMOTIONS WITH THESE 
FAMOUS NAMES FEATURED IN THE ADVERTISING PAGES OF OCTOBER HOUSE BEAUTIFUL 


9. REED & BARTON SILVER SERVICES 
REED & BARTON 


Since the start of its large-space national adver- 
tising campaign on tea and coffee services, Reed 
& Barton reports a considerable increase in inter- 
est in its famous line of Sterling and Plated 
teaware. Four popular tea and coffee sets are 
featured in the Reed & Barton full-page ad in 
the October issue of HOUSE BEAUTIFUL. 


10. TOWLE STERLING 
“SILVER FLUTES” 


TOWLE MFG. CO. 


Two re-designed pieces in the Towle line — the 
Pie or Cake Serving Knife, (1.) straight edge and 
pointed tip, to cut and serve cake, pastries and 
other desserts . . . the Cheese Serving Knife (2.) 
with a sharp cutting edge to cut even the 
hardest cheeses. Price (1.) $10, $12; and (2.) $5, 
$7.50 including tax. 


11. WALLACE STERLING 
“ROMANCE OF THE SEA” 


WALLACE SILVERSMITHS 


For really distinctive Sterling Silver patterns be 
sure to see the six sculptured designs by Wallace 
Silversmiths. They’re the only designs created 
with “‘Third Dimension Beauty.’’ One of the six 
will surely prove to be your favorite: Grand 
Colonial, Stradiveri, Grande Baroque, Rose Point, 
Sir Christopher and, just introduced, Romance 
of the Sea. 


12. WHITING STERLING 
FRANK M. WHITING SILVER CO. 











CHINA, GLASS, TABLEWARE 


13. BAVARIAN DINNERWARE 
BY SCHUMANN 
EBELING & REUSS, INC. 


Empress Dresden and its open-work counterpart 
Chateau Dresden —created by Schumann of 
Bavaria — are featured in q powerful 2-page 
spread, including a beautiful 4-color photograph 
of the dinnerware. Be prepared for reader action! 
Feature Empress and Chateau. An eye-catching 
counter card of advertisement is free. Write to 
HOUSE BEAUTIFUL. 





14. BING & GRONDAHL FIGURES 


D. STANLEY CORCORAN, INC. 


BING & GRONDAHL FIGURES — Superb exam 
of genuine underglaze china from the “National 
Factory of Porcelain,’’ Copenhagen, Daseneds 
Each piece hand painted and signed by the 
artist —an ideal gift for the quality market, 
Nationally advertised throughout the year in 
major publications. A free mat service wan 
dealer selling aids available. 


15. BLUE RIDGE SKYLINE DINNERWARE 
SOUTHERN ‘POTTERIES, INC. 


The new Blue Ridge Skyline dinnerware now 
offers a variety of thirty-six distinctive patterns 
all Hand Painted Under the Glaze. Today's 
favored color harmonies and Skyline classic 
simplicity complement contemporary or trad). 
tional furnishings. Blue Ridge quality, modes 
cost, and national advertising insure continued 
growth of Skyline popularity, 


16. DUNCAN & MILLER “TEAR DROP” 
CRYSTAL 
DUNCAN & MILLER GLASS CO. 


Duncan & Miller features its popular hand made 
Tear Drop pattern . . . beautiful clear crystal 
with a rich design of sparkling teardrops. So be 
ready to fill plenty of orders for this all-time 
crystal favorite. Tear Drop thin blown stemware, 
flatware and decorative pieces blend with both 
traditional and modern settings . . . and all are 
open stock. 


17. EPICURE CERAMIC COOKWARE 
SHENANGO POTTERY CO. 


Shenango, the world’s largest pottery, introduces 
Epicure Ceramic Cook Ware as the first offering 
of its new Home Products Div. Genuine vitrified 
china, glazed both inside and out, Epicure comes 
in a modern combination of brown and beige. 
The most complete range of shapes and sizes 
for individual and family service. 


18. FOSTORIA ‘‘CENTURY’’ CRYSTAL 
FOSTORIA GLASS CO. 


A full page in beautiful color showing Fostoria’s 
increasingly popular Century pattern. This lovely 
American handmade pressed pattern is available 
in a complete table service from stemware, 
retail 75c, to all accessory and serving pieces. 
Free newspaper mats, consumer leaflets and 
price lists available from Fostoria’s advertising 
department. 


BRAND NAMES 


For faster. steadier sales, fea- 
ture nationally advertised 













brand names in your store 
displays. Your customers 
have more confidence in prod- 
ucts they know and recognize 
. . . products, for example. 
they've seen year after year 
on the pages of House Beautt- 
ful Magazine. 
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19, KARHULA CRYSTAL 
FINLAND CERAMICS & GLASS CORP. 


mics & Glass Corporation showing 
Karhula Crystal. Handblown beautiful Karhula 
tal with finely executed, dramatic hand en- 
yr ac s by Goran Hongell. The Woodchopper 
pening ZV high, in clear crystal, seagreen and 
oa colors. The Whaler bowl — 7” wide, 4!/2 


high, in clear crystal. 


Finland Cera 


90. LENOX CHINA 
LENOX, INC. 


21. MELMAC DINNERWARé 
AMERICAN CYANAMID CC. 


22, ORREFORS SWEDISH CRYSTAL 
FISHER, BRUCE & CO. 


23. ROYAL DOULTON FIGURINES 
DOULTON & CO., INC. 


Full page, four-color ad showing figurines by 
Royal Doulton. Every figurine is an inspired 
artistic creation. Exquisitely modeled and deli- 
cately hand painted in wonderfully realistic 
tones .. . captures all the delight and enchant- 
ment of Old England. Treasured as gifts and as 
collectors items—yet surprisingly modestly 
priced from $6.50 to $82.50. 


24. SALEM DINNERWARE 
MOONFLOWER PATTERN 
SALEM CHINA CO. 


Moonflower — by Salem. A charming, exotic, ex- 
citingly different and colorful dinnerware pattern 
on the popular Lotus Bud Shape. A touch of the 
Orient displayed on dinnerware that attracts 
and holds the eyes of quality wise shoppers. 
Open stock. Moderately priced for quick sales. 
A product of the Salem China Company, Salem, 
hio. 


25. SPODE FINE ENGLISH DINNERWARE 
COPELAND & THOMPSON INC. 


26. STERLING-ON-CRYSTAL 
TABLE ACCESSORIES 


SILVER CITY GLASS CO. 


Featured next month in HOUSE BEAUTIFUL: The 
Sterling-on-Crystal Compote and Bon Bon, pace 
setters of Silver City’s complete line of Sterling- 
on-Crystal occasional pieces. The beauty of ster- 
ling silver on hand-engraved crystal, combined 
with tasteful design, keeps these accessories 
moving all year long. Free promotional material 
now available. 


27. SWEDISH CRYSTAL GOBLET 
R. F, BRODEGAARD & COMPANY, INC. 


R. F. Brodegaard & Co., Inc., show from Sweden, 
Mary by Ekenas. Attainment of beauty, suprem- 
acy is accomplished in this Swedish hand-cut 
full lead crystal pattern . . . contour perfection, 
is enhanced by transparent clarity, to achieve 
distinction in fine quality table stemware, for 
today’s living. Goblets retail $84.00 dozen, other 
shapes priced proportionately. 


28. WEDGWOOD “DEVON SPRAYS” 
PATTERN BONE CHINA 
JOSIAH WEDGWOOD & SONS, INC. 


Fuil page, four-color ad shows Wedgwood’s 
nt Sprays bone china. $12.25 five piece place 
setting. 


29. WEST BEND LAZY SUSAN 
WEST BEND ALUMINUM CO. 


lazy Susan —20 inch diameter — Large size, 
made of sparkling spun aluminum with 20” 
diameter. Inset 10’ diameter. Revolves on a ring 
of ball bearings for easy serving. Glass inset is 
divided into four separate compartments for 
relishes, spreads or sauces. Packed in corru- 
gated container. Retail $6.95. 
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30. WESTMORELAND ‘‘PRINCESS 
FEATHER’? HANDMADE CRYSTAL 
WESTMORELAND GLASS CO. 


CANDLES 


31. TAPERLITE CANDLES 
WILL & BAUMER CANDLE CO. 






































LAMPS 


32. LAMPS & SHADES 


VERPLEX COMPANY 


VERPLEX accents the modern in October HOUSE 
BEAUTIFUL presenting new occasional lamps for 
contemporary interiors. Unique conceptions in 
use of wood and metal to introduce a fresh, 
colorful motif in lighting decor. Shades designed 
to heighten distinctive character of line. Be sure 
to have sufficient stock for interesting groupings. 


FREE DISPLAY 


Send for your FREE House 
Beautiful Window and Counter 
Display Card this easy way. ... 








CLOCKS 


33. SESSIONS CLOCKS 
SESSIONS CLOCK CO. 


Sessions Self-Starting Electric Clocks, for every 
room in the house, will be backed by powerful 
Fall and Christmas advertising in HOUSE BEAU- 
TIFUL, Life, Saturday Evening Post, Good House- 
keeping, Successful Farming, Sunset and Quick. 
Call your Sessions Distributor now to assure an 
adequate supply. 


MIRRORS 


34. MIRRORS 
DONNELLY-KELLEY GLASS CO. 


DOOR CHIMES 


35. LIBERTY DOOR CHIMES 
THE LIBERTY BELL MFG. CO. 


36. RITTENHOUSE DOOR CHIMES 
THE RITTENHOUSE CO., INC. 


SMALL APPLIANCES 


37. HAMILTON-BEACH MiXETTE 


HAMILTON-BEACH CO. 


MIXETTE — The Hamilton Beach Portable Food 
mixer that does all the big mixing jobs con- 
tinues to win favor with consumer and retailer. 
Fall and Christmas sales will be spurred by 
90,000,000 ads in a wide list of magazines. Foil 
covered gift box doubles as display units. 


* OSTERIZER FOOD LIQUEFIER 
JOHN OSTER MFG. CO. 


* No card available. 


House Beautihil 


Circle the numbers below which appear beside the advertisements you 
wish mounted, fill in your name and mailing address and mail coupon to: 


Merchandising Division, House Beautiful Magazine, 572 Madison 


Avenue, New York 22. N. Y. 
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A Healthier Sales Graph 
With a Silver Repair Clinic 





by L. A. PHILLIPS 


Cooley interests a customer 
who brought in silverware 
be replated, in another item. 
There was plenty of opportu. 
nity for this kind of sales. 
manship because of the large 
increase in customer traffic, 


This alert jeweler saw an opportunity to promote silverware during his 


three-day silver clinic and it turned out to be a success from all angles. 


aces store trafic was increased by 
over 50 per cent for the Arthur Cooley Jewelers, Spring- 
field, Mass., when a silver repair clinic was inaugurated 
in the store. This traffic increase, besides being the 
forerunner of many jewelry sales, helped to acquaint 
more people with the store and also turned out to be 
an educational program for the store employees. 

“It seems as if the public almost never browses around 
in a jewelry shop unless their minds are made up to make 
a purchase,” says Arthur Cooley, “and naturally this 
tends to reduce the number of sales that can be made 
and also minimizes impulse sales. 

“When we were approached by a silverware firm to 
promote a three-day silver repair clinic we thought it a 
good idea to use it to stimulate store traffic as well as 
to promote silverware to the local public. It turned out 
to be extremely successful from more than these view- 
points.” 

The last three days of the week were selected as being 
the best time for the clinic. A half-page ad was inserted 
in the Wednesday local newspapers announcing the clinic 
for Thursday, Friday and Saturday. The ad copy read: 

“Your fine silver, now out of service for need of re- 
(Please turn to page 201) 
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NOW! FOR THE FIRST TIME IN SPRINGFIELD 
ArlhwCooley SILVER REPAIR CLINIC 


THE RESTORATION OF YOUR SILVER 


3 DAYS — THURSDAY — FRIDAY & SATURDAY 


OCT. 27, 28 and 29 
* Your fine silver, now out of service for need of repair, can be restored te 
full new beauty and usefulness. Arthur Cooley inaugurates this Silver Re 
pair Service with a special event. A FACTORY REPRESENTATIVE — AN EX: 
PERT ON SILVERSMITHING — will be in our store. He will talk to you im 
dividually about Silver Plating, Repairing and Restoring your silver. Estimates 
without obligation. 
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Above is only one example of the expert work our experienced craftamen can 
do. All kinds of Silver... stesling and Plate ... Antique or Modern ... Ornate 
or Plain ... trays, candles, tea sets, candy dishes, serving dishes or what have 
, you... black, dented, broken, or bent . . . bring them in and learn their 
value. You will be surprised at what can be done. Do not miss this oppor 
tunity . . . the first time in Springfield ... to have a factory man here, tell you 
about making your silver look lustrous and beautiful. 


EASY PAYMENTS ARRANGED 


Arthur Coole 


& JEWELER 








1210 Maia at Stete S?. Springfield 
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They re New 


























3. Steak Set 








Billfold 


. 


6. Hopalong Cassidy Radio 
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ad 


1. Charm Bracelet 


4. Cuckoo Clock 


|. A new line of cultured pearl charm bracelets from the 
Superior Chain Co., 7 W. 45th St., New York. It consists 
of 7'/%4 millimeter cultured pearls on a 14K gold chain. The 
bracelet retails at $60 keystone. Others from $56 to $70. 


2. Comet expansion band by Foster Metal Products, Attle- 
boro, Mass. It has adjustable ''Fits-All'' screw end-lock 
ends. 1/20 12K gold filled to retail at $11.50, F. T. |. 


3. ‘‘Master" steak sets from Lamson and Goodnow Mfg. Co. 
of Shelburne Falls, Mass. Blades are hammer forged Grade 
A stainless steel, heat treated and taper ground. Handles 
are Beautywood, a treated laminated, resistant wood. 


4. Cuckoo clock from Henry Coehler Co., Inc., 220 Fifth 
Ave., New York City. The new lines are equipped with the 
modern rack striking movement. Hands may be turned clock- 
wise or counter clockwise to set. Gable top is covered. 


5. Craftsman "Embassy Deluxe" Billfold in alligator or os 
trich with gold-plated, flexible, lifetime edge. In hinged 
metal jeweled gift box, this item is priced to retail at $20. 


6. Hopalong Cassidy radio by Arvin Industries, Inc., show- 
ing Hoppy and his horse "Topper" on the metal-foil, face 
panel. The all-steel cabinet is available in official Hop- 
along black or firewagon red. The set retails for $16.%. 
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Dancing Lower 


GRACEFUL, FRESH AND GAY AS§ 4 
GARDEN OF WIND-TOSSED BLOSSOM, 
STERLING OF LASTING LOVELINESs 


@ The full-color magazine advertisement on the opposite page gives 
the keynote of the new and refreshing sterling by Reed & Barton, x 
well as of the powerful promotional theme to be used in Supporting its zg 
introduction. 


@ The pattern itself is delightfully informal .. . a freer. fresher beauty 
in solid silver .. . dedicated to those women with youthful ideas and 
ideals who represent such an important segment of your potential 
market for sterling flatware. It reflects in its slender curves and blossom 
clusters a distinct advance in contemporary styling . . . the true art of 
the silversmith in rendering a design conception that was market. 
tested and checked for its basic appeal. 


@ Dancing Flowers is offered to you with a complete and most com. 
prehensive local merchandising program . . . a program paced by an out- 
standing advertising campaign in national magazines... a_program§ 
planned to help you realize your full share of profitable Dancing Flower 


sales. 


mee aay + . > See 
own : - - Se * a ‘ a“ 





2 total magazine cirneatation of 14,994,650 


This precedent-shattering series starts with the September 25th issue of LIFE and the October LADIES 
HOME JOURNAL . . . the two largest advertising media in the world. But that’s not all. Dancing Flowers 
advertisements will also appear in fourteen other magazines . . . for a total circulation of approximately 


15 million, a readership of nearly 52 million. 


a total magazine audience of DI.5 56,098 





Your Reed & Barton salesman will give you a special showing 
of the slide film presentation, “The Story of Dancing Flowers. 
Interesting . . . unusual . . . colorful . . . helpful. 
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Excitingly new... utterly different .. + grace- 

BE , fresh and gay as a garden of wind-tossed 
blossoms! A solid silver pattern of lasting love- 
liness. .. a promise at Pox ter the years ahead. 
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A complete assortment of newspaper advertise- 
ments in various sizes to identify your store as 
headquarters for Dancing Flowers. 


A supply of pattern folders echoing the motif of Danci ing 
Flowers national advertising. for use in your direct mail. 


Unique promotion plan built around Dancing Flowers pin 
to help \ you interest engage ‘d girls. 


A full-size blonde mahogany and white leather Dancing 
Flowers chest. And an equally attractive Starter Set chest. 


Gay, 3-plece counter display to show Dancing Flowers on 
counter. case or window. 


Dainty. attention-getting 0- -plece plac e setting window 
display that shows “Dancing Flowers to advantage. 
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“programs ever designed iso 
10 help you sell Dancing F 
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Dancing Flowers trave ‘ling dis play that will attract 
as mue h attention as dee loveliest flower garden 
in town. 


Full color display plaque showing } pieces of Dancing 
Flowers 

Intriguing plan to secure co-operation of your local florists 
in displaying Dancing Flowers. 

New Dancing Flowers car card to attract attention 
street car and bus riders in your community. 


Radio scripts to announce Dancing Flowers in your spol 
or longer programs. 


A Work Book packed with promotion and advertising 
ideas will be included in your first shipment of Dancing 
Flowers. 





SASSACHUSETTS, SINCE 1824 















JEWELERS 

COAST- 

TO- 
| COAST 
SAY 


Y oyntty Feaileman les 
ore Selling Power / 


Jewelers agree with what dealers all over America have been saying for 
years: “Country Gentleman helps us better than any other rural magazine 
to make more sales.” 











Dealers like you in hundreds of local communities were just asked by an 
independent research organization: “Which one leading rural magazine 
most effectively helps you sell your customers?” 


Jewelers Gave Country Gentleman 
a 2 tol Lead 


over the No. 2 magazine, with almost as many 
votes as the next two magazines combined! 


Dealers know their best rural customers read and prefer Country 
Gentleman. [ts 2,300,000 circulation is concentrated in the Top Half group 
that gets 9 out of 10 farm dollars ...the prosperous families who mean 
sood business to you! 

That’s why dealers consistently vote their preference for Country 
Gentleman year after vear... that’s why Country Gentleman leads all 
rural magazines in advertising revenue! 


bur best rural customers 


read 
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2. “Melody™ Silverplate Pattern 
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5. Penciliter 











6. Men's Watchband 
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3. Wall Clock 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


1. Memo box for providing note paper on desk or telephone 
stand. Equipped with perpetual calendar, embossed cover, 
and felt-covered bottom, this item is $4.50 keystone. From 
L. F. Grammes & Sons, 342-H Union St., Allentown, Penna. 


2. ""Melody,"’ a new silverplated flatware pattern recently 
introduced by American Jewelry Distributors. The design has 
a floral motif of central interest balanced with sculptured 
scrolls and flowers. 26-piece set in chest: $8.64 keystone. 


3. Electric wall clock with white finish and removable col- 
ored case ring. By Westclox Division of General Time Corp., 
the metal case ring can be reversed or removed as desired. 


A 6-foot cord fits in recessed back of clock. $5.95 plus tax. 


4. A new type ash tray by Skinner & Kennedy Co., St. Louis, 
Mo. Called the "Butler-Ette,"" ashes and butts disappear by 
lifting it slightly. The ash tray is gold plated and gift 
boxed to retail for $4.95. Cleans easily by unscrewing base. 


5. Penciliter by Ronson Art Metal Works, Inc. One of four 
new models, chromium plated with engine turning to reta! 
at $8.95. Others with enamel finish to retail at $7.95 each. 
All feature polished monogram shields and come in gift box 


6. "Balboa" watchband for men by the Speidel Corp., Provi- 
dence, R. |. Design features diamond-cut alternate squares 
and a wider band than some other Speidel lines. The reta! 
price of this men's band will be $10.95, federal tax included. 
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the sensational 
new wateh movement 





Eg 
i 
§ 
a 
t 
a 
& 
a CGL TIMEX 
3 10K rolled gold 
plate bezel, gold track 
ry with black numerals, 
Fr cordovan color leather 
- strap. 
5 Retail Your Cost 
ACL TIMEX BCSL TIMEX a 9.95 6.63 
Ladies’ sports Chrome bezel, a 
waich, owen bezel, mead numerals a 8 ALL 
rey leather strap. ands, sweep secon 
. hand, black leather strap. a TIMEX WATCHES 
i t 
— “= sn - Retail Your Cost i ARE 
° ° 7.95 5.30 


US SHOCKPROOF 
eo 8 8 2 eee 2 ee ee 
TIME 





Walt Disney's 


INDERELLA 


urist wateh 










Most publicized figure in 
America today now on a 


Shockproof U.S. Time watch. Children’s favorite fairy- 
tale character on a watch 


Retail Your Cost designed for little girls. 
Regular Size $4.95 $3.47 
Small Size 6.95 4.87 Retail Your Cost 


$6.95 $4.87 


od. 
+ 
“~ 


ORDER 
Perennial favorite now in FROM YOUR 


a small size too. 


Retail Your Cost WHOLESALER 
Regular Size $4.95 $3.47 Ni Ow 


Small Size 6.95 4.87 
All watches have stainless steel backs. All prices plus Fed. tax. 
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They re New 











2. "Marquise" Jewel Box 








5. 10K Gold Baby Rings 








6. Automatic Alarm Clock 
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“Town & Country’ Men's Jeweiry 





SS As : ee —— 8 2 
=" : ee _ one” x xe 
. % 6 . --§ ae e o a” S 
% & 2 & a % oe : 
Re ee ; : ae mle ‘ : 
5% % 2 ; x 
3 3 - Eo a 
} 
ais an vena ae ilnnadanaaiinnd acinabievnwev ‘ lank Dann Aanane sande iS ckMaIS CANAL eit a MMEI RT | 


4. Three Dimensional Gift Wrap 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


1. "Town & Country" line of men's jewelry by Taunton Pear! 
Works. Hand-carved mother-of-pearl horse head and whip 
slide and cuff link set, in metal snap-hinged box covered in 
Cordova leatherette. A part of 250 men's items in new line. 


2. From the Farrington Mfg. Co., the "Marquise" jewel case 
is of all-metal Duroframe construction covered in wine, blue, 
green or ivory calf-grain Texol tooled in gold and bound in 
brass, lined with satin and velvet. Retail price is $8.95. 


3. "Holiday," one of four patterns in King Edward Silver- 
plate from the National Silver Co. As an introductory offer, 
a two-piece salad serving set, 1234 in. long will be sold 
at $4.95 retail. After the sale, price will be $7.50. 


4. Three-dimensional gift wrap decoration by New Products 
Co., 220 Fifth Ave., New York City. Illustrated is the Santa 
“Decor-on" on the gift wrapped package and reindeer in 
its box. Plastic gummed disk holds it on. Retails at 4%¢. 


5. A 10k gold baby ring from the Philips Mfg. Co., Brook- 
lyn, N. Y. It comes in three-color greeting card folder and 
envelope at $99 per gross keystone. Ring is attached to the 
third page of folder; first page is die-cut to expose ring. 


6. The "Repeater,'’ automatic alarm clock. It goes off at 
the same time every day without resetting. Mahogany case, 
chocolate brown numerals on tan dial, and red sweep secon 

hand. By General Electric Co., Bridgeport, Conn. Price $7.95. 
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Dormeyer Automatic Electric Fri-Well 


Thousands of Dealers 


DO IT WITH 
DORMEYER 


as ey 
~ 
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Dormeyer’s sensational new sales-maker. 
Larger —it serves six full portions. Exclu- 


New Dormeyer Toastmaker 


Dormeyer Toastmaker is the modern way 
to make toast. Automatic electric timer 


Dormeyer’s Famous Food-Fixer 
Dormeyer’s finest—the first mixer to in- 








clude a grinder at no extra cost. A steady 
best-seller because of its beautiful, ad- 
vanced design and its always dependable 
results. Guaranteed. Model 4200 $42.50 


gives you the exact degree you want— 
light, golden brown, crisp. Automatic 

pop-up;’ * eters rae Guaranteed. 
Model 6S00.. o « « $19.95 


sive Drain-Away Faucet. Winning tre- 
mendous acceptance wherever shown. 
Guaranteed. Model 5800 .. . $27.50 


DORMEYER Is THE NAME MORE PEOPLE ASK ABOUT... THE BRAND MOST PEOPLE ASK FOR 


“DO IT WITH DORMEYER”’— that’s the appliance dealer’s 
password to bigger sales and profits this Fall as Dormeyer 
swings into a new and even bigger promotional program. 
Two new items: the sensational sales making Fri-Well and 
the beautiful new Toaster will broaden your Dormeyer sales 
possibilities for the fall and holiday selling season. National 
advertising in a “LIFE-SIZE” magazine campaign will build 
Dormeyer’s national audience to 41,100,000 people —thus 
maintaining Dormeyer as the name more people know about 
... the brand most people ask for. 
tDenver and West, add 50c 


DORMEYER 
















More than 
41,000,000 
people will read 
the Dormeyer 
story this fall in 
LIFE Magazine. 
Special promo- 
tions for October, 
Thanksgiving, 
Christmas. 





Dormeyer’s Com- Dormeyer Budget- Famous ‘“‘Dor- The Dormeyer 
ga a oly eer. The complete mey‘’ Portable. Blender. It lique- 
rinder, juicer, mixer. Low cost, Full size—power. fies and blends. 
mixer. Guoran- big performer. Guaranteed. Guaranteed. ‘= 7 Ay IC 
teed. Model 5000 Model 4900 Model 4900-D Model 5900 the BOY WORD 177 Pp M18) CS 
$34.95 $19.95t $14.95+ $34.95 DORMEYER CORPORATION + 4300 N. KILPATRICK AVE. » CHICAGO 41, ILL. 
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doubled — 250 new accounts opened... or 


manulacturer 


mM Holiday 


The Frank Smith Silver Company of Gardner, Mass., have been making fine sterling 
for more than sixty years. This year they decided to spearhead their sales campaign with 
Holiday advertising. The results were, and we quote, “REMARKABLE!” 
: Orders began to roll in as soon as dealers were told of the Holiday advertising and 
merchandising plan ...even before the first ad ran! 
Sales for the first six months of 1950 were double those for the same period in 1949! 
Two hundred and fifty new accounts were opened. Unsolicited orders came in from 
| Alaska, Hawaii, Spain, France, Mexico and South Africa! Mr. John Reed, Executive 
Vice President of Frank Smith Silver Company, enthusiastically told us: 
“The Holiday campaign has performed a truly remarkable job... helping 
us to reactivate old accounts, get new accounts and revitalize our sales 
force. And, best of all, OUR SALES ARE NOW AT AN ALL-TIME HIGH!” 


Success stories like this are not at all unusual, because not only does a Holiday adver- 
tiser reach the right people, but he reaches them in the right mood. Yes, advertiser after 
advertiser has proved the responsiveness of Holiday’s massive audience of over 820,000 
class families. They’re active, eager, alert families who entertain more, live better, and 
buy the best . . . who are always ready and willing to add to their store of fine things. 


Why not let Holiday put you in touch with this rich, massive class market? Naturally 
we can’t promise to double sales . . . but it has happened. Write to Holiday, Independence 


Square, Philadelphia, Pa. 
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They re New 














1. New Alarm Clocks 








2. Table Radio 





z 
pets 





3. Expansion Bracelets 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] 1. Two new clocks just introduced by the E. Ingraham Co, Ff 
Bristol, Conn. The "Sentinel Dawn" (left) and the latest 
miniature alarm, ‘Sentinel Pal." The larger has an 8-day 
movement, the smaller a 40-hour. Retail at $4.50 and $3.50. 


[] 2. New Motorola Table Radio with Fashion Award Styling. 
It is available in six colors: walnut, ivory, maroon, grey, yel- 
low, and emerald green. The cabinet is Bakelite. Designated 
as the 5R series, the set retails from $14.95 to $16.95. AM. 





[1 3. "Emblematic Golden Gem," man's expansion bracelet by 
the Marvel Jewelry Mfg. Co., Providence, R. |. Fraternal 
Emblem or military insignia is applied to simulated ruby or — 
onyx at one or both ends. Former is $9.50; latter $10.75. § 


[] 4. Croton 17-jewel "Maticwind,"’ men's self-winding watch. 
It features gold-filled case, stainless steel back, small sec- 
ond hand, alligator strap. It retails for $39.95. With 
sweep second hand and expansion bracelet, the price is $55. 


[] 5. Canterbury model Airguide Barometer styled in tradi- 
tional manner yet incorporating latest instruments, which in- 
clude barometer, room thermometer, and hygrometer. Cases 
are mahogany with silvered dials. Retail price is $60.00. 








[] 6 The "Toastmaster" "Toast 'n' Jam" set which includes the 
cae ; Toastmaster’ automatic toaster, two Franciscan Ware cov- 

ered jam jars‘in leaf green or sunshine yellow, and toast 
6. “Toast 'n' Jam™ Set plate of walnut on leathef inlaid tray. Retails for $27.95. 
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Silver Repair Clinic 


(From page 190) 


pair, can be restored to full new beauty and usefulness. 
Arthur Cooley inaugurates this silver repair service with 
a special event. A factory representative—an expert on 
silversmithing—will be in our store. He will talk to you 
individually about silver plating, repairing and restoring 
your silver. Estimates without obligation.” 

The ad then featured an illustration of a broken, dented 
and tarnished piece of hollowware and next to it one 
newly silverplated and restored. Then copy beneath 
these illustrations continued: 


“Above is only one example of the expert work our 
experienced craftsmen can do. All kinds of silver . . . 
sterling and plate . . . antique or modern . . . ornate or 
plain . . . trays, candles, tea sets, candy dishes, serving 
dishes or what have you .. . black, dented, broken or 
bent... bring them in and learn their value. You will 
be surprised at what can be done. Do not miss this, 
opportunity ... the first time in Springfield . . . to have 
a factory man here, tell you about making your silver 
look lustrous and beautiful. Easy payments arranged 
by Arthur Cooley—Jeweler.” 


“From the opening of the store Thursday morning, 
people started coming in. They must have dug out their 
silverware from the attic, trunks and basement,” said 
Cooley. “As each item was individually discussed and 
appraised by the silversmith other customers listened 
to his opinions, which helped to make a better impression 


on them about the purchase of other silverware mer- 
chandise.” | 

Most of the silverware brought in were memory pieces, 
antiques and items handed down from family to family. 
Nevertheless it showed the keen interest that people had 
in silverware and the store tied in its own silver promo- 
tion with the event. 

The silversmith was situated directly in the center of 
the silverware merchandise counters and wall cases. This 
allowed people an opportunity of seeing the stock that 
the store had without having to browse around. As 
customers left the different items to be worked on, these 
were put on the counter top for other cutomers to see. 
The combined display of old silver and new merchandise 
kept customers looking in the store with the result that 
many either became interested in seeing some silver- 
ware item or became interested in other jewelry lines. 

“Throughout the three days that the silver representa- 
tive was here, we rotated our sales personnel so that 
every employee had an opportunity to stay near him,” 
related Cooley. “They picked up from him more infor- 
mation and knowledge about silverware than we could 
have taught them in months. 

“They watched him as he examined the articles brought 
in, called them by name and discussed the design and 
pattern of the piece. We felt that if this program was 
based on educating our sales personnel alone, it was well 
worth it.” 

To tie-in with the sale, a window display was made 
of articles needing workmanship which were compared 
with similar items already in good condition. This com- 
parison attracted many shoppers along the main street. 
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* * 
Metals of Guaranteed Purity || 
GOLD - SILVER -: PLATINUM - PALLADIUM 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 

|| W. solicit your Swesps - 

—_— Filings — Scrap Gold and 
eae incor Platinum — Metals 

| Oe al Your Ol Gold Shipments 
| | WILL RECEIVE 
Special Abtten lion 

Kastenhuber & Lehrfeld, Inc. 
21 West 46th Street Tel. LUxemburg 2-2320 New York 19, N. Y. 
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2. Cigarette Box and Ash Tray 


4. Automatic Alarm Clock 
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5. Sterling Key Chain 


6. Expansion Watchband 
































1. Table Lighter 
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3. “Zodiak" Men's Accessories 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. Newest A. S. R. lighter is the "Pagoda" model. Oriental 
motif in modern style, the lighter rests on a compact ebony 
stand which accommodates four golden ash trays. It is gold 
finished. Set retails for $15.00 and the lighter for $12.50. 


2. Cigarette box and fluted ash tray, new hollowware items 
by Oneida Ltd. Box holds a package of cigarettes or it may 
be used for nuts and candies. The set retails for $5.50. 


3. Cuff links and tie clips from the "Zodiak" line to be 
promoted by Swank this fall. The individual pieces have 
the signs of Zodiak for each month of the year set out in 
two-tone finish, and will make appropriate birthday gifts. 


4. The “Everset," an electric alarm clock by Telechron, Inc. 
The alarm resets itself automatically on 24-hour cycle. It 
has brown hands and hour dots with luminescent centers and 
gold color trim on the dial. Retail price is $8.95 plus tax. 


5. Sterling silver, rhodium plated key chain by Admark. 
It bears a detailed charm dangling from the end of short 
snake chain. Race horse and jockey charm is one of series 
of these gift items priced at approximately $2.00 retail. 


6. Initialed expansion watchband "Your Signet" is fash- 
ioned in 1/20 14K gold-filled with stainless back. The new 
band is available in yellow, pink, and white gold-filled. 
Initials attach without special tools. By Jacques Kreisler. 
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The Colonel ‘Retires’ 


(From page 186) 


exis 


A tribute to P. B. Noyes’ vision and courage in the field of adver- 

tising was paid him at a birthday celebration tendered him at the 

Ambassador Hotel, noon, August 14, in New York City, by the 

top advertising executives of national magazines as well as repre- 

sentatives of advertising agencies. About 100 attended the 
luncheon. 


position in Chicago with a giant concern which would 
have paid him five times as much as he was then receiving 
as head of Oneida Community. 

Without a recognition of the powerful convictions 
which became a part of him during his first sixteen years 
as a boy at Oneida, we would be hard put to understand 
why as a young man of 24, he had left a partnership in a 
successful silver company in New York City to return to 
Oneida as general manager at $1,500 a year. He says 
it is because to him the Mansion House (the original 
headquarters of the Community) is home. This could 
well be true. He still lives there. 

A visitor to Sherrell finds it hard to define what makes 
this a different factory town. The tree lined streets, well 
kept lawns and separate houses of the workers, the social 
club with its twelve bowling alleys, the clean efficient 
factory, the handsome modern administration building— 
the ivy clad, red brick Mansion House, sitting with 
venerable pride on the crest of one of the typical rolling 
hills of the countryside—all of these are evident and in- 
teresting. However, to add them all together and define 
them as a group would be impossible. This could well be 
because Oneida is not a collection of material things but 
a group of people guided by principles which recognize 
organized religions, social, and political philosophies and 
weave what they believe to be the best through their daily 
life with their associates. There lingers today, along with 
the quaint charm of the Mansion House, the principle 
that every man has a right to a good measure of security, 
and as “P.B.” stated years ago “when your employees 
really believe that you take a practical interest in their 
welfare and that you mean what you say, you will have 
acquired an asset money alone cannot buy. Make no wel- 
fare moves for fear, but always and only because you 
believe that company success should add to the comfort 
and happiness of every member of the working group. 

As one visitor to Oneida said, “There is a sweet fresh- 
ness in the air. It could be the perfume of crushed selfish- 
ness.” Perhaps that is why the Colonel (he was the 
United States member of The Four-Man Rhineland Com- 
mission after World War I) has not been faced with a 
strike since 1899 his first year as general manager. Per- 
haps that is why his directors, in 1946 (as an example of 
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International Sterling 
pre-sells the teen market 
through SENIOR PROM! 


ike 
help your sales 
International has em 
barked on a big, full-color 
advertising campaign to reach 
and pre-sell the vast teen market — 
via the 3,000,000* teen readers 
of SENIOR PROM. e@ Here is a ready 
market of teen-age girls in which 
according to actual survey, hundreds 
of thousands have already started their 
Sterling silver collections, while 
many more have selected their 
patterns and are planning their 
collections now. e Follow 


International Sterling Silvers 
lead! Sell and profit 
with the Teen 
Market! 
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52 VANDERBILT AVENUE + NEW YORK 17, N. 
Atlanta « Boston + Chicago « Los Angeles » San Fi 
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Famous makers of the 

finest sterling and reput- 

able repair shops have 

Prices learned to depend on 

Northampton Cutlery for 

and illustrations = pee in ey 

— and craftsmanship in 

gladly furnished forged stainless steel 
blades 















NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: * ESTABLISHED 1871 
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One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 


Lunt West 47th St. © New York 19, N. Y. © JUdson 6-1666_ 











YOUR FUTURE ¢ 
DIAMOND CUSTOMERS 5) 


a 
Also your potential custom- Y 
ers for watches. Sell them 
school rings and class pins 









now. Send for our complete 
catalog. Samples sent on 
memo. 


METAL ARTS CO., Inc. 


Dept. 40 Rochester, N. Y. 

















a typical prosperous year) voted $349,000 in common 
and preferred dividends, while they paid a bonus to the 
employees of $415,000 and contributed $433,000 to the 
employee pension fund—a total to the workers benefit of 
$848,000.” This in itself was a tribute to President 
Noyes, that his younger associates continued to subscribe 
so thoroughly to his management employee principles, 
Not that this was an isolated example of respect for and 
belief in their leader. 

For the same thinking had been applied during adver. 
sity—Oneida Community has had hard times too. During 
the years of 1929 to 1933 the management promptly 
shared with workers the disheartening necessity of smaller 
pay envelopes. 

Now the name Community Plate has not always been 
so widely known nor so heavily advertised. Back jp 
1903 this silver plate was just ready to be launched on a 
national scale. Although the company had some retail 
contacts through its successful annual trap business (sold 
in 1925) the world was not exactly waiting for Oneida’s 
new tableware. Even in those days it cost big money to 
merchandise effectively on a national scale and there were 
those even at Oneida who did not share P.B.’s confidence 
in this new silverware, his ideas of maintaining its retail 
advertised prices or its generous dealer discounts. At 
this point he made a typical move. He appropriated more 
for the next year’s advertising than he had taken in on 
Community Plate (grossed) during the entire preceding 
year. Perhaps it was such courage which inspired his 
executives. during the recent depression, to voluntarily cut 
their own salaries. so the advertising appropriation could 
be maintained at a sufficiently high level. 


SIGN LARGEST TRADE PAPER AD CONTRACT 


In 1907. he signed what is considered the largest con- 
tract for trade paper advertising placed up to that time. 
He contracted for the back cover of The Jewelers’ Cir 
cular (then a weekly), for 52 issues—for five years! He 
went on to buy full pages in national consumer magazines. 
(It is said that this was then the only silverplate manv- 
facturer to thus advertise)—-and on into four colors— 
expensive art—and glamorous themes to appeal to young 
people. He was one of the braver pioneers during that 
time when big scale advertising was a frontier. He had 
vision, foresight and perhaps most important, a quality 
then expressed more delicately, but now acceptably de- 
fined as guts. It takes that to run a business up from a 
small beginning to the position of a leader through four 
or five depressions and two major wars. For the smartest 
man cannot anticipate every economic swing. 

In 1929 Oneida had found that Wm. A. Rogers. Ltd., 
was available for purchase. They bought it for just under 
$3.000,000—and just under the line before the stock 
market break of October, which ushered in the country’s 
worst depression which was to tie commercial activity 
to the lowest levels for three dark years! 

With the burden of liquidating its purchase agreement 
for Wm. A. Rogers, the company was hard put for operat- 
ing capital. 

P. B. went to a group of bankers in New York to bor- 
row some money. They knew him, his abilities and his 
company. It was decided by them that the money would 
be loaned—if the bankers were given control of the 


company. 
Persuasion failed to soften their decision. Convinced 
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that further discussion would avail him nothing, the 
Colonel stood up before the table of bankers, looked each 
steadily in the eye. then turned and slowly walked to the 
door and opened it. There he turned and with a char- 
acteristic pose, head erect and shoulders back. said, 
“Gentlemen. you forget our cows.” 

He was. of course, referring to the self sufficiency of 
the Oneida Community, with workers who had their gar- 
dens. farms and cows, workers who could survive—and 
would survive without selling their independence. 

He got the loan. 

[It has been thus that his employee philosophies have 
proved good business. In this case his policies had en- 
couraged thrift among his people and enabled his workers 
to “put some fat on’ so they could live through lean years. 

His practical values as an administrator and humani- 
tarian were also recognized some years ago by the then 
Governor of New York, Franklin D. Roosevelt. Roose- 
velt gave him $5,000,000 of state funds and put him at 
the head of the commission designated to modernize, 
rebuild and promote the Spa at Saratoga Springs for the 
benefit of the public. This he did with signal success, so 
that today it is the finest Spa in the world, is repaying the 
state a handsome annual profit. He has been President of 
Saratoga Springs Authority since 1933. 

The Colonel has always regarded Oneida as more than 
a money making enterprise, although his college educa- 
tion and outside business experience had made him 
realistic about showing profits. He considered Oneida 
as a way of life. That is why you may find him this 
very night sitting, as he has so often, between two fac- 


——$—$____ = _ —_—$$_$__— —_—-— — - . 
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tory workers at the counter of the local “Diner.” He 
never made big money out of Oneida Lid. He never 
eained arbitrary power through it. During the entire 
fifty years that Pierrepont B. Noyes has headed the com- 
pany neither he nor his family have held enough stock 
to elect one director. Perhaps as a result neither has any 
one else. 

As the Colonel once said, “I am a collector. Some 
people collect antiques, some collect stocks, some collect 
stamps. I collect friends. As I look around me | know 
1 am one of the wealthiest men in the world.” 

No doubt that is why he got such genuine pleasure 
out of his retirement from the Presidency of Oneida Ltd. 
on his 80th birthday the eighteenth of last month. He 
knew that he had around him, men who see things as he 
sees them and who have equal courage and vigor to 
carry on his principles. Those men know, too, that he 
hasn't retired, that he has only stepped into the coach’s 
box where he will be ready whenever he is needed. 

A grand man. A true member of his community. A 
real citizen of the world. 

A credit to his business. An asset to his industry. 
May he be of continuing benefit to them for many, many 
more years. 

A Southern city used, besides regular newspaper, radio. 
and car-card advertising, a line or two across the top of 
the city’s restaurant-menus, advertising the sale. This 
was found to be a good medium of carrying the message 


to the people. 


















— HUGO BOSCA/ COMPANY, INC. 
Main St., J pringfield, Ohio 
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or skins you love to touch 


Here's a choice selection of Calfskin, Sealskin, Steerhide, 
English Bridle, Rancho Mahogany and other fine leathers 
tanned to supple perfection ... In a complete line of popular-price, 
personal leather goods from one, 34-year-old source ... 

All made with hand worked details, with the old-world 

skill the Bosca family brought from Spain. Billfolds $1.00 up. 
Dressing Kits $2.00 up. Briefcases from $4.00 and 

Briefbags from $6.00. All guaranteed! Order now. Write for catalog! 
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ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 


\ 77 MADISON AVE. 
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MASONIC RIN G* 


Here's a Masonic Ring with real 

meaning, rich symbolism, elab- 

orate detail, fine craftsmanship! 

10-K#. gold - ° . ° $35 

14-Kt. gold ... . $42 
Prices Keystone 
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Write Arts & Crafts for free mats 
of tested newspaper advertisements. 















Century of Ringmaking 


(From page 156) 





Sees 





View of the sixth floor manufac. 
turing plant of J. R. Wood & 
. aay ‘ Sons, Inc., at 216 E. 45th St., New 
- \~  @ #$‘York. Inset below is present head 

Wor of the firm, W. Waters Schwab, 


Wood came to Brooklyn at the age of 21 and entered 
the employ of a ring maker named Douglass, then in 
Gold Street, Manhattan. After four years, convinced he 
had mastered the trade, he opened his little shop at the 
corner of Fulton Street and Schenectady Avenue, Brook- 
lyn. 

Gold was as precious then at it is today, of course, and 
Wood was concerned about its safety in the shop. Anxious 
to protect the life blood of his young business, he set up 
an alarm in the factory and another in his home—which 
was just around the corner. When the alarm sounded 
he would rush from his home with a shotgun ready to 
take care of the situation. However, the firm’s records 
indicate that such alarms were in each case due to some 
mechanical failure. 


In those early days, John Wood did not have the help 
of salesmen. He did not even have catalogs. He relied 
on personally written letters and an occasional “circular” 
consisting of a simple brief statement on a single sheet 
of paper. His own growing reputation for integrity was 
proving to be his best medium of salesmanship. For 
more than thirty years he dealt directly and exclusively 
with the jobbers in the ring trade. 


As the business grew to great size he finally accepted 
the importance of catalogs and used them. But still he 
refused to recognize the importance of salesmen. He was 
eventually to set up a large factory on Atlantic Avenue 
in Brooklyn. It was around this time that he began 
selling to retailers, depending almost entirely on business 
by mail. As a matter of fact, until about 1920 a cus- 
tomer could not even gain admittance to the Wood fac- 
tory. Visitors were required to go to the New York 
office, which had been opened at 14 John Street and was 
later moved to 21 Maiden Lane. A customer, if he ven 
tured to visit the factory, would be told to leave his 
order outside, in a box provided for that purpose. This 
rule applied alike to the small or large retailer, local or 
distant. 
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As John Richardson Wood’s business continued to ex- 

and he looked to his three sons for aid. Early in the 
1870s he brought his son, Rawson L. Wood, into the busi- 
ness, admitting him into partnership in 1882, when the 
firm name became Jno. R. Wood & Son. When his sec- 
ond son, St. John, was admitted in 1889, the style was 
changed to J. R. Wood & Sons. Henry Wood, the third 
son, joined the firm in 1891 and took an important part 
in developing the business. He is the only living son of 
the founder and is an active participant in the proceedings 
of Wood’s Board of Directors. 

Shortly after the oldest son, Rawson, went to work at 
the Wood plant he began to study the possibilities of 
steam power. Up to this time everything still was being 
done by hand (or foot) power. Many workers, in relays, 
would be called upon to roll the gold ingots by hand. 
Under Rawson Wood’s direction, power was applied ex- 
perimentally to the rollers for flattening the gold. When 
St. John entered the business he took a particular interest 
in the use of power to turn out seamless wedding rings. 
He experimented with a specially designed machine for 
this purpose but died before it was fully developed. On 
his death, Henry Wood assumed charge and under his 
direction the ring-making machine was perfected and 
put into operation. This period marked the beginning 
of large-scale ring production in the United States. 

During these years the styles of rings changed slowly, 
for until nearly 1890 they were mostly of plain gold in 
various sizes and widths. Engagement rings were nothing 
more than gold bands—narrower than the wedding rings 
—embellished by a single diamond set deep in the pa- 
vilion. The patterns were typically Victorian, the favorite 
forms at first being clovers, triangles and checkerboards, 
then in came butterflies, Gothic arches and bars of music 
from a hymn. Other varieties of rings were being manu- 
factured—Masonic and other lodge rings, stone rings in 
general, children’s rings and even “rheumatism rings” 
supposed to help cure a most annoying disease! 

Wood’s catalogs for 1891, 1893 and 1894 reveal little 


change in the styles, until along came such designs as 
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This way of making gives lots of work, but produces a perfect mounting. There is not a 
mounting on the market selling near our prices that is not a CAST Ring. Thisis absolutely so 
and such mountings will never give good satisfaction, especially when worn a while, as they will 
show slivers and specs, both outside and inside, and will not hold polish or wear well ; will get 
a greasy or dirty gray color, while the points are so brittle that they will break, and so are unsafe 
to set diamonds in. Use our perfect swaged and struck-up mountings, with gold thoroughiy on 
the grain, and points tough and strong. We sell at lower prices than most cast mountings. 


10055608 


2 4 
$1.90 $1.90 $2.10 $2.50 $2.75 $2.75 
TIPFANY MOUNTINGS, 14K ONLY, $1.80 A DWT. 
W. . h 9 a . . . 
magiadig de meen Tiffany Mountings is according to the correct standard, as 


14K Tiffany, Belcher, &c., Mountings. 


$1.80 A DWT. 




















Hleavy Belcher. Flat Belcher. 
8 to A e .$ ee 





Page from early J. R. Wood catalog. 





FOR SEPTEMBER, 1950 











EUREKA 









re See 
Po 
S 
t 











eee See 





e : = 








#130, The Boston Silverware Table, a beautiful and useful piece 
of furniture that in addition provides tarnish proof protection for 
silverware. Available in selected mahogany finish hardwood or genuine 
mahogany, with English Antique finish brass drawer pulls. Holds up 
to 200 pieces. Size approximately 194“ x 13%“. End table height 27". 


bo pedadl Coy tee 


There’s a quality EUREKA Chest for every preference and 
pocketbook . . . fashioned with cabinet craftsmanship of 
selected hardwoods, carefully seasoned and dried... lined 
throughout with seal brown Pacific Silver Cloth — “the cloth 
that prevents tarnish” — or EUREKA Doeskin Cloth in 
Bahama Rose shade ... and every EUREKA Chest is guaran- 
teed for the life of the chest. Send for free booklet today. 


EUREKA Anti-tarnish Rolls and Bags of EUREKA Duvetyn Cloth assure 
your customers extra good anti-tarnish protection for fine silverware. 





Eureka Manufacturing Co., Inc. 
5 Maple Street, Taunton, Mass. 


In your exclusive color combination, with 
your imprint on every roll and bag, they 
keep your customers sold on your store. 
New lower prices. Send for free samples, 
illustrated samples and price list. 
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PRICE TICKETS 


WITH YOUR STORE NAME IMPRINTED 


SUPPLIED BY Cononed 


The only monthly window display service 
with this new, exclusive, personal feature, 
at no additional cost. 







Discriminating Jewelers: 








! 
Order this month’s 3 dimensional window dis- 1 
play service for a ten day free trial and be , 
convinced of its window ‘‘Eye-Appeal’’ as well - 
as ‘*‘Buy Appeal.’’ Your store name will be \ 
imprinted on price tickets with succeeding 4, 
services at the same price of 10.00 per month. Jj 

I 
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NAME 
ADDRESS 
CITY 




























‘Damien teecteee 





614 West 51 nee, New York City 











CCURATE 
EATS ALL 


OMPETITION 





in production & delivery of 


Bags, Rolls and Cloths for silverware and all silted 
metals, for cosmetic cases and jewelry, for china and other 
related products. 

Write for 


A wide assortment of Pacific Silver Cloth, Anti-Tarnish : . 
Flannels, Accupac Cotton-Lined Paper and Kimpak Price List 
to serve your needs. Now serving, with dispatch, e 

many of America’s finest Manufacturers and Jewelers. Samples on 


request 


— —-- _® __@ © 









g 
s 
; 


150 West 22nd Street es York 11, N. Y. 
Chelsea 2-4880 


DIAMONDS for EXPORT 
BARBER «x0 SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON ae ee 
CABLES: SLUBAR -LONDON 











Pa QUALITIES AND SIZES 1 @) el orl 4D, AND ROUGH 
FROM: 
LONDON, ANTWERP. ann AMSTERDAM 
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arbutus, oak leaves, clusters of grapes and edelweiss. 

But about 1895 something important began to happen 
in the Wood plant in iedhien. The desieners were giving 
more and more attention to diamonds. They no longer 
were satisfied with the relatively unimportant place they 
occupied in the ring designing scheme. The new gen. 
eration of Wecde—~tanens L., St. John and Henry sue. 
cessively, began to see in the diamond an important 
medium for merchandising all the firm’s products. So jp 
1896 a new addition to the factory was erected; devoted 
exclusively to diamond cutting. For a time it was re. 
puted to be the largest in the United States. 

Thus by the turn of the century, although wedding 
rings changed very little in design, iiumend rings grew 
bolder. Ladhies’ and misses’ 10- aoe rings were "hana 
ing more ornate. Class rings sprang up. As women 
began to wear more rings and bigger diamonds the guard 
ring became imperative, the Grst ones advertised being 
of 14-karat gold at ten dollars a dozen wholesale. 

Engagement rings were becoming so popular that the 
pages on wedding rings in the Wood catalogs of 1906 
and thereafter were transferred to the back of the book: 
engagement rings were brought to the fore. Great em- 
phasis was placed on the solitaire, the “ passer-by,” and 
the “princess” ring. Mention was nai made of 
the pronged setting with platinum-lined claws. The 
principle of putting white metal immediately next to 
diamonds, in order to give them white light, was stressed. 
an adaptation of the’ old idea of using silver around 
rose diamonds on gold jewelry in the 17th century. 


The popularity of the solitaire, or Tiffany high-pronged 
setting was noted at about the time of World War I. The 
diamond now had grown higher and higher until 
was practically on stilts and the mountings had become 
lacey and open, finally culminating in filigree. It was 
not until about 1919 that the hand-pierced basket setting 
achieved popularity, most of the settings having side 
stones. Fine mountings were in platinum by this time 
and the carving was so important that by 1923 the manu- 
facturers, including Wood, played up certain patterns 
and gave them names to identify them in their advertising. 

Soon diamonds were being used in wedding rings. 
These eventuallly led to the popularity of the matched 
engagement-wedding ring set, now accounting for 
ting proportion of diamond ring sales in the U.S. 


After World War I the movement of the jewelry trade 
was steadily away from lower Manhattan toward mid- 
town. But it was not until 1939 that J. R. Wood & Sons 
reluctantly moved both its plant and offices to the present 
address at 216 East 45th Street. At the same time it 
eliminated the diamond cutting plant, arranging to trans- 
fer its diamond cutting to Amsterdam. 


The Manhattan plant recently was expanded and reno- 
vated. The seventh floor is now entirely devoted to the 
merchandising, diamond sorting, clerical, sales and ad- 
vertising departments. This sixth floor has been taken 
over by the manufacturing plant. 

The firm concentrates chiefly on engagement and wed- 
ding rings these days. Special attention is given con- 
stantly to new designs. It has on file at any one time 
as many as 500 such designs. Many of them have been 
temporarily discarded but held against possible future 
change in popular taste—for the firm’s designers are 
quite aware that the Tiffany high-pronged setting, which 
went out of vogue sometime before World War II, once 
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by The Tiffin Glassmasters 
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YONG 


by the Tiffin Glassmasters 


is the first really new development in glass in 


nearly a century. It combines the sparkle and 
brilliance of clear crystal with an unforgettable 


new effect in tapering color. 


Introduced at a special Press Preview for the 
country’s leading Home Furnishings Editors in 
New York, Tiffin’s Wistaria was accorded their 


most enthusiastic approval. 


The striking 4-color advertisement shown on the 
reverse side of this page will introduce Tiffin’s 
Wistaria to the American buying public this fall. 
ft will run in the October issues of leading maga- 


zines, appearing from September 20 on. 


This advertising will greatly stimulate buying 
interest not only in Wistaria but all Tiffin glass. 
Capitalize on it by featuring Tiffin prominently 


during the fall and winter period. 


United Stites Glass Company Tiffin, OMo 
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TIF FIN A D GLASSPORT FIN E 


GLASS WARE 








. - Ve ee 





more is becoming popular especially in the higher-priced 
rings. Attention is given also to the “illusion” type ring 
and the firm designed flanges, rims, “picture frames,” 
reflectors, beads and other extensions of metal to give 
greater size appearance to small diamonds in the lower 
priced lines. 

Control of the Wood firm is still in the hands of the 
same family. Not only is Henry Wood, a son of the 
founder, an active member of the Board of Directors, 
but Rawson Wood, II, a grandson, is vice-president. 
W. Waters Schwab, also a member of the family, is 
president of J. R. Wood & Sons. Under his direction 
the firm not only has modernized many of its methods 
and merchandising but taken the lead in helping to 
promote the jewelry industry as a whole. A case in 
point is the firm’s leadership in popularizing the double- 
wedding ring ceremony during and after World War II. 
Associated with a leading company, Mr. Schwab’s inter- 
ests are naturally industry wide. However the intensity 
of his interests is due to a strictly personal desire on his 
part to be of the greatest possible use as a citizen. The 
continuing application of his energies has brought his 
associates, his industry, and his company many long- 
lived benefits. 

And that briefly is the story of the first hundred years 
of a little Brooklyn ofhice-factory, which started with only 
one chair and one desk and no machinery. It has been 
doing all right for itself and its industry during the 
past century. 





Merchants Sponsor Halloween Contest 

This Halloween window containing over $200 in silver 
dollars is part of Rosenthal Credit Jewelers’ contribution 
to the annual celebration at Frederickstown, Pa. 





For the past twelve years, Rosenthal has been elected 
chairman of the festivities, for in his store, during the 
two weeks before Halloween, prizes donated by business 
men and civic organizations are displayed in his store 
window. 

Tickets are given to children of the town by the judges 
for the best costumes and the winners present them to 
Rosenthal for their prizes. His store is kept open all 
evening for the children. 
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A TREASURED GIFT @ A CHERISHED KEEPSAKE 








BIB PIN: VS 


in Sterling, Goldplate, and Solid 10K 


Here’s a fast moving profit maker. Every 
mother in town will thank you for making 
these pins available. An ideal gift for every 
baby—featuring utility, beauty and safety. 


These pins are attractively boxed, and are 
available for immediate delivery. If we are 
not represented in your area, please write 
direct to manufacturer. 


REPRESENTATIVES— 


Some of the better territories are still open. 
We invite your inquiries. 


WEE CHERUB MFG. CO. 
2016 TRAVIS, HOUSTON 4, TEXAS 
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A Practical Course in Artistic Engraviné 


by R. ALLEN HARDY 


Section B—Cutting Script Letters. Parts 6 through 10. 





Section B—Script 


*1. Drawing (on paper) script alphabet and 
numerals; study of proportion of let- 
ters to each other. 

*2. Cutting script alphabet—capital letters. 

*3. Cutting script alphabet—lower case. 

4. Cutting script numerals. 

*5. Cutting script names, dates, inscriptions. 
6. Cutting script two-letter monograms. 
7. Cutting script three-letter monograms. 
8. Cutting drop-script two-letter mono- 


grams. 
9. Cutting drop-script three-letter mono- 
grams. 
10. Cutting diagonal drop-script mono- 
grams. 


(*Subjects completed in previous installments 
of series.) 





In designing a 5-line inscription on a 
plate, see Figure 35-A, the same pro- 
cedure is used on spacing and center- 
ing the letter on the individual lines, 
but first the lines have to be centered. 
To do this, find the horizontal center 
as well as the vertical center. The third 
line will naturally fall on center and 
that line is placed fitst. Then the sec- 
ond and fourth lines are equally placed 
above and below. Then, the first and 
fifth lines are placed respectively. The 
wording on each line is sketched in, 
the design steel pointed and cut. Fig- 
ures 35-B and 35-C show the lay-out 
for four-line and three-line inscriptions. 


6: CUTTING TWO-LETTER 
MONOGRAMS 


To design script two-letter mono- 
grams, study Figure 36. This suggests 
how two or three running script letters 
may be connected simply. Here dif- 
ferent combinations present different 
problems so there is really no exact 
rule. Practice in design is the only 
answer. Balance of design is essential 
in this type of monogram and the effect 
should be like the “CB” at the bottom 
of Figure 36. Some script letters will 
loop themselves quite naturally; some 
will not loop at all; some require con- 
siderable time and redesigning to get 
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a balanced design. On those that will until a satisfactory design results. This 
not loop, the best that can be done is tu may take four to ten separate sketches, 
arrange them symmetrically close to- but it is the only way to handle a prob. 
gether and the result will be satisfac- lem monogram. The advantage in this 
tory. method is in keeping all of your ideas 
Ona problem combination, the best and attempts in front of you. Trying to 
method is to roughly design it on paper. touch up an original design by erasing 
Note how tke letters fall naturally. usually ends up in a poor design. 
Then without erasing this design, lay In cutting connected letters, the fol- 
out another beside it. Try to improve lowing rules must be observed. A 
this one. Then, leaving this design, try shade line must not cross a shade line, 
another, gradually improving each one A shade line may cross a hair-line. The 
/ 
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Figure 35. Designing Inscriptions. 
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Crystal with “Ivy” design in 22 Kt. gold 
overlay—made in wide assortment of deco- 
rative pieces and serving accessories to be 
retailed from 


$3.00 to $7.50 each. 


THE LOTUS GLASS CO. 


Barnesville, Ohio 


Harold B. Budd, 
225 Fifth Ave., Rm. 605, 
New York 10, N. Y. 


J. W. Readeker, 
1549 Merchandise Mart, 
Chicago 54, Ill. 


Saubert-Lamont, Inc., 
2nd Unit Santa Fe Bldg., 
Rm. 314, Dallas 2, Tex. 


Herbert Solmann, 
527 W. 7th St., Rm. 702, 
Los Angeles, Calif. 




















Send for Folder R 


Watts 
get a 
NEW HERMES -— poy out of profits 


13-19 University Pl. New York 3 











re NEW HERMES 


— pay out of profits 








Ask for Folder G 


NEW HERMES 13-19 University Pl., New York 3 } 























NOW READY FOR DISTRIBUTION! 


THE JEWELERS DICTIONARY 


NEW COMPLETELY REVISED 


* SECOND EDITION * $6 00 POSTPAID 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42ND ST. NEW YORK 17, N. Y. 


Check or Money Order Must Accompany Order. DO NOT SEND CASH 

















SEMI-PRECIOUS STONES 
CUT a ROUGH 
Aquamarines — Amethysts — Topaz 
Tourmalines — Garnets — Tftania Gems 
All popular sizes in stock 


INTER-OCEAN TRADE COMPANY 


Leading Producers and Importers 
170 Broadway REctor 2-5776 New York 7, N. Y. 














: WATER-RESISTANT 


Available for Prompt 
Shipment 


MEN'S 17 JEWELS 


@ CHROME TOP 

@ STEEL BACK 

@ RADIUM DIAL 

@ SWEEP SECOND HAND 
@ INCABLOC MOVEMENT 


COMPLETE SWISS IMPORTS 


SASourn-VMAD ANOTM 





Inquiries are solicited for reasonable quantities of these 


watches. Write or wire your requirements. 


NORMAN ROTH CO. 


258 BROADWAY NEW YORK 7, N. Y. 
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lines crossing must appear to go over 
and under. A hair-line must never be 
cut directly across a shade line. 

In cutting these designs, follow the 
procedure of beginning with a maxi- 
mum letter size, decreasing gradually 
to smaller sizes. 


7: CUTTING THREE-LETTER 
MONOGRAMS 


The technique in designing three-let- 
ter monograms is the same as explained 
under Item 6 of the course outline. It 
involves one other principle—equally 
spacing the individual letter stems. 
This must be done by eye and must be 
observed closely or unequal spacing 
will result. The alphabet as connected 
in three letter groups (see Figure 36) 
is a fair example of even spacing. 

In cutting three-letter monograms, 
begin with large letters (approximately 
5/16 inches in height) and reduce 
gradually. 


8: CUTTING DROP-SCRIPT 
TWO-LETTER MONOGRAMS 


Referring to Figure 36, two-letter 
drop monograms can be laid out and 
connected as shown on the extreme left. 
Different combinations will present in- 
dividual problems and they can all be 
worked out in the same manner as 
explained under Item 6 of the course 
outline. The principle of laying out a 


212 


Figure 36. Script Combinations. 

















two-letter drop monogram involves 
working from a center vertical line. 
The stems of the individual letters mug 
be in line. It is not necessary for the 
outer parts of the letters to line up. 


9: CUTTING DROP-SCRIPT 
THREE-LETTER MONOGRAMS 


Designing three-letter drop-script 
monograms becomes more complicated 
in construction. Begin the lay-out by 
finding the center by using a vertical 
and a horizontal line. Decide on the 
desired height of the center letter. 
From this, the construction lines for the 
top and bottom letters may be accu. 
rately placed. Estimate first how far 
down into the center letter the top let. 
ter will merge. Place a horizontal line 
at this point, also. It follows, of course, 
that the top and bottom letters are 
exactly the same height of the center 
letter and may be measured, thus locat- 
ing the two remaining construction 
lines. 


10: CUTTING DIAGONAL 
DROP-SCRIPT MONOGRAMS 


Diagonal drop-script monograms in- 


(Please turn to page 265) 
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Figure 37. A variation of simple script. 
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STERLING FLATWARS 


PATTERN INDE 


IMMEDIATE 
DELIVERY 











Actual size of book, 
73° x9". 
Teaspoons are shown 
actual size in book. 


STERLING FLATWARE PATTERN INDE 


In No Other Publication 





Sil Found 


ontains Materia 


Jewelers find THE STERLING FLATWARE PAT- 
TERN INDEX absolutely indispensable for iden- 
tifying patterns to be matched —and for making 
selling suggestions to customers. It contains, under 
one cover, full-size illustrations of more than 1300 
sterling flatware patterns—active, inactive and obso- 
lete patterns. 


Each pattern name is listed in one alphabetical index 

. and cross-indexed again under the name of the 
manufacturer using it. [llustrations are beautifully 
done, in full size, and printed on fine coated paper. 
The binder is of rich black cowhide leather, gold 
stamped. These pages are supplied in convenient 
loose-leaf form, and revisions published periodically 
will be available at a reasonable cost. These can then 
be ; sna into your book keeping it constantly up 
to date. 


In daily use by jewelers everywhere, this book 
has proved its value as an essential reference vol- 
ume, invaluable in operating a Sterling Silverware 
Department. 


SEND NOW FOR THIS ESSENTIAL SELLING TOOL 
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Completely Revised and Up to Date 
Over 1300 Patterns Shown Full Size 
Essential For Matching Patterns 

Indexed by Patterns and Companies 


Helps You Sell More Silverware 
Used Daily by Jewelers Everywhere 
All Books Sold Remittance With Order 


| SE EREgEE 


THE JEWELERS’ CIRCULAR-KEYSTONE 

100 East 42nd Street, New York 17, N. Y. 

Enter our order for a copy of THE STERLING FLAT- : 
e 


468488 6 


WARE PATTERN INDEX. 


With Binder $20 Without Binder $15 


is enclused 
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Outside Showmanship Brings Customers In 


The secret of success for the gift department of Charles Schwartz & Son 
in Silver Spring, Md., was to build up traffic by means of community 
contests and make the department as inviting as possible for the clients. 


Woaen Charles Schwartz & Son opened 
their new unit at 900 Ellsworth Drive in fast-growing 
Silver Spring, Maryland, their immediate problem was 
to acquaint the public with the gift department in the 
basement a few steps down from the main sales floor. 
There they have a well-rounded line of appliances, fire- 
place equipment, glassware, cooking sets and radios in 
addition to giftwares in popular categories—all designed 
for gracious living. 

“What I wanted primarily,” explained F. L. Goodwin, 
store manager, “was to get people to come downstairs 
and look around. The only indoor promotion we have 
is a sign in a glass-enclosed frame over the cashier’s desk 
and wrapping counter explaining what our gift section 
consists of and where it is. But as we all know few 
shoppers will take the time and trouble to walk down a 
few steps unless they know in advance what they can 
expect there in the way of merchandise. So I hit upon 
the plan of popular give-away contests with no strings 
attached in the form of purchases, slogans or other types 
of entries as is often the case.” 

The first such contest was an out-and-out give-away 
of 10 gifts which was announced in 18,000 postcards 
sent to former customers and prospects in the immediate 
trading area which consists of Montgomery County and 
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by A. S. KESHEN 





The Gift Room in the base- 
ment is set up to emphasize 
the interior decorations. A 
love seat is arranged as if 
it were in a living room as 
are all gifts in the section. 














the northern section of Washington, D. C. Furthermore, 

it was heavily advertised in the Silver Spring Shopper, 

which is a free weekly newspaper, the local weekly, and 

over the community radio station WGAY. Visitors to 

the store were also presented with announcement cards. 
(Please turn to page 227) 
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The fireplace in the corner of the gift room complete 
with all the necessities for good living gives a home- 
like effect that is both attractive and sales boosting. 
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Glorify her 






Here’s a new, compact selling display for your 
fine American handmade glassware. Only 14” 
high, this Fostoria unit is ideal for window, 
counter or table use. It spotlights your favorite 
Fostoria patterns, and lends itself to a variety 
of arrangements for increased SALES. Sturdily 
constructed and finished in natural wood, it’s 
another SALES-SERVICE for you. 


For your year-round use, appropriate head- 


FOSTORIA GLASS COMPANY + MOUNDSVILLE, WEST VIRGINIA 
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line cards, such as the one shown here, “‘Glorify 
her Table,” are sent to you from time to time. 
These cards are especially helpful in pointing 
out Christmas, Weddings, Commencements, 
Mother’s Day, and other important gift-giving 
occasions. l’o make sure that you get this dis- 
play without delay, see your Fostoria represen- 
tative, or write direct to the Advertising Dept., 


Fostoria Glass Company, Moundsville, W. Va. 
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1. Spode Bone China 


2. "Prelude" Stemware 








3. Desk Accessories 





4. Windsor Bowl 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] I. "Meadowbrook" pattern in Spode bone china shows 
clusters of gay flowers freely painted by hand on the old 
"Chelsea shape with its graceful piecrust edge, fluted | 
rim. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


[] 2. New ''Prelude” cutting in Tiffin glassware appears in 
stemware, 6'' plates, iced teas, parfaits—retail about $23 
a doz. Blends especially well with International Silver's 


"Prelude" flatware. By United States Glass Co., Tiffin, O. 


[] 3. Desk items in heavy-quality Plexiglas—suited for mono- 
gramming; perpetual calendar, retail $4.25; pads 4!/2" and 
7" with vari-colored paper, refills available, retail $4 and 


$7.25. Sold by M. J. Woodruff, 225 5th Ave., New York. 


[] 4. Windsor bowl in lifetime-weight sterling silver 12!/2" 
wide, 4!/."" high, with simply curved bowl and sculptured 
base. It may be retailed for $70, tax included. Catalogue 
available. Made by Quaker Silver Co., N. Attleboro, Mass. 


[] 5. For store display or home decoration at Christmas time. : 
this is Robyn's "Angel Joy," diminutive ceramic figure in 
scarlet coat and cap, carrying wreath and packages; retail 

5. Christmas Figurine $15. From Edna Rymal Cox, 202 Brack Shops, Los Angeles. 
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Folks with a yen for crystal that’s lalormed yet distinctive 


will be delighted with these two brilliant new patterns by Heisey 


PAN AMERICAN LEIl—lovely as the garlands worn 
by Hula maids on the beach at Waikiki—is ayailable 
in a complete line of Heisey hand-blown stemware 
etched to match Vernon Kiln’s dinnerware in the Pan 
American Airways’ outstanding promotion. 


WINCHESTER '73—new etched, hand-blown bar and 
buffet line—captures the bold, unbridled spirit of the 
Olid West, and: ties in with the new Universal-Inter- 


¢ 


The finest in glassware... 


FOR SEPTEMBER, 1950 


made in America by hand 
and nationally advertised for more than fifty years 


SS 


national movie ‘‘Winchester es sdring Shales . . 


Winters and James Stewart. Ask your local exhibitor 


of Universal-International pictures to work with you — 


‘in setting up an attractive lobby display. 


Capitalize on both of these exciting new crystal | 


creations by Heisey. Order now and follow through 
by featuring them in your window and counter displays. 


A. H. Heisey & Co., Newark, Ohio. 


eisey 


HAND-WROUGHT ‘) CRYSTAL 
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2. China "Boxer" 1. "Corral" Stemware 











3. Old Blue Chelsea 





4. Modern Tumblers CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] !. "Corral'—new stemware shape with stem modeled in a 
slightly flattened spiral-and-pillar effect, bowl decorated 
with a pattern of cut mitres. It may be retailed for $24 


a dozen. Made by A. H. Heisey & Co., of Newark, Ohio. 


[] 2. Beautifully modeled from life and painted in natural 
colors, this boxer is made in 3 sizes—8!/2", 6!/2" and 4'/2" 
in height. One from a large group of Hutschenreuther china 
dogs from Paul A. Straub & Co., Inc., 19 E. 26th St., N. Y. 


[C] 3. Back again—Adderley's "Old Blue Chelsea" pattern with 
embossed periwinkle blue flower on English bone china—in 
teasets, cups and saucers or salad plates about $30 a doz. 
retail. From Ridgway & Adderley, 17 E. 54th St., New York. 


[] 4. Designed by Russel Wright—new "Hand-pinched" pattern 
in pressed glass, especially good with modern dinnerware. 
In "Ripe Olive," "Verde," or "“Hemlock''—retail $6 to $7.20 
a dozen. Made by Imperial Glass Corp., of Bellaire, Ohio. 


[] 5. "Pine"—one of several new china dinnerware patterns, 
showing brown branch and cones with green and light brown 
needles—finished with band of 24K gold. Five-piece set- 

5. "Pine" Pattern ting retails for $18.25. From Lenox, Inc., Trenton, N. J. 
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UNCAN . Lily of the Valley 





Illustrated are goblet, saucer champagne or tall sherbet and 8%" salad plate 
a pag P 


HARMONIZING WITH LILY OF THE VALLEY CHINA AND SILVER 


o 


A brilliant new rock crystal cutting 
on a stunning new shape. Available 
in all stemware items, plates, gift 
and decorative pieces. Stemware to 
retail at $1.75 each. The lily of the 





valley motif is ingeniously carved 
into the stem and cut into the bowl. 
See your Duncan representative or 
write direct to the factory for com- 
plete price list. 


THE DUNCAN & MILLER GLASS COMPANY 


WASHINGTON, PA. 
The Loveliest Glassware in America 
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1. “Revere” Stemware 





2. “Ascona™ Pattern 








3. Silverplated Chafing Dish 


CHECK THESE ITEMS FOR PROFIT POSSIB:LITIES 


[] |. A pattern of deep-cut mitres on the hand-blown "Colfax’ 
shape, this is the "Revere." It is done in complete stem- 
ware, retailing at $2.25 each; and 7" and 8" plates, retail 
$3.25 each. From the Fostoria Glass Co., Moundsville, W. Va. 


[] 2. "Ascona" pattern in china dinnerware—a pastel bouquet 
centered with full-blown rose, with tiny blossoms and gold 
lines on the pearl-edge rim; 5-piece setting retails for 
$13.75. From Castleton China, Inc., 212 5th Ave., N.Y.C. 


[] 3. Chafing dish in heavy silverplate for buffet service; 
10" high; may be disassembled and stored in 2-quart Pyrex 
casserole. Retail $17.95 T.l. In brass and copper, retail 
$14.95. From Sun Glo Studios, 225 5th Ave., N.Y.C. 


[] 4. From Koray Group of English potteries—''Playtime™ 
series in 53-pc. dinnerware sets, each set with 3 different 
centers; individually boxed, retail $17.75. Carried in 
stock by distributor, Korlis, Ltd., 258 Broadway, N.Y.C. 

[] 5. Authentic reproduction is this white porcelain clock 

: festooned with rose sprays and cherubs, touched with gold. 

5. Reproduction Clock Stands 1434", has electric unit; retail $90. From Heirlooms 

of Tomorrow, 3601 Aviation Plvd., Manhattan Beach, Calif. 
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Bates is 
the buy 

and this 
is why 


Bates makes the gifts everyone wants . 
to give or to receive . . . and Bates 
makes your job easier because 
Bates designs gifts to sell themselves. 
Just display a Bates gift and it does 
the rest of the selling itself. 

These manicure gift.kits and many 
more available... send for the 


lo) Koyamerite:u ley" } axoltranqoyontey (accom eret 


C.J.BATES 


C. J. Bates & Son — Chester, Conn. 


New York Showrooms at 366 Fifth Ave 
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No. 950 ‘’Com-Pac’’ 


Beautifully tailored Barbara 
Bates Manicure Gift Kit fitted 
with nickel-plated nail 

Scissor, nail nipper, nail 
clipper, triple-cut nail file 
tweezer, cuticle pusher and 
spear. In saddle or tan peccary 
grained leather, lined in moire 
with a nickel-plated frame 


Retail $12.50 


No. 927 “‘“‘Enchantment 


Beautiful Manicure Gift Kit 

by Barbara Bates. Holds a 
handsome array of manicure 
essentials : gold-plated cuticle 
scissors, tweezers, tripie-cut 
nail file, cuticle pusher, cuticle 
knife, Smoothie, Ilvoree stick 
gold-trimmed luxite comb, 
beveled mirror. In rich crushed 
velvet maroon, green and 
periwinkle lined in beige 


Retail $10.00 


No. 925 “‘Hand Maiden” 


Beautifully designed Barbara 
Bates Manicure Gift Kit 

with gold-plated cuticle scissors 
cuticle pusher, cuticle knife 
tweezers, triple-cut nail file 
Smoothie, gold-trimmed luxite 
comb and Ivoree stick 
Bengaline case available in 
copen blue, green and red linec 
in beige with an unusual 
golden bronze frame 


Retail $7.50 


No. 902 “’Carry-all”’ 


Exclusive Barbara Bates 
Manicure Gift Kit - complete 
every detail - includes the 
following essentials: gold-plated 
cuticle scissors, triple-cut nati 
file, cuticle knife, fingerna!| 
boards, plastic cuticle stick 
comb, nail brush, and two cut 
glass bottles that fit into the 
unique enamel frame 

Red, green or brown bengaline 
lined in beige 


Retail $6.00 


No. 911 “‘Midas Mesh” 


Fabulous Manicure Gift Kit by 
Barbara Bates in lovely golden 
mesh fitted with a handsome 
array of fine gold-plated 
manicure essentials - cuticle 
scissors, triple-cut nail file 
tweezers, cuticle pusher 
knife, luxite-handled buffer 
lvotee stick and Smoothie. Tt 
case, with its golden bronze 
frame, is lined in beige Mm 


Retail $17.50 


? ~Té 


1e 








2. Franconia Dinnerware 








3. Fashion Figurines 


4. Silverplated Epergne 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. “Chantilly"’ stemware—designed to match, in both shape 
and cut decoration, Gorham's sterling flatware pattern. Re- 
tail $2 each. Made also in plates, serving and decorative 
pieces. From Duncan & Miller Glass Co., Washington, Pa. 


[] 2. Franconia china by Krautheim—gadroon-embossed dinner- 
ware with 10/4" plate; rim in green, celadon, maroon, gray 
or turquoise with touches of fine gold; 5-pc. setting, retail 
$13.10. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 


[] 3. Charmes de Paris figurines are adapted from authentic 
19th Century fashion lithographs hand-made in translucent 
china; shown are "Eva," 6!/2"; "Joy," 7"; "Sue," 6!/2", re- 
tail $20 each. From Bernard Lipman, 261 Fifth Ave., N. Y. 


[] 4. Three-piece epergne #020 has silver-plated stand and 
three 5" hand-engraved glass nappies; is 11" in diameter 
and II" high, especially good for small homes. I+ may be 
retailed for $33. By Silver City Glass Co., Meriden, Conn. 





5. "Palo Alto" Pattern [] 5. New "Palo Alto” pattern in Franciscan china dinnerware 
has spray of flowering eucalyptus with orange-red and sepia 
blossoms, burnished gold leaves; dinner plates retail at $5 
each. Gladding-McBean & Co., 2901 Los Feliz Blvd., L. A. 
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—_ — do Previa FIGURINES 






















a Authentic adaptations of famous 

2 ° fashion lithographs, popular dur- 

gee ing the 19th century era, in France, 
- England and America. 


Masterpieces of the ceramic art, they 
are completely handcrafted in_ fine 
translucent porcelain to the minute de- 
tail, and exquisitely hand-painted in 
delicate gradations of coloring, by skilled 
old-world artisans. 


1193—RUTH—9” high .......... 
1194—INEZ—9” high 


+. de P aris 


FIGURINES 


—are today’s true reproductions of 
yesteryear designs, destined for to- 
morrow’s treasures. 


<< . % 2 Dy te 7 
x eS 93°) 3 
~ x eaten * Lo oe 
PG chedin MMOS. ES eee 
“ee 


1186—NELLIE—1114,” high ...... 





1187—KATHY—11” high ........ 20.00 

1185—LILLIAN—1114.” high ..... 22.50 
Left: 

1189—-DEBORAH—11” high ..... $24.00 

1191—MELANIE—11” high ...... 24.00 


Wholesale Prices 


We cordially extend an 
invitation to view 


ds P aris FIGURINES 


extensive line at our, or our 
representatives’ showrooms. 


BERNARD LIPMAN snvouitN? 
NEW YORK 16, N. Y. 
Representatives: LOUIS K. HOENIG, Brack Shops, 527 West 7th St. Los Angeles 14, Calif.; NONA 


FARQUHARSON, 337 2nd Unit, Santa Fe Bldg., Dallas, Tex.; BERNARD LIPMAN, 15-133 Merchandise Mart, 
Chicago 54, Ill.; GEORGE BECKER, Atlanta, Ga. 
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by MADELINE LOVE 


it is not believed, at the present time, that the major 
trade shows will be affected by events in Korea, al- 
though several of the regional shows are being cancelled. 
Two casualties are Helen Brett’s Greater National Gift. 
Art and Housewares Show in Washington, D. C., and 
49th State St. Louis Gift, Art and Housewares Show. 
both planned for October. The cancellations were made 
at the request of hotel managers, who expect increasing 
pressure on their facilities. 

Plans are going ahead, however, for the large 1951 
exhibits, with dates set as far ahead as next summer. 
George Little’s National China, Glass and Pottery Show 
is set for July 15 to 20 at the New Yorker Hotel, New 
York. And the two Pittsburgh china and glass shows 
are scheduled for January 4 to 12, the Glass and Pottery 
Exhibit at the William Penn with John M. Hammer as 
manager; and the Keystone Show, under J. Andrew 
Squires, at the Fort Pitt Hotel. 


* *% % 


OULTON & CO., INC., importers of English china 


and earthenware, have moved their showrooms from 


212 Fifth Avenue, New York, to larger quarters at 11-15 


East 26th Street. The change was effected on Septem. 
ber l. 
% % % 
HE growing importance of unified tableware design 
was shown again at the summer Shows by the retailer 
interest in the “Lily of the Valley” design, which the 
Duncan & Miller Glass Co. created to match Gorham’s 
flatware pattern. The stem is formed in the shape of g 
lily of the valley, and the entire line of stemware, plates, 
and accessories is decorated with a cutting of the flower 
in spray effect. 
*% * # 
ean C. WEDGWOOD, president of Josiah 
Wedgwood & Sons, Inc., was guest of honor August 
11 at a ceremony held near Franklin, N. C., where he 
unveiled a marker at the site of an old clay pit. From 
this pit, a fine white clay was obtained, back in 1767, and 
sent to England for the use of Josiah Wedgwood, who 
was then beginning to develop his blue and white 


jasper ware. 
% % % 


ARVEY BURTON, vice president of Ridgway & 

Adderley, Inc., importers of English china and 
earthenware, has announced the appointment of the James 
V. Thomas Co., of Dallas, Tex., as representatives for 
Texas, Oklahoma, Arkansas and Louisiana. 


Mr. Burton, who is also director of the Hambro House 
of Design, has named two representatives for the firm’s 
line of cutlery. Martin Carlstein & Associates, of New 
York, will cover part of the Eastern territory, and F. M. 
McMorrow. of Cleveland. will cover northern Ohio. 








19 East 26th Street (Near 5th Avenue) 








PAUL A. STRAUB & C@., INC. 


OPEN STOCK 
PATTERN 
No. 7712 


“TILBURY™ 


available in 
94. and 64 


piece sets 


IMMEDIATE 
SHIPMENT 


See us at the 


DETROIT GIFT SHOW 
Sept. 3-7, 
Hotel Statler, Detroit. 


PARKER HOUSE GIFT 
SHOW 





Sept. 3-7, 
Parker House, Boston. 


DALLAS GIFT SHOW 

Sept. 3-8, 

Baker Hotel, Dallas. 

DENVER GIFT & 
JEWELRY SHOW 

Sept. 17-20, 

Albany Hotel, Denver. 


New York 10, N. Y. 
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yb Lakting 


»-. and then some! 


Zippo gives you much more than glamour to sell. 
There’s one-zip dependability ... unfailing windproof action 
.and the famous unconditional guarantee. That makes this 

terrific twosome highly saleable as well as exceptionally 














CMT Ty = 
in na a“ 
ae: 99 7 u 

Lady Bonoff vd” TABLE LIGHTER Leather-Cratted pocxer ucurers 
The perfect gift for home or office . . . the table lighter Newest luxury-look in lighters! Leather-covered cases, 
with a truly decorator-look. Heavily plated in satiny, hand-done by artisans skilled in producing master- 
lustrous Rhodium . . . a tarnish-proof metal of the pieces in leather. Available in Imported, hand-grained 
Platinum group. Made with all the famous Zippo English Morocco and fine, hand-burnished Calfskin. Both 
features ... and fine Zippo craftsmanship. leathers in red, green, blue and tan. 

retait $10) No reverat Tax RETAIL $9.0 No FEDERAL TAX 

peater price $@ FAIR TRADED DEALER PRICE HebocbO FAIR TRADED 


With gold-leaf initials, $1 extra, retail. 


With engraved initial, $1 extra, retail. 





“ q, 
$ e, 
2 4, 
rr 
2 = 3 , 1 4. 
= HOLIDAY pm ~ the One “3p windp woof tig htvr 


ESQUIRE SPORTS AFIELD 
THE SATURDAY [FIELD & STREAM CALL YOUR DISTRIBUTOR FOR IMMEDIATE DELIVERY 


EVENING POST | OUTDOOR LIFE ZIPPO MANUFACTURING COMPANY, BRADFORD. PA 
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FRANCONIA CHINA | iin | 
by Krautheim, Bavaria (U.S.A. Zone) Viinbridge “China Co. 


f 


y 350-380 
S$. RAYMOND AVE. 
PASADENA 1, 
CALIFORNIA 


BLOSSOMS 
of SPRING 


An artist’s fantasy of 
three spring blossoms 
of Magnolia, Tulip Tree 
and Azalea, designed in 
a contemporary concep- 
tion, with pleasing color- 
ings. Shades of green, 
pink, yellow, brown, 
etc., gold and harmonis- 
ing color lines, with 
gold detailed handles, 
assure perfect blending 
with any color scheme. 





Shipments of this pattern 


have arrived from Bavaria, enabling us 
to make immediate delivery from stock 


in New York. 


Illustrated leaflet 
of this and other 


FRANCONIA CHINA / CH 

patterns, gladly sent. Yeu Soaves 

Distinctive and unusual? Yes, another Flintridge open stock fine china pattern 

HERMAN t K UPPER I at a sales pulling price of $13.50 a 5-pc. place setting. Green leaves in two 
9 nc. shades accent the yellow and white blossoms. 


39-41 WEST 23rd ST. NEW YORK 10, N. Y. 
































NOW ANYONE 
CAN ENGRAVE RINGS 


INSIDE! 















O0€ .....-- 


THE VW FINE ENGLISH 


DINNERWARE A 











Send fort 
Folder RB 
COPEJ.AND 
Races, 
‘ . =P OnE get a | 
Fine English Earthenware Yom NEW HERMES - poy out of profits 
ENGLAND 13-19 University Pl., New York 3 











. : SPOUVE 
English Bone China cCopetancs cHins 
ENGLAND 


Lowestoft Stone China 











Made in England by W.T. COPELAND & Sons, Ltp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY | for beat nestle o. Py Aes /e Atle Y 
CH ae 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 











INC., NEW BEDFORD, MASS. 
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Outside Showmanship 


(From page 214) 


Rules of the contest stipulated that entrants must drop 
in their filled-in card giving their name and address in a 
ballot box placed in the gift department. In that way 
store traffic was stimulated in that section and at the 
same time live additions were made to the mailing list. 
The date for the drawing was set about a month after 
the card mailings to give plenty of time to recipients to 
attend if they wished. 

The night of the drawing was heavily publicized in all 
media used by the store. It was broadcast over WGAY 
by a master of ceremonies from the station and a 
recording made. The comparatively small gift room was 
packed with hopeful contestants and their friends. A 


girl picked out the lucky winners from the cards de- | 


posited in the box. 

Satisfied with the results of this type of promotion, 
Goodwin decided to intensify his efforts all with the pur- 
pose of having people drawn to the gift room. So he 
hit upon the plan of a Word Contest. This competition 
was open to any student in Montgomery County from 
grammar school to college. All they had to do was to 
form words found in a standard Webster dictionary from 
the firm’s signature line, Charles Schwartz and Son. To 
the boy and girl making up the most words went a wrist- 
watch of their choice. 

“This type of contest attracted the attention of parents 
whom we all know are interested in the welfare of their 
children. Naturally they helped the smaller youngsters 
make up words to be submitted and so they, too, had 
their attention directed toward us.” 

Taking advantage of the high cultural interest in this 
community, which is the second largest in Maryland and 
has a high per capita of intelligence and income owing 
to its proximity to the Nation’s Capital, the store varied 
the contest plans with an art exhibit. Local artists were 
invited to submit their work—oils, etchings, pastels or 
charcoal sketches—to a jury committee of art instruc- 
tors. The competition was announced in the usual adver- 
tising media, newspapers and over the radio. 

From the submissions that came in the jury selected 
25 to be placed on the walls of the gift room with the 
name of the artist prominently shown on a card together 
with the title. Art lovers from the entire area came in 
to look over the exhibit and at the same time become 
acquainted with some of the artistic giftware displayed 
which would become a valuable adjunct to their own 
interior decorating schemes. 

Such types of contests, however, are not confined to 
the gift room alone. A table setting competition open 
to women’s and civic organizations has helped draw 
attention to the silverware department. Invitations were 
sent to ten such groups in the community to enter. 

Each competing team was enabled to select silver from 
over 100 patterns provided by the store, over 20 china- 
ware patterns and crystal objects. All they had to do 
was to supply the tablecloth, center piece and their own 
settings. 

Contestants were required to arrange their table before 
the store opened for business, being allowed a limit of 
two hours. Each setting was on display for a week. 
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golden f rocket = 






- means 


| put of four years " 
of research comes the 

new golden rocket line 

of quality trophies — 









| 


ring metal trophies at 
prices. Now available 
trophy cups or sport 
, the Golden Rocket 
-this-world. 
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bu StepAheud with Adssuted Success! 
lyon PROVED SUPERIOR 


PAULSON TIME-O-GRAPH 


DO YOU HAVE 
EVERYTHING 





THE PAULSON TIME-O-GRAF IS SUPREME. 


Progress Builds Business. Get the newest, the best, 
the most modern watch timer. 

One must study, examine to know the superiority of 
devices in which one invests. This is particularly 
true of watch timers. 

Any instrument limited to a thirty second test gives 
onl; limited results. The fourth wheel alone requires 
one minute for a complete revolution. 

Only a continuous tape can record all the information 
from the balance wheel, through the train wheels, 
through the mainspring. 

This is what you need, what you want and what you get 


O N i § > > with a Paulson Time-O-Graf. 
PAULSON LET US PROVE IT WITH A NO RISK TRIAL 


TIME -0-GRAF 


with continuous 





















































tape record, is 
it possible to get 
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jewel, etc., on one 


~~ 









complete record. 


ON THE PAULSON TIME-O- 

GRAF you do have exact scien- 

tific printer bar action with 3 

times the resolvent power of Nii ee ; 
any other timing machine. ae. ai ae apse rN ee 


‘DETECTS ERRORS THAT OTHERS CAN'T” es © ee ee 
Writes Munising Jewelers } rs ee 


ee 
REA IY. 

Congratulations on the TIME-O-GRAF. Truly a 
Tine Saver. Unbelevoble what it can detect in 

1 watch. We are finding defective mainsprinus 
Stetoue ol-el Me tcethemm 401 -1-7 amie Mm leleod rod isl) ammseloleiettel-s . LESS 2% FOR CASH 
can't detect. The Paulson Time-O-Grat gives you mmaen pt pened 
answers that others cant . $28°° PER MO. 
Signed: Munising Jewelers, Munising, Mich. ~_— ns 
RE 20 ig ie Oe ee: a % poage 35 ce - 
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is Elsi on your window the 
PAULSON TIME-O-GRAF gives you and 
your customer the assurance that only§ 
the PAULSON TIME-O-GRAF can give. 

a"USE THIS HANDY bi 


HENRY PAULSON & CO., Dept. c9 
131 S. Wabash, Chicago 3 


[) Please send Paulson Time-O-Graf on no risk 
trial. 


[) Please send Paulson Time-O-Graf at $550.00 less 
2% for Cash. 


[] Please enter order for Time-O-Graf — $100.00 
with contract. Balance $28.00 per month for 18 


— HAVE YOU RECEIVED YOURS??? 
one “ee NEW GIANT "VOICE OF THE RETAIL JEWELER" 
Address.......... iii WRITE FOR YOUR COPY TODAY 


anit steemenants a HENRY PAULSON & CO., 131 SO. WABASH AVE., CHICAGO, 
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Government Controls are Studied 


War Directed Needs of Government Will Affect Supply of 
Certain Metals and Result in Some Controls on Credit 


While it may not be “business as usual,” 
it will be just a little bit less for the 
jewelry trade so far as the affects of cur- 
rent mobilization are concerned. A com- 
plete kit of economic controls is available 
to the Administration, but not many of 
them will bring any hardship to the retail 
jeweler. The Commerce Department will 
handle those control measures in which the 
jewelry trade has an interest. However, 
the Commerce Department does not see 
production controls now being planned as 
having any serious effect on the trade’s 
accessibility to goods unless the present 
military program is expanded substantially. 
This view is further strengthened by the 
fact that the military spending will be 
spread over the next twelve to fifteen 
months. 

The two problems which the Commerce 
Dept. believes will trouble the jewelry 
trade long before direct controls are man- 
power and credit control. Manpower 
shortages will increase as men are taken 
into military service and employees seek 
higher-paying defense jobs. Credit con- 
trols, consumer and otherwise, will cut 
into purchasing power, but it is expected 
this will balance spot shortages of cer- 
tain commodities. Some of the key mate- 
rials in jewelry manufacturing, particu- 
larly platinum, copper and tin, will be- 
come considerably tighter and conserva- 
tion orders are a good bet. Such orders 
might also affect the amount of bright 
work on electrical appliances and other 
similar items, but would not affect their 
over-all availability. 


The retail trades will feel the squeeze 
of military manpower demands earlier and 
to a greater extent than any others. The 
Defense Dept.’s original list of essential 
activities and occupations included jewelry 
and silverware manufacturing and other 
industries making products sold by the 
Jewelry trade, but specifically excluded 
jewelry and gift stores. This list was de- 
signed to serve as a guide for considera- 
tion of reservists for deferment from ac- 
tive duty. However, the original list 
amounted to little more than recognition 
that jewelry and other manufacturing has 


(Please turn to page 263) 
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Meeting of Manufacturers 
For Study of Industry s 
Position in War Economy 


A meeting attended by more than 100 
jewelers, mostly manufacturers, from vari- 
ous parts of the country including New 
England was held at the Waldorf-Astoria 
Hotel, New York, on Tuesday, August 15, 
1950. Ray M. Clarke of the Munitions 
Board addressed the meeting. 

After Mr. Clarke’s remarks, the meeting 
was addressed by G. H. Niemeyer, Chair- 
man of the Jewelers Vigilance Committee, 
under whose auspices the meeting was 
called. Mr. Niemeyer said: “Depending 
upon the progress of the war and our coun- 
try’s plans to arm, the Jewelry Industry 
will sooner or later face the necessity of 
preparing itself for its part in our National 
economy under the changed conditions. 
With this thought in mind, you have been 
asked to come here this morning. This is 
not a meeting of the Jewelers Vigilance 
Committee—the JVC is but the vehicle 
used to bring you representative men of 
the industry together. 


CITES INDUSTRY IMPORTANCE 


“Small as compared with some other 
trades the jewelry industry has an im- 
portant place in our economy from the 
standpoint of producers of certain types of 
war materials. It has its place also in the 
type of life which we lead providing ways 
and means of showing love and affection 
in a material way. It seems to me this 
trade problem resolves itself into two 
broad questions: 

“The first is production for war. This to 
me is largely an individual problem and 
each producer must decide whether and 
how he can serve. 

“The second question is one that has to 
do with the relation of the industry to 
Government. In H. R. 9176, the Bill just 
passed by the House (a similar bill is 


(Please turn to page 264) 





State Department Asks 
For Escape Clause in 
Swiss (Watch) Agreement 


WASHINGTON — The mills of the gods 
grind slowly. Confirming the old adage, 
the State Department has climaxed a series 
of moves bearing on the domestic and for- 
eign watch producers by notifying the 
Swiss government it must agree to an es- 
cape clause in the reciprocal trade agree- 
ment it now has with the United States— 
or else. 

The else in this case means that unless 
Switzerland has accepted the escape clause 
by October 15, the Swiss-American agree- 
ment will terminate as of February 10, 
1951. Under State Department policy, tariff 
duties on watches and other imported Swiss 
items would revert to the rate in effect 
before the first reductions were made in 
1936. 

The escape clause merely permits either 
country to suspend in whole or in part any 
tariff concessions which threaten injury to 
domestic producers of like products. No 
such clause was in the Swiss-American 
agreement and the State Department has 
been negotiating for several months for its 
inclusion in the present agreement. 

This would mean a return in February 
to the 1930 rate on Swiss watch imports. 

State Department officials told JEWELERS’ 
CIRCULAR-KEYSTONE that the current ac- 
tion was taken not only to protect Ameri- 
can watch manufacturers by being able 
to invoke the escape clause but to bring 
the Swiss agreement into line with those 
of other nations. 

“All future trade agreements will have 
the escape clause,” the State Department 
said. “This is required under an executive 
order. All trade agreements since 1943 
have contained such clauses.” 

Pressure has been growing over the past 
two years, climaxed with the June hearing 
by the Committee, for an increase of duties 
on lower priced watches and movements. 
This has been reflected in Congress where 
individual legislators have requested such 
action of the State and Commerce Depart- 
ments. 

On the basis of statements made at the 
Committee hearing, as well as by Con- 
gsressmen from watchmaking and watch 
assembling districts, the American market 
required about 7,000,000 jeweled watches 
a year. Of these, it is said, American com- 
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is an even break in the low-priced market.” 
“Discussions with representatives of the 
Swiss government, looking to inclusion of 


panies turn out about 2,500,000 watches. 

Watch assemblers (those who import 
partially complete or completed movements 
and case them in this country) as well as the escape clause, have been under way 
their respective labor unions claim that since early 1949,” the State Department 
were duties to be increased with a re- said. 
sultant cutback in shipments of watches Just prior to the June tariff hearing, the 
and movements from abroad, the domestic State Department again requested by 
industry could not supply enough watches formal note that the Swiss government 
for retailers to meet the demand and that agree to inclusion of the escape clause. A 
the consumer would be the ultimate loser. month later the Swiss government asked 

On the other hand, the American watch- for more time to study the proposal. Oc- 
makers and their unions have told officials tober has now been set as the deadline. 
in Washington that if they were adequately Opposed to arguments for a higher rate 
protected by tariffs, domestic output could on watches has been its feared effect on 
be greatly expanded. American exports to Switzerland. 

“We do not ask for quotas,” they told These goods include automobiles and 
the Committee for Reciprocity Information. parts, copper, nylons, machine tools, to- 
“Nor do we ask that rates be increased on bacco, wheat and numerous other Ameri- 
items selling for $17 or more. All we ask can products now favored by the Swiss. 
















It’s Easy to Match Mood and Moment with . } 


FRANCISCAN ARG 


America’s Finest Quality for Table-Smart Settings 
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“During October, quality dealers 
everywhere are featuring 
the new, economical Starter-ette* 

(the 8 piece set) 
in all of these popular 
Franciscan patterns.” 






















covonrut ver Conrsct surrets—with Franciscan Apple, Ameri- 
fa’s most popular pattern—in the earthenware that never crazes 
-with embossed patterns hand-painted under the glaze. What's 
ore, Franciscan Apple is available in the great variety of large 

ory items needed for “lots-of-company” entertaining. 16- 
Starter Set, $12.95. 
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POR PORCH OR PATIO BING, match POR LuNCHEONS—dress-up or casual— 
out-of-doors beauty with Franciscan —_ you're always in good me with Fran- 
Puppy, the brand new, wild flowerpat- ciscan Desert Rose, the pattern that’s 
tern, distinctive in the graceful, mod- so glowingly vivid against plain table 
ern coupe shape so pupular right mats or solid color cloths. 16-piece 
now. 16-piece Starter Set, 12.95. Starter Set, $12.95. 
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Next month, this eye- 
compelling ad appearing 
in Ladies’ Home Journal 
will tell millions of 
potential customers that Se 
October is Franciscan Ware 
Month. It’s your chance 

to boost Franciscan Ware 
volume and profits to new year- 
end highs. Tie in—and CASH IN! 
If you haven’t sent for your special 
sales promotion kit,...DO IT NOW! 
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oo ORO ¥ Re SO og 
CANBLELIONT OCCASIONS —furmal ur BRIGHTEN BREAKFAST NOOKS with the 
no P y hFran- versatile Franciscan Fruit Pattern.Gay 
ciscan Ivy, the pattern that blends and colorful, and like all Franciscan 

raditional beauty and design with Ware, it bespeaks quality wherever 
oder styling and grace. 16-piece and whenever set. 16-piece Starter 
er Set, $12.95. Set, $14.75. 





DURING OCTOBER, QUALITY DEALERS EVERYWHERE ARE 
FEATURING THE NEW, ECONOMICAL STARTER-ETTE* (THE 8 
PIECE SET) IN ALL OF THESE POPULAR FRANCISCAN PATTERNS 


i) FRANCISCAN MARE 


MADE IN CALIFORNIA BY GLADDING, McBEAN & CO., LOS ANGELES 
erraocmank MAKERS OF FRANCISCAN FINE CHINA © SINCE 1875) corveicut 1950 





TRADEMARK COPYRIGHT 1950 





230 





American Watch Makers 
Explain Position on Plan 
Of State Department 


On August 18 spokesmen for the Ameri. 
can jeweled watch industry said they wel. 
comed the State Department’s conditional 
notice of abrogation of its trade agreement 
with Switzerland because the action may 
focus governmental attention on their prob. 
lem. 

But they emphasized that the abrogation 
notice in itself provides no relief againgt 
“intolerably low” tariff rates on Swiss-made 
watch movements. Such relief is necessary, 
they maintained, to correct a “most danger. 
ous” national defense shortcoming. 


The State Department action provides 
that if the Swiss do not agree by October 
15 of this year to inclusion of a standard 
escape clause in their treaty with the 
United States, slightly higher duties wil] 
be imposed next year. But American man. 
ufacturers said these increases would be 
inadequate to remove the Swiss advantage 
of labor rates which are only 40 per cent 
of American rates for comparable jobs. 


IMMEDIATE RELIEF NECESSARY 


The American Watch Institute, repre- 
senting exclusively American manufactur- 
ers, said immediate relief is necessary to 
guarantee a strong domestic industry which 
will be capable, in the event of total war, 
of supplying essential military timing in- 
struments which no other industry is able 
to manufacture. Importers of Swiss move- 
ments, who now supply 70 per cent of 
the U. S. market, merely case foreign-made 
movements, while American manufacturers 
produce their own movements. 

In theory, escape clauses make it pos 
sible to open existing trade agreements for 
discussion of particular items without 
jeopardizing the entire agreement. 

The Institute said that no domestic in- 
dustry has ever achieved tariff relief 
through an escape clause. It added that, 
even though such relief might eventually 
be secured, the “slow and cumbersome pro- 
cedure” thus involved would take too much 
time in view of the most critical national 
defense problem. 


RATE INCREASE ASKED 


Spokesmen said the industry recently 
requested the Trade Agreements Committee 
to recommend to the President that rates 
on imported watches be increased, and that 
it was hoped such a recommendation would 
be made immediately. 

They explained that cost increases to 
importers under the proposed tariff boost 
would be so slight that it is unlikely any 
price increase to retailers or consumers 
would be justified. . 

The domestic industry is opposed to 
quotas, embargoes or subsidies, they said. 
All the industry seeks, the statement con- 
cludes, is “sufficient protection to offset 
the much lower wage level of Switzerland.” 
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State Department Action 
is Inexpiicable Say 
Swiss Watch Importers 


The announcement by the State Depart- 
ment that Switzerland will either have to 
agree to an escape clause in our trade 
agreement Or the pact will be ended is 
admittedly an attack upon imports of Swiss 
watch movements, Roland A. Gsell, vice 
president and spokesman for the American 
Watch Assemblers Association charged in 
a release the latter part of August. 

“Such action, in view of the Admini- 
stration’s long-term active support of in- 
creased imports to bolster dollar-short Eu- 
ropean nations, is completely inexplicable,” 
Mr. Gsell said. 

The American government, he continued, 
receives in taxes and duties as much or 
more money than the Swiss manufacturers 
from the imports of Swiss watch move- 
ments—one of the few semi-manufactured 
items successfully imported into the United 
States. 


SWISS NOT "FREE RIDERS” 


“Out of every dollar spent for U. S. as- 
sembled watches with Swiss movements, 85 
cents remains in this country,” Mr. Gsell 
stressed. “And the dollar value of Swiss 
purchases of American products far ex- 
ceeds that of Swiss sales to the U. S. 
These large purchases from America are 
paid for by Switzerland in cash. Switzer- 
land, I would like to stress, is the only 
European nation not accepting dollar aid 
from the U. S. tax payers through the 
Marshall plan.” 

“With possible peak production of do- 
mestic jeweled watches at approximately 
2,500,000 units and annual demand over 
the past decade averaging 10 to 12 million, 
the watch assemblers filled a void in the 
American market. 

“Without this source of supply, the 20,- 
000 American retail jewelers would have 
lost over $250,000,000 annually in sales of 
watches for the last ten years. 


“Giving such ‘protection’, which tends to 
give virtual control of supplies to a small 
group, offers an ever-present danger of 
monopoly. This, of course, inevitably would 
mean higher prices to the American con- 
sumer. 


THOUSANDS OF AMERICAN WORKERS 


“The thousands of craftsmen employed 
by the watch assemblers represent an in- 
valuable pool of skilled precision workers 
who will be just as important to American 
defense if there is a third World War as 
they were in World War II. 


“The State Department’s action,” he 
charged, “can only be interpreted when 
viewed against the cold realities of the 
Situation as a political move under pressure 
generated by domestic watch manufac- 
turers,” 
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To make a sale, jeweler had to supply a sterling service 
from silversmiths 800 miles away. Ten-pound shipment was 
picked up by Air Express at 10 a.m., delivered that after- 
noon at 3 p.M. Air Express charge, only $2.78. Customer 
bought—to the tune of $1,000—and the gift arrived at the 
wedding on time. Jewelers, like every business, make bigger 
profits when they give fast service yet still keep high cost 
inventories to a minimum—thanks to the speed of Air 
Express, carried on all flights of the Scheduled Airlines. 


Air Express gives you all these advantages 


World’s fastest transportation method. 
Special door-to-door service at no extra cost. 
One-carrier responsibility all the way. 
1150 cities served direct by air; air-rail to 18,000 off-airline offices. 
Experienced Air Express has handled over 25 million shipments. 
Because of these advantages, regular use of Air Express pays. It’s your best air 


shipping buy. For fastest shipping action, phone Air Express Division, Railway 
Express Agency. (Many low commodity rates in effect. Investigate.) 


AIK APES 


Rates include pick-up and delivery door 
te door in all principal towns and cities 





A service of 
Railway Express Agency and the 


GETS THERE FIRST 
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Prominent Speakers to Address 
Annual HIA and CJi Meeting 


Plans have been completed for a three- 
day joint convention of the Canadian 
Jewellers Institute and the Horological 
Institute of America to be held in Dear- 
born, Mich., October 1 through 3. Out- 
standing horological and jewelry leaders 
will attend the meeting to discuss many 
vital and challenging problems. The con- 
vention will be held in the Dearborn Inn. 

Featured at the convention will be a 
number of prominent speakers from Canada 
and the United States. Those who attend 
will have an opportunity to visit Edison 
Institute and the famous Greenfield Vil- 





lage, established by the late Henry Ford. 

A. S. Rowe of Indianapolis, president 
of the Horological Institute of America, 
will preside at the opening business ses- 
sion at 2 p. m., October 1, and will wel- 
come members of both organizations. He 
will introduce M. T. Ellis, president of 
the Canadian Jewellers Institute, who will 
address the opening session. 

Norman J. Leach of Toronto, Canada, 
bursar of the Canadian Jewellers Institute, 
will also give an address at the opening 
session on “Institute Activities in Canada.” 

A “social-hour” is scheduled for Sun- 
day evening, October 1, from 7:30 to 9:30 
p. m., in order to give representatives of 
Canada and the United States an oppor- 
tunity to become better acquainted. 











Diamond and Platinum 
Jewelry. enhanced by the 
extra touch of design that 
transforms beauty to sales. 
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Represented by 
Louis M. Rothenberg 
Lothar Goldschmidt 


232 





7 A FO 


37 W.47th ST. 
NEW YORK 
19; . Y 


Dept. A 





The convention will reconvene Monday 
October 2 at 10 a. m. with President 
Rowe again wielding the gavel. Scheg. 
uled on the program are: Howard |, 
Beehler of the Bulova Watch Co., who will 
discuss, “Position of the Watchmaker jp 
the Present World Crisis”; W. W. Aulopp 
manager of the industrial engineering ws 
partment of the Ford Motor Co., who wil] 
talk on “Time Study in Industry,” and 
Philip H. Lichty, a representative of the 
Hamilton Watch Co., who will speak op 
“Testing of Watch Oils.” 

At the Monday afternoon session, Octo. 
ber 2, speakers will be: Donald wW. 
Leverenz, a representative of the Elgin 
National Watch Co.; Paul Tschudin of the 
Watchmakers of Switzerland, who wil] 
discuss “Progress Report on Swiss Watch 
Repair Parts Program”; C. Kenneth Saal- 
mans of Canada, who will talk on “Gen- 
eral Repairs and the Public,” and Frank 
Schneider, horological superintendent of 
the Gruen Watch Co., who will speak on 
“The Gruen Auto-Wind and Its Repair.” 

The convention banquet will be held 
Monday night, October 2 in the dining 
room of the Dearborn Inn, and an elabo- 
rate program of entertainment has been 
arranged. 

The entire day of Tuesday, October 3, 
will be devoted to an intensive tour of the 
Edison Institute Museum, and other in- 
teresting parts of Greenfield Village. 


Other officers of the H.I.A. are: George 
J. Wild of Peoria, IIl., first vice-president; 
Forrest E. Peters of Washington, D. C.,, 
Howard S. Schrantz of Cleveland, O., A. C. 
Henry of Houston, Tex., T. O. Sowers of 
San Jose, Calif., and Paul E. Morrison of 
Kalamazoo, Edwin F. Cochron of Nash- 
ville and James R. Smith of Greensboro, 
regional vice-presidents; George T. Gruen 
of Cincinnati, O., treasurer; Ralph E. 
Gould of Washington, D. C., executive 
secretary; John J. Bowman of Lancaster, 
Pa., Harry D. Henshel of Woodside, L. I, 
New York, and Robert Mintmier of Peoria, 
Ill., members of the executive committee. 

Officers of the Canadian Jewellers In- 
stitute are: M. T. Ellis of Toronto, Chair- 
man; Robert E. Day of Toronto, vice- 
chairman; J. S. Bliss of Toronto, honorary 
treasurer; and Norman J. Leach of To- 
ronto, bursar. 


NWJA Moves Offices 


On Friday, September 8, according to 
advice from Thomas A. Fernley, Jr., the 
offices of the National Wholesale Jewelers’ 
Association, for years located at 505 Arch 
St. will be moved to new quarters at 1900 
Arch St., Philadelphia 3, Pa. 

Those having occasion to correspond 
regularly or periodically with the NWJA 
are requested by Fernley to change their 
records accordingly in order to assure 
prompt delivery and attention to corre- 
spondence. 


Semos Watch Appoints Eickmann 


P. H. Eickmann, 1210 E. Santa Clara 
St., San Jose, Calif., has been appointed 
United States representative for the 
Semos Watch Co. of Switzerland. 
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Waltham Untangles 


Sachs Puts Jeweler First 
On Any Stock Liquidation 


Appearing as a non-scheduled speaker at 
the ANRJA convention in New York on 
August 16, Teviah Sachs, vice-president 
and general manager of the reorganized 
Waltham Watch Co., told the assembled 
jewelers that disposal of the firm’s current 
‘nventory will be handled in such a way 
as to “benefit” retailers. Mr. Sachs’ name 
was added to the speaker’s roster at the 
last minute because of the wide retail 
jeweler interest in the manner of disposal 
of the current Waltham inventory of 
watches. 

In his talk Sachs alluded to the previous 
management’s sale of watches “in a way 
that brought criticism from the jewelry 
trade” declaring that any sales plan 
adopted now will “safeguard the best in- 
terests of this firm, now in its second cen- 
tury, and of the jewelry industry as a 
whole.” 

The criticism Sachs referred to arose 
from the sale of a substantial quantity of 
Waltham watches at half-price, principally 
through department stores in May, June 
and July of 1949. The current Waltham 
inventory, he stated, was about 250,000 
watches which are in various stages of 
completion. 

“The retailer is being considered in 
everything we do,” promised Sachs. 

He foresaw “smooth sailing” now in the 
company’s reorganization effort, declaring 
that differences with the Reconstruction 
Finance Corporation are practically ironed 
out. He reported that the Waltham Com- 
pany now has a small amount of defense 
work, but that the “watch business is its 
main activity.” 

Sachs’ talk came on the heels of an 
order from Judge George C. Sweeney in 
Federal District Court, Boston, empower- 
ing three court-appointed trustees of the 
Waltham Watch Company to get the $600,- 
000 in cash which the RFC held as par- 
tial collateral on a $4,000,000 loan. 


The Federal agency up until that time 
had declined to turn the money over to 
the trustees despite a court order to do 
SO, 

The trustees indicated they would not 
act immediately on the order but would 
wait to see if the money is turned over 
voluntarily. 

Possibility of early reopening of the 
closed plant was seen after the trustees 
were authorized in Federal District Court 
on August 15 to borrow up to $1,000,000 
to finance operations. Judge Sweeney then 
authorized the sale of certificates of in- 
debtedness, despite a statement by the RFC 
that it would appeal against this action. 

At the same time, Judge Sweeney va- 
cated the fine of $50,000 he had levied the 
second week in August against the RFC 
for contempt of court in failing to comply 
with his order to turn over to Waltham 
trustees company assets, including the 
$600,000 in cash. In vacating this fine, 
Judge Sweeney ordered payment of $50.- 
000 to the company in compensatory fines. 
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S. Kind & Sons Window Displays 
Promote Jewelry Repair Service 


An ingenious window in S. Kind & Sons, 
Inc., at 1342 Chestnut St., Philadelphia, 
Pa., suggested to many jewelers greater 
opportunities for direct and indirect selling 
from bronzing. It was part of a series 
of window displays designed to attract 
jewelry repair and remodeling business 
during the summer. 


One window showed a broken candle- 
stick and its renewed twin, an old and 
mottled butter dish with its re-silvered 
duplicate and other before-and-after twins. 
“Let Kinds renew your treasure .. . to 
read the 


new beauty and usefulness ... ” 
announcement. 

















Another window was devoted to display 
and explanation of the Watch Master and 
its tape recordings plus watches with ex- 
posed innards and signs explaining the 
need for regular inspection. 

But perhaps the most unusual of the 
group was the one inviting the public to 
“Let Kinds remodel your memory trinkets.” 
The display and subsequently the sales 
force suggested making memory trinkets 
permanent fixtures of the home by bronz- 
ing them. In addition to suggesting that 
the usual baby shoes be bronzed, the firm 
also recommended bronzing brides’ shoes, 
football players shoes; children’s favorite 
toys; purses; nurses’ and officers’ caps and 
many other items which could be suitably 
used as paper weights, door stops and 
ornaments. 


for the jeweler 


Every day the B A & Co. Catalogue is at 
hand ready to be of service when some- 
thing needed is lacking in stock. Through 
the years it has kept pace with the require- 
ments of changing demands. Make it a 


helpful friend. 


DEV. ALLEY & C0.. Ine. 





SILVERSMITHS BLDG. - 10 S. WABASH AVE. + CHICAGO 3, ILL. 
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ANRJA Convention 
(From page 118) 


Mr. Halligan spoke on the fundamentals 
of good watch merchandising; covering all 
watches, domestic and imported. He said, 
“Under (the right) conception of mer- 
chandising the profitable operation of your 
watch department starts with buying. Buy- 
ing must be a vital part of your merchan- 
dising policy. 

Mr. Halligan said every jeweler should 
ask himself, “Is my watch department go- 
ing to be built on the basis of well known 
brands, with consistent seasonal advertis- 
ing and an occasional conservative promo- 
tion, or do I want my watch department 





to feature bargains, with promotions the 
main source of sales? 

“Both types can be successful and prof- 
itable. The jeweler must make up his 
mind and then stick to his decision. 

“You can’t run a highly promotional 
type of watch business and expect to get 
the steady bread-and-butter trade, who buy 
a standard brand watch at regular price, 
just because it’s Mom’s birthday and not 
because watches happen to be half price 
that week. 

“We have all seen—and perhaps expe- 
rienced—too many so-called watch ‘pro- 
motions’ which have really been no more 
than inventory liquidations forced upon 
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Here’s what you get with your 
initial order of twenty Rings-O- 
Bliss matched wedding sets... 


An eye-catching tray ... 
grain-leather, velvet-lined; the per- 
fect complement for the merchandise 
it displays to such striking advan- 
tage. Yours at no extra cost. 


A complete line of high quality, 


fast-moving sets in all sizes. Assort- 


2354 


When ys de Rego Bes. 


is tray-and moro! 





ment is polished and reviewed an- 
nually to insure steady turn-over of 
each design featured. 


Twenty-four hour service for 
personalized engraving and ship- 
ment of every set you sell. Again at 
no extra cost, just part of our ex- 
tensive service-to-dealers program. 


Extra sales and added profits 
that come when fine rings are dis- 
played to maximum advantage in 
the eyes of potential buyers. All 
yours with Rings-O-Bliss. 


Write for beautiful catalog of Bliss Rings 
A few choice territories available for established salesmen 


Blo King C2 


29 EAST MADISON STREET e CHICAGO 4, ILLINOIS 
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the retailer, because he let his inventory 
get out of control. ; 

“If your watch business calls for a Price 
promotion, or some special merchandise 
plan your buying and don’t have this sie 
of merchandising forced on you by poor 
buying and a top-heavy inventory, 

“If the past several years have left any 
lesson with us, they should have taught 
us the selling power of a good “wena 
name. 

“Right at the present time we haye 
the spectacle, and I use the word spectacle 
deliberately, of a great many retail jewel. 
ers indulging once more in the sort of 
thoughtless watch buying which got them 
into so much inventory trouble only q 
short while back. 

“I should like to say categorically that, 
in my opinion, any current watch ‘short. 
age’ is strictly phony. There is no shortage 
of watches at this time. 

“T repeat, in a field which offers gp 
many different choices of approach, it js 
simply good business to decide what sort 
of a character you want to give your watch 
department—and then to stick to it con. 
sistently.” 


Shortage 'Phoney' Says Shennan 


Mr. Shennan reiterated Mr. Halligan’s 
remarks, stating that he had covered the 
subject completely. On the question of 
watch shortages Mr. Shennan said that 
despite the great wave of buying in all 
lines there is no real evidence of any early 
shortage of merchandise. Warning retail- 
ers against stocking more merchandise 
than is needed to meet normal inventory 
requirements, he said: 

“It is a very dangerous practice to plan 
your inventory on any basis other than a 
reasoned, calm estimate of consumer buy- 
ing. While there is some current increase 
in retail jewelry sales,” he explained, 
“there is no sign of any hoarding or panic 
buying of watches. He went on to say 
that if any salesman from the Elgin Na- 
tional Watch Co. urged any retailer in 
the audience to stock up on watches be- 
cause of rumored short supplies, that re- 
tailer should tell the salesman that he was 
not only doing a disservice to himself but 
to his firm as well. 

“The great danger,” Mr. Shennan point- 
ed out, “is that jewelers may get the idea 
that they don’t have to continue to fight 
for business. The battle for the customer 
has not yet been won, and the best way 
to win a battle is to take the offensive.” 

He explained that jewelers’ basic prob- 
lems are still those of getting a greater 
share of the consumers’ dollar and to fre 
establish the jewelry store as the place 
to buy jewelry. Department stores, drug 
stores and even grocery stores have in- 
vaded this field the past 10 years, he said. 

“This wouldn’t happen if the jeweler 
retained the confidence of his customers,” 
said Shennan. 

While conceding that many department 
stores maintain fine jewelry departments 
and emphasize service to the consumer, 
the speaker criticized those stores which 
he said “use jewelry merely as a means 


THE JEWELERS’ CIRCULAR-KEYSTONE 























of stimulating store trafic and who wash 
their hands of responsibility once the sale 
is made.” 

The speaker told jewelers they could re- 
capture their rightful share of the market 
by increasing the quality of their service 
to consumers, by rebuilding the consum- 
ers’ confidence through featuring brands 
‘n which the public trusts, and by “drop- 
ping the practices that gain you a sale 
now and lose you a potential customer 
forever.” 

Most important, he said, is the job of 
improving the quality of salesmanship, 
which “increases sales, confidence, respect 


and profits.” 


Sachs Outlines Waltham Story 


Although unscheduled, changes were 
made on the program so Teviah Sachs 
could speak to the retailers on the present 
conditions surrounding the Waltham Watch 
Co., which he heads as Vice President 
and General Manager. 

He spoke reassuringly on the subject 
saying, “The jewelry retailer will be con- 
sidered first in everything we do.” This 
was his answer to those who feared that 
Waltham might again disrupt the retail 
watch business of the jeweler by duplicat- 
ing the action of a year and a half ago. 
At that time Waltham sold its huge in- 
ventory to department stores and some big 
jewelers on a half price basis and ignored 
the interests of the smaller jeweler. At 
that time John J. Hagerty headed the busi- 
ness. 

As evidence of his desire to consider the 
jeweler first, Sachs said he was currently 
going through a series of conferences with 
leaders in the industry hoping to work out 
a plan satisfactory to all and capable of 
putting Waltham on its feet again. All 
this, of course, was on the assumption that 
the Waltham trustees and the RFC could 
come to a practical settlement of their dif- 
ferences and the company reorganization 
could be completed. (See Waltham story 
in News Section of this issue.) 

Mr. Tschudin, American representative 
of the Watchmakers of Switzerland, fol- 
lowed with a short talk in which he out- 
lined the program underway by his group 
to help jewelers in servicing Swiss watches 
and to improve their selling techniques. He 
mentioned a new 20-minute movie film, 
“Selling Up,” which will be shown to retail 
groups throughout the country, as well as 
the new merchandising book which is being 
sent to retailers throughout the country on 
the “Fine Points of Swiss Watches.” The 
facts of this new counter book which is 
designed to improve over the counter sell- 
ing is told in this issue on Page 172. 

E Next on the program speaking on 
Diamonds,” were Milton Gravender and 
Leo Kaplan, of Lazare Kaplan & Sons, New 
York. With the use of large blowups of 
the top, side and bottom views of a per- 
fectly cut diamond, the two men put on a 
novel and interesting “brother act” to put 
across to the audience the finer points of 
diamond merchandising. They emphasized 
the need of the diamond salesman knowing 
his merchandise in order to do a proper 
and factual selling job to the customer and 
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that the customer should be told exactly 
what he is getting in the stone he is buying 
as to color, cut and perfection. 


Sterling Selling Plan Told 


Concluding the Wednesday morning ses- 
sion, John B. Stevens, of International 
Silver Company and Chairman of the Sales 
Promotion Committee of the Sterling Silver- 
smiths Guild, touched briefly on the ob- 
jectives of the Guild and its work in de- 
veloping the sales training program for 
sterling, details of which were announced 
in the August issue of JCK, page 214. He 
then introduced Howard Horton, of the 
sales consultants firm of Horton & Henry, 
Inc., New York, who developed the pro- 
gram for the Guild. 








Mr. Horton told how the training pro- 
gram was conceived and developed and 
how the proof of the need for such a pro- 
gram was shown by the preliminary survey 
his firm made. 

After citing various incidents in the de- 
velopment of the sales training plan, Mr. 
Horton outlined the four elements con- 
tained in the program. First of these will 
be a series of three conference meetings 
for store staffs to be held in each of 39 
trading areas throughout the country. Sec- 
ond will be two professional movie films, 
one on individualized selling, the other on 
closing the sale, which will be shown at 
these meetings. Third will be a set of nine 
booklets on sales training available to in- 
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dividual stores and fourth, a complete out- 
line and plan for holding store meetings. 


Survey Shows Most Fair Trade 
Lines Maintain Price Levels 


Concluding the formal sessions of the 
ANRJA convention on Thursday, August 
17, the meeting in the Norse Grill of the 
Waldorf-Astoria was again presided over 
by its able president, Kenneth, I. Van Cott, 
who promptly called the members to order 
and introduced Maurice Mermey, director 
of the Bureau of Education on Fair Trade. 


Addressing the delegates, Mermey ex- 
plained that a questionnaire was sent out 
on August 2 by Dr. John W. Dargavel, 
Bureau chairman and executive secretary 
of the National Association of Retail Drug- 





gists. Purpose of the study was to deter- 
mine how fair trade prices had reacted to 
price pressures following the outbreak of 
war in Korea. 

The speaker noted that 300 manufac- 
turers, selected at random, and represent- 
ing the industries in which fair trade is 
prevalent, had been polled. As of August 
17, responses had been received from 125 
firms, or 42 per cent of the total queried. 
Of this number, 84, or 67 per cent, reported 
that they sell some or all of their products 
under fair trade. Forty-one of the 125 firms, 
or 33 per cent, replied that they do not fair 
trade their products. The 84 firms which 
responded are in the following fields: pro- 
prietary drugs, cosmetics and _ toiletries; 
electrical appliances and household prod- 
ucts; cameras and photographic supplies; 














wee 


new hermes 








plus 
Quality” 





““We are very well pleased 
with the speedy accuracy of 
performance of our New 
Hermes. Our customers are 
delighted with the beauty and 
quality of the engraving which 
it produces.’ 


H. J. Tholen 
Tholen Jewelry Co., 
Hays, Kansas 
and more than 6000 enthusiastic 
users agree! 


Write for descriptive folder G 


She tast worl in Maoden Cngraving 













Convenient time 
payments. Geta 
New Hermes and pay 
out of profits! 





Engraves 15 sizes 


trom ONE aiphabet 


: ee eae et See Seema Re a 
Da hl ENTREE Me SEE SLIDER Oh din dada a Sb 


e Tracer guided— 
anyone can operate it 


ee Ore Sa! 


e Diamond cut— 
brilliant as hand engraving 


CRE a OT are OER 


e Profit maker for 
every jeweler 











For engraving of 
silverware, jewelry, pens, 
watches, compacts, lighters; 
from soft metal to 
stainless steel. 
















NEW HERMES Inc. 33-15 University Place 


New York 3, N Y 








books; tobacco products; hardware; auto. 
mobile accessories; office supplies and 
equipment; jewelry, silverware and optical] 
goods; household furnishings and utensils: 
radio, television and phonographs; pack. 
aged and canned food products. 

“Replies from these 84 firms show that 
73 or 87 per cent have not raised their 
fair trade prices and do not expect to do 
so in the foreseeable future,” Mermey de. 
clared. “Six firms, or 7 per cent, have not 
raised prices but shortly expect to do s0, 
and 5 firms, or 6 per cent, have already 
made small increases.” 

The generality of comment of the 73 
firms which had maintained their fair trade 
prices, Mermey said, was to the effect that 
“they will make every effort to maintain 
fair trade prices at present levels.” A 
smaller number noted that “price increases 
might become necessary if the cost of ma- 
terials and labor were to rise substantially.” 

Speaking to the jewelry group, Mermey 
noted that the poll results confirmed previ- 
ous data assembled following World War 
II which showed that fair trade prices of 
proprietary drug items had resisted infla- 
tion. In that study, covering the period 
from 1939 to 1947, the prices of 7,334 fair- 
traded drug products rose only 3.1 per 
cent, he pointed out, while Bureau of Labor 
figures showed food prices soaring 93 per 
cent and the over-all cost of living, 59.3 
per cent. 

“At this time it would appear that fair 
trade prices will hold the line against in- 
flationary pressures far better than non- 
fair trade prices,” the speaker told the 
convention. “This should come as no sur- 
prise since fair trade prices in the past 
have demonstrated their stability. 

“It is perhaps also interesting that a 
random selection of 300 manufacturers in 
fields in which fair trade is practiced dis- 
closes that two out of every three manu- 
facturers in these fields choose to sell their 
products under fair trade in order to pro- 
tect the property values of their nationally 
known and advertised trade-marks from ex- 
ploitation at the hands of predatory price- 
cutters.” 

Following Mermey’s talk there was a 
brief question and answer period after 
President Van Cott announced that since 
the reports of the various committees had 
been printed and distributed to the audi- 
ence, the oral reading of these would be 
eliminated. Exceptions to this were the 
treasurer’s report given by Hoyt T. Purvis, 
who also was chairman of the Nominations 
Committee, and the reading of the several 
resolutions by Maurice Adelsheim, chair- 
man of that committee. 


Committee Reports 


Reports of the committees are as follows: 

Robert A. Abbott, chairman of the Mem- 
bership Committee, stated in his report 
that “as a result of the direct mail cam- 
paign to retail jewelers who had never been 
members of the ANRJA, state or national, 
memberships are still coming in and as of 
August 7, 165 new members had _ been 
signed up.” 

The chairman of the Insurance Com- 
mittee, Samuel Dalin, stressed the factors 
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which are the basic sources of loss to the 
retail jeweler, and said, “My advice to you 
‘s to have your insurance company or agent 
study your present policies for adequacy of 
coverage in the general fields I have out- 
lined. Act at once to increase your Insur- 
ance if they advise same or if you feel you 
need more and diversified coverage, com- 
mensurate, of course, with the ability of 
your business to bear the premium cost. 
Remember, you are in the jewelry business 
to stay and therefore, shouldn’t blindly 
gamble with your future.” 

Reporting on the activities of the Mer- 
chandising Committee, Oscar S. Kind, Jr., 
reported “Our particular industry has run 
contrary to the general pattern of the eco- 
nomic structure of our nation. While other 
businesses have shown increased volume 
and profits, our picture is quite the reverse. 
This condition cannot be attributed en- 
tirely to the problem created by the Fed- 
eral Excise Tax. While some measure of 
relief through lessened excise tax will un- 
doubtedly be an assistance to our business, 
the main thing which this survey points 
out is that the increasing cost of doing 
business was not offset by increased vol- 
ume or more prudent management.” 

Reporting on the work of the Auction 
Ordinance Committee, Chairman Clarence 
S. Moses made the following statement: 
“For the last three years the Auction Or- 
dinance Committee has concerned itself 
with three basic projects: 1. To caution 
all retail jewelers that when a declining 
market developed, jewelry auction sales 
would again become prevalent; 2. To urge 
retail jewelers in every community not pro- 
tected by a jewelry Auction Ordinance to 
request their local government to enact 
auction ordinance protection for the retail 
jeweler; 3. To urge jewelers in every com- 
munity with an Auction Ordinance on the 
books to bring their legislation up to date. 

Leo F. Henebry chairman of the Silver 
Committee, cited the following facts in his 
report: On the basis of a study of 18 se- 
lected jewelry stores for the fiscal year 
ending 1948, he said “that the typical 
jewelry store hollowware department can- 
not operate profitably under retail prices 
now suggested by silver manufacturers 
and accepted by retailers of silver hollow- 
ware. It is the desire of our committee to 
bring about a condition, if possible, that 
will make silver hollowware profitable to 
push and sell.” 

In his annual report, ANRJA Executive 
Secretary Charles Evans spoke briefly re- 
garding the activities of his office. The 
complete report was distributed to the 
members present, having been printed in 
advance. 

Hoyt T. Purvis, Treasurer of the ANRJA, 
stated in his report that the organization 
found itself in a good state of affairs fin- 
nancially. The fiscal year had been changed 
to end September 30 in order to include the 
results of the convention, he said. 

Following the treasurer’s report, Presi- 
dent Van Cott announced the resignation 
of G. Irving Baily, which had been ac- 
cepted “with regret.” 


Resolutions 
Resolutions submitted by that committee 
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and read by Chairman Adelsheim were, in 
brief, as follows: 

Tribute to President Kenneth I. Van 
Cott for his leadership, forthright approach 
to difficult situations and for his vigorous 
direction of association activities. 

Tribute to Gustave H. Niemeyer for his 
loyalty and for his contributions to the 
progress of the jewelry industry. 

That the Association accept President 
Truman’s decision on the excise tax but 
that at the proper time it again urge Con- 
eress to fulfill its obligation to the jewelry 
industry with all possible speed. 

That the Association express to Leon J. 
Engel and to his committee its apprecia- 
tion of their efforts to release jewelers 
from discriminatory taxation. 

That retail jewelers whose business is 
jeopardized by competitive violation of fair 





trade agreements, cooperate to the fullest 
extent in prosecution of violators and that 
the Association continue its efforts towards 
effective adherence to fair trade agree- 
ments at both levels. 

That manufacturers whose items are Cov- 
ered by fair trade agreements be urged to 
renew their efforts to enforce these con- 
tracts. 

That all manufacturers and distributors 
be urged to protect their legitimate cus- 
tomers—the retail jewelers—from all price 
cutters. 

That the Association express its appre- 
ciation for assistance rendered by the JIC 
and that all ANRJA members be urged to 
support the Council and help in persuad- 
ing manufacturers, suppliers and importers. 
to do likewise. : 

That the Jewelers Vigilance Committee 
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be commended for its efforts and be urged 
to continue its efforts towards securing 
adequate legislation. 

An expression of appreciation to the ex- 
hibitors, speakers and participants in the 
convention program, the management and 
personnel of the Waldorf-Astoria. 

An expression of appreciation to the 
Jewelers Vigilance Committee, The Jewelers 
Security Alliance, The Gemological Insti- 
ture of America, The Horological Institute 
of America and the National Jewelers Mu- 
tual Fire Insurance Co. for their contribu- 
tions to jewelers’ welfare. 

An expression of appreciation for the 
cooperation of the trade publications in the 
jewelry field. 

An expression of sympathy to the family 
of William M. Birks, Canadian jeweler, on 
his death. 





That every retail jeweler exercise his 
right of citizenship by voting. 

That the Congress be urged to eliminate 
all unnecessary expenses. 

That the National Security Resources 
Board be urged to include retailer repre- 
sentation on its policy committee. 

That we urge all sterling silver manufac- 
turers to review both the manufacturing 
and retail profit picture in the light of 
retail jewelers’ current pressing needs. 

That Guild members instigate a survey 
of the requirement of a representative cross 
section of retail jewelers. 

That this data be used as a basis for 
consideration of adequate and profitable 
sale of sterling silver products for both re- 
tailer and manufacturer. 

That the President and the Congress of 
the United States be urged to take every 
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measure and precaution te prevent further 
inflation which is an imminent threat to 
our economy. 

That the Jewelers of America join other 
retail distributors in urging the American 
public to refrain from scare buying and 
hoarding of currently un-needed commod. 
ities. 

That the Federal Trade Commission be 
urged to investigate this situation and to 
proceed against those engaged in these de. 
ceptive practices. 

That we extend our thanks and appre. 
ciation to Charles T. Evans, Secretary; 
Boyd Evans, Assistant Secretary; G. Irving 
Baily, Assistant to the President; and the 
members of the Office Staff. 

Concluding the convention activities was 
the annual banquet, held as heretofore in 
the Grand Ball Room of the Waldorf-As. 
toria. Preceded by a reception, the banquet 
got underway at 8:00 p.m. and members 
and guests were introduced to the ANRJA 
oficers by President Van Cott. Hoyt T, 
Purvis, retiring treasurer of the associa- 
tion was presented with a set of sterling 
tableware in recognition of his services to 
the association. 

Following the dinner, a fast moving pro- 
gram of entertainment was provided through 
the facilities of the WOR Entertainment 
Bureau. It was made up of several well 
known star acts of radio, television, and 
night clubs. Dancing continued to one 
o'clock. 


PRIZE-WINNING AD 


The Gensler-Lee advertisement reproduced 
above took second place in the Retail 
Division of the CNPA (California News- 
paper Publishers’ Association) contest in 
Los Angeles, June 25-29, for the best re- 
tail advertising of 1949-50 in the eleven 
Western States. 
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Budd Rosenberg, Vice President and 
Advertising Manager of Gensler-Lee, and 
President of the California Retail Jewel- 
ers’ Association, accepted the award, add- 
ing that “consistent, high-class jewelry 
advertising has helped our stores to con- 
stantly go ahead of the previous months’ 
business; we are now doing a_ larger 
amount of diamond business than ever 
before in our history.” 
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Swiss Announce Second Annual 
Watch Inspection Time Contest 


The second annual national Watch In- 
spection Time Contest has been announced 
by The Watchmakers of Switzerland and 
the Swiss Watch Repair Parts Informa- 
tion Bureau, Inc. 

Held in conjunction with the “It’s 
Watch Inspection Time” promotion, spon- 
sored by the Jewelry Industry Council, the 
contest will be open this year not only to 
retail jewelry stores and watch repair 
shops, but also to jobbers with material 
departments and to student watchmakers. 

Entries in each trade classification will 
compete with entries of the same group, 
with a Grand Award and seven Awards of 
Merit to be given to the top entries in 
each group, for a total of 24 awards. 

Grand Award in the retailer classifica- 
tion will be a handsome chronometer, 
suitable for use in the store or in the 
home. The best entry in the jobber group 
will be a specially-prepared 18-karat gold 
automatic wrist watch, while the student 
classification Grand Award will consist of 
a Bergeon lathe. Each of the 21 Awards 
of Merit will be a Petite Neuchateloise 
musical alarm clock. 








Grand 


chronometer, 
Award for retailers and watch repairers in 
the Watch Inspection Time Contest, spon- 
sored by The Watchmakers of Switzerland 
and the Swiss Watch Repair Parts Infor- 


A handsome Swiss 


an essay of 150 words or less on “What 
The Use of Genuine Materials Means to 
the Student Watchmaker.” 

All entries must be postmarked not later 
than midnight, October 11, if they are to 
be considered, and decision of the judges, 
who will be leaders of the American 
jewelry and horological industry, will be 
final. 

A complete copy of the rules can be 
secured by dropping a postcard to the 
Swiss Watch Repair Parts Information 
Bureau, Inc., 730 Fifth Ave., New York 
19, N. Y. 





Electroplating Course Offered 


The Joseph B. Kushner Electroplating 
School, now entering its third year of 
operation, is presently accepting enroll- 





ments in its newly revised correspondence 
course in modern electroplating practice. 
The course is given under the supervision 
of Joseph B. Kushner, Consulting Electro- 
plating Engineer. 

For complete details write to the Joseph 
B. Kushner Electroplating School, Strouds- 
burg 1, Pa. 





Halvorson Wins Coronet Award 


The M. A. Halvorson Jewelry Palace of 
Hettinger, N. D., was named winner of the 
Coronet Merchandising Award for June in 
nation-wide competition among jewelry 
stores. 

The winner received a $100 check from 
Coronet Magazine for his outstanding win- 
dow display, tying-in with a Sheaffer ad- 
vertisement in the June issue of Coronet. 
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Dennison ring case Number 7650TX 
has been phenomenally successful 
since it was first introduced several 
months ago. 

This case has been so popular many 
jewelers use it with their own store 
name embossed on the cover. Thus it is 
a sales factor at the jewelry counter, 
and a reminder of an important pur- 
chase as long as the customer keeps it. 


Once again Dennison craftsmanship 
has produced a winner. 7650TX is a 
beautiful ring case — with gold colored 
handles, delicately fluted edges, grace- 
ful legs and gold embossed cover trim. 
It is available in ivory, green, red, 
bronze or maroon plastic, lined in 
Transparent or Karess Velvet. Packed 
in individual packers, 12 to a carton. 


Order by Number, 7650TX. 


FOR RETAILERS FOR MANUFACTURERS 


Dennison makes a complete line of boxes Dennison makes a wide range of specially 
and cases in paper, metal, fabric and designed paper jewelry boxes and cases 
plastic; findings; supplies. Sold by lead- for manufacturing Jewelers. Consult 
ing wholesalers throughout the country. us about your packaging problems. 


mation Bureau, Inc. 


In order to participate in the contest, 
retail jewelers will be required to submit 
a photograph or snapshot of their display 
windows, taken during Watch Inspection 
Time, September 7-16, in which must be 
included the free three-piece Rockwell 
display now being distributed to the 
American trade by The Watchmakers of 
Switzerland. Each entry must be accom- 
panied by an essay of 150 words or less 
on the subject, “How Genuine Materials 
Make Watch Repair Work More Profit- 
able.” 

Jobbers participating in the contest will 
submit a suggested trade advertisement 
' layout stressing the use of genuine watch 
repair material, together with a one-page 
essay on the same subject, entitled, ““Penny- 
Wise . . . And Pound Foolish.” 

Students at school studying watchmak- 
ing can enter the contest by submitting 


Dennison ing So. 


JEWELERS DIVISION 
FRAMINGHAM, MASSACHUSETTS 
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Winston Shows Famous Gems 
At ANRJA Convention in N. Y. 


The Jonker and Hope diamonds, two of 
the more famous stones of the Harry 
Winston collection, were on display at the 
annual convention of the American Na- 
tional Retail Jewelers Association which 
was held in New York August 14-17. 

The rough Jonker diamond was discov- 
ered in 1934 in South Africa by an im- 
poverished diamond prospector, Jacobus 
Jonker. The rough stone weighed 726 car- 
ats and from it were cut 12 large dia- 
monds. The largest of the stones is the 
Jonker No. 1, weighing 126 carats, and 
remains in the Harry Winston collection. 
The Jonker No. 1 is an emerald cut, com- 
bining both color and perfection. Unlike 








the Hope, the eariy years of this stone 
have been marked by happiness and pos- 
terity. 

The exact origin and date of the dis- 
covery of the Hope diamond are buried 
in a mass of Indian legend and folklore. 
However, it appears to have been in ex- 
istence before 1400. According to extant 
traditions in India this diamond, roughly 
cut in an egg shape, was an object of 
worship for many centuries because it was 
regarded as the abode of the God Siva, 
one of the deities of the Hindu Pantheon. 

The Hope has an amazing history, too 
numerous to mention here in its entirety; 
however, the diamond was bought by 
Henry Thomas Hope in the 1830’s and 
was thereafter known as the Hope dia- 
mond. It again passed hands and Evalyn 
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Walsh McLean saw it when it gleamed 
from the turban of Sultan Abdul] Hamid 
of Turkey. Some time later, after revolt 
and bloodshed, this diamond was offered 
for sale to Mrs. McLean in Paris. Several 
months later it was purchased by Mrs 
McLean in Washington in January, 191], 
After Mrs. McLean’s death the entire pa 
tate was purchased by Harry Winston. 

The Hope, which weighs approximately 
44 carats, is an exquisite jewel of a deep 
blue color, encircled by flashing white 
diamonds and suspended from a diamond 
chain. 





MAHARANEE TEAR DROP 





A tear drop pearl is framed by simulated 

pearls and rhinestones in Castlecliff's imag- 

inative “Maharanee" necklace. The cos- 

tume piece, which is adjustable and can 

be worn high (as shown) or dropped for 

a decolletage, has matching tear drop 
earrings. 





Jewelers Board of Trade 
Issues Quarterly Report 


Failures in the jewelry field increased in 
the second quarter of this year over the 
like period in 1949, but the 116 insolven- 
cies this year to date compare with 132 
in the first half of last year. 

The Jewelers’ Board of Trade, Provi- 
dence, reports 58 embarrassments in the 
second quarter as compared with 54 last 
year. 

Of these 37 were retail cash jewelers 
with total liabilities of- $596,000. There 
were eight retail installment jewelers for 
a total of $249,000, four wholesalers for a 
total of $248,000, one wholesaler of cos- 
tume jewelry with a total of $15,000 in 
liabilities and eight manufacturing jewel- 
ers for a liability aggregate of $124,000. 

In the six months to date there have 
been 75 failures among retail cash jewel- 
ers with liabilities totaling $1,308,000; 
17 retail installment jewelers for $418,000; 
four repairers, for $22,000; nine wholesal- 
ers of jewelry, for $608,000; two whole- 
salers of costume jewelry, for $19,000, 
and nine jewelry manufacturers for 
$160,000. 

The liability total of the 116 insolvencies 
thus far this year was $2,535,000 as com- 
pared with $2,343,000 last year. 
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q Eric E. Siebert, of Eric E. Siebert, Inc., 
manufacturers of fine gold watch bracelets 
located at 665 Fifth Ave., New York, will 
leave September 18th on a seven-week trip 
through the South, West and Pacific Coast. 
q Adolph and Jack Pusrin, of Adolph 
Pusrin & Bro., 59 Chrystie St., New York, 
recently returned with their wives from 
a nation-wide vacation trip. On the trip, 
they visited the major points of interest 
in 35 states. 

q Kittay & Blitz, Inc., importers of imita- 
tion and synthetic stones, 48 West 48th 
St. New York, have announced the ap- 
pointment of Elio J. Moscini to their sales 
staff. Moscini was formerly connected 
with the firm of K. Ginsburg, Inc. 

q After an absence of several months for 
medical and surgical treatment, W. Schap 
Kevisch, manufacturing jeweler, has re- 
turned to his office at 1 West 47th St., 
New York. When he was first discharged 
from the service, Mr. Kevisch had been re- 
ceiving treatment for a service-connected 
disability at the Halloran Veterans Ad- 
ministration Hospital on Staten Island. 
Later he was transferred to the Kings- 
bridge V. A. Hospital in the Bronx where 
he is still receiving treatment on an out- 
patient status. 








q Arnold Ghinger, president of the N. Y. 
Jewelry Trades School, 560 Melrose Ave., 
Bronx, recently announced the winners of 
the annual creative “Hand-Made Jewelry” 
student contest. The judges were Arnold 
Young, director of the school, and Daniel 
Cancelleri, who is associated with the firm 
of Harry Winston, Inc. Cancelleri ex- 
pressed pleasure at the pieces created by 
the competing students and added that 
there is a great need for such skilled 
artisians jn this country. The winner in 
the beginners’ group was Keng Lem, of 
New York City. The advanced student 
group winner was Michael A. Repko, of 
Bellerose, N. Y. 

q Woods Jewelers, Inc., operators of a 
chain of jewelry stores on Long Island, 
have leased a store in the second unit of 
the Levittown Shopping Center, under 
construction on Hempstead Turnpike in 
Levittown, L. I. The center’s main unit 
was opened in June. The second unit is 
scheduled for completion late this year. 
q Arthur J. Block, president of T. C. 
Tanke, Inc., Buffalo jewelers, has been 
appointed chairman of the Retail Trade 
Committee of the Buffalo Chamber of 
Commerce. 





Tiffany 25-Year Club Meets, 
Plans Program for Coming Year 


Plans for the 1950-1951 year of the 
Twenty-Five Year Club of Tiffany & Co., 
New York, were formulated when the 
newly elected officers recently met in the 
boardroom of the company at 5th Ave. and 
57th St., New York. They are James J. 
Finnerty, president; Raymond H. Wilcox, 
vice-president; John J. Walsh, secretary; 
Herbert H. Orel, treasurer; Herman H. 
Ellers, Jr., auditor; and Irving D. Woodin, 
John J. Chester, Roy W. Patterson, di- 
rectors. 

The club was formed by the employees 
in 1948 for the purpose, as stated in its 
constitution, “ of giving becoming 
expression of the pride which its mem- 
bers take from their association for 25 
years, or more, in the service of Tiffany 
& Co.” At the present time there are 155 
active members, a majority of whom have 
been with the firm close to 40 years. In 
addition, there are 31 honorary members 
who are on the retired list. 

The feature event of the past two years 
has been an annual dinner held at the 
Midston House in New York City. These 
affairs are planned for members only and 
the festivities include a memorable wel- 
come to new members and the presenta- 
tion of gold emblematic lapel buttons or 
brooches. 

At the dinner held on last Washington’s 
Birthday eve, the outgoing president, Roy 
W. Patterson, was the recipient of a 
leather-bound, handsomely decorated Tes- 
timonial of Esteem and Appreciation 
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signed by all the members of the club. 
The presentation climaxed an appropriate 
address by the then vice-president, Mr. 
Finnerty, who acted as toastmaster. 

Six officers of Tiffany & Co. have been 
members from the beginning. They are 
Louis de B. Moore, president; S. Hinman 
Bird, Robert S. Douglas, James B. Dickey, 
and Arthur L. Barney, vice-presidents; and 
Ellsworth P. Hyde, assistant controller. At 
the club’s annual meeting in 1949, Mr. 
Moore was elected by acclamation to the 
ofice of Honorary President for life. 


Bulova Elects Two New VPs 


The election of Stanley Simon and 
Edward H. Weitzen as vice presidents of 
Bulova Watch Co., Inc., was announced 
recently by John H. Ballard, president. 








Stanley Simon E. H. Weitzen 


Mr. Simon has been with Bulova since 
1943 as assistant to the chairman of the 
board. Mr. Weitzen formerly was assistant 
to the president. 


(ke Cc 6; 
COLD ORED PEARLS 


$ 
NECKLACES AND LOOSE PEARLS 
AT ATTRACTIVE PRICES 


> & 
Re all 
OR Re, me. dks a tr 


JACK J. FELSENFELD ix 


9 MAIDEN LANE NEW YORK 














MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 














DIAMONDS 


All Sizes - All Qualities 
Order the quantity, size and quality you 
need. We fill orders promptly by mail. 
We also send diamonds on approval. Ask 
for Price List No. 17 of April 1950. 


H. SORIN cy ire Pog Y. 














“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


/ 


lhe HTC 


NEW YORK 











SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 








269 So. 9th ST. 
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Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 


ROYAL TAG & LABEL CO. 
220 W. 19th St., NEW YORK II, N. Y. 


























Ss. i. surnamer co. 
370 7th Ave., N.Y. 1, N.Y. 











WATCH REPAIR DEP’T FOR THE TRADE 


which guarantees you speedy, efficient, inexpensive ser- 
vice. All watches, chronographs, automatics, calendars, 
etc., Time-Tested on Watch Master. Write for free, 
oe shipping labels. Send watches for Free 
estimate. 


We carry a complete line of low priced watches, 
Request circulars. 


clocks, and watch bracelets. 

ALL TOOLS, MATERIALS, BOOKS on 

Jewelry, Precious Stones, Gems, Engraving, 
Watch-Clock Repairing 


Request folder on items of interest to you. 


MODERN TECHNICAL SUPPLY CO. 
Service Dept. 9CK, 55 W. 42nd St., New York 18, N.Y. 











» ACON 


THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Golf-Filled Crowns 
Sold Through Jobbers & Mfrs. 
50 ELDRIDGE STREET NEW YORK 2, N. Y. 

















HARD-TO-GET 


lf you are havi difficulty obtatal 
Swiss or hetdinne watch _ # try _ 


JOHN A. POLTOCK & CO. 


15 MAIDEN LANE ¢ NEW YORK 7 


WRITE FOR FREE CATALOGUE 
LIGNE GAUGE e STATIONERY °E£PT- J 














Auralloy* "costo °sttoy" 


Outwears any gold finish with 
Comparable Gold Content 
Insist on Auralloy Finish for Your Plated Products 


PLATERS RESEARCH CORP. 
59 East 4th St. New York 3, N. Y. 
*Trade Mark: Proce. Pat. Pending 














LOWER PRICES 
BETTER WORKMANSHIP 
>to eUIse 

| have REVISED WAYS AND MEANS enabling m 

te do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 
With Quicker Service and Better Workmanship! 
“Send Me Your Next Package.’’ 

M. J. STERN 

Repairing of Jewelry & Special Order Werk 
61 Beekman Street New York 7, N. Y. 
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Schwanke-Kasten Opens Branch 
Store in Milwaukee Suburb 


The first jewelry store in the Milwaukee 
area to open a branch establishment in a 
suburb is Schwanke-Kasten Co., Inc., a 
house that always has catered to the 
“carriage trade.” To mark its golden an- 
niversary, the company advertised its ex- 
pansion program in the newspapers. 

Said ad copy: “In the year of its fiftieth 
anniversary, the Schwanke-Kasten Company 
is proud to announce an extension of its 
services to the community of Greater Mil- 
waukee. 

“On August 5, 1950, at 326 East Silver 
Spring Drive, the company opened its 
residential store, bringing to its clientele, 
both old and new, the same beauty of 
merchandise in silver, gold, platinum, and 
gems that has long distinguished the down- 
town store. 

“The company believes that it could 
dedicate no better cornerstone to its half- 
century mark. For as the community to 
whom it has brought a tradition of fine 
jewelry has grown and shifted its centers 
of population, so the company has assumed 
this added service of convenience of locale. 

“The Silver Spring Store is not a new 
store. It is merely an extension of the 
business enterprise which for fifty years 
has been synonymous with sound crafts- 
manship and high principle.” 


















Organized in 1899, as Alsted-Kasten Co,, 
the firm has its main store on Milwaukee’s 
Main Street (331 East Wisconsin Ave.) 
and now has opened the branch in the 
suburb of Whitefish Bay, about ten miles 
from the main store. 





International Watch Company 
Names New U. S. Distributors 
The International Watch Co. (Schaff. 


house), well known manufacturers of 
Swiss watches since 1868, has announced 
the appointment of Diethelm and Keller 
(USA) Ltd., New York City, as exclusive 
United States distributors. 

The names Diethelm and Keller are well 
known in the horological world, these 
houses having for many decades repre- 
sented a great number of the Swiss watch 
manufacturers in the Far East, where they 
established branches as far back as 1872. 

The new representatives of International 
Watch Co. have taken over the entire stock 
of watches and movements from the former 
United States agents and are making avail- 
able to a selected group of jewelers a com- 
plete line of ladies’ and gents’ watches 
with handcrafted cases. 

A. Pierre Bohy has been appointed sales 
manager for the operation in the United 
States and its possessions. 

Showroom and service department are 
located at 677 Fifth Ave., New York. 





FISHER'S OPEN HOUSE PARTY DRAWS LARGE TURNOUT 


° « 


Approximately 3400 persons attended 
the open house party held by Fisher’s 
Jewelers, Santa Monica, Calif., on the 
completion of the store’s modernization. 
The event was staged with all the trap- 
pings of a Hollywood premiere—complete 
to spot lights, search lights, entertainment 
and prizes. 

Randy “Lucky” Brooks of the Hopalong 
Cassidy series autographed free pictures 
for all the kids, while Cal Perry, trick 











rope and movie stunt man, and his West- 
ernaires amused the gathering. 

Special gifts varying from Canasta card 
trays which were given each adult attend- 
ing to ten bonus gift awards of merchan- 
dise ranging from TV sets to Hopalong 
Cassidy outfits were presented the crowds. 

T. L. Fisher, proprietor, and his man- 
ager, Grover C. Kaiser, agreed the party 
was most successful in introducing the 
store to the public. 
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NEMJ&SA Alerts Members of its Group 
To Plan for Change-Over to War Economy 


Jewelry manufacturing firms afhliated 
with the New England Manufacturing 
Jewelers’ & Silversmiths’ Assn. have been 
alerted to active planning for a change- 
over to a war economy in the event the 
fighting in Korea expands into another 
world conflict. 

Upon the suggestion of the National Se- 
curity Resources Board, the association 
has been working on an industrial mobili- 
zation plan for the industry for the past 
two years. 

Part of this plan has to do with gather- 
ing and disseminating for the member 
firms all information that may be valuable 
to them. 

In this regard officials of the association 
—particularly Executive Secretary George 
R. Frankovich—have been practically com- 
muting between Providence and Washing- 
ton. 

These trips have resulted in the follow- 
ing information being passed on to the 
manufacturers: 

Mobilization. Unlike 1941, mobilization 
day is not in sight. All “M-Day” plans 
have been revised for a “creeping mobili- 
zation.” Official Washington claims only 
major military or diplomatic reversal will 
change “limited emergency” planning. If 
no reversal occurs to change these plans, 
the mobilization program is not expected 
to seriously disrupt the national economy. 
Only four or five of the additional $10- 
billion appropriated is expected to be spent 
this year. 


Procurement. No wholesale conversion 
is expected immediately. It is expected that 
major suppliers will be able to fulfill most 
needs of the military at this time without 
looking too far for suppliers by taking up 
the slack and cutting down consumer 
goods. 

Allocations and Controls. “Creeping” 
also. Few controls seen in metals until 
shortages appear. Officials are talking of 
inventory controls and government requisi- 
tion of stocks as methods for combating 
hoarding. 

Manpower. No direct control planned 
for the immediate future. Manufacturers 
are urged, however, to study their employ- 
ment rolls with a view to determining who 
will be lost to the service, what replace- 
ments will probably be needed and how 
much understudying should now be under 
way. 

The association’s plan is three-fold. 


1. It aims at assisting the industry in 
obtaining war work at the earliest possible 
date through (a) utilization of its mass 
production facilities for the national wel- 
fare, and (b) by assuring that the produc- 
tion units will be held together, both be- 
cause of war work in process and the po- 
tential already demonstrated for war pro- 
duction. 


2. It also proposes to draw up an indus- 
try plan that will present a practical solu- 
tion to the problems of raw material and 
manpower shortages, the continuance of 
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production on certain consumer items in 
limited amounts for morale purposes, etc. 

3. To act as a two-way information cen- 
ter, keeping the government informed of 
the industry’s problems and capabilities, 
and keeping the industry informed of the 
emergency situation and its effect on it, 
and by also transmitting to the industry 
information that will better fit it for its 
emergency task. 

The association is aiming at solving the 
procurement problem by receiving invita- 
tions to bid from all procurement services 
and making the information available to 
all member firms. A method of continuous 
personal contact both with procurement 
agencies and major prime contractors is 
being worked out, as are methods for mass 
distribution of these procurement oppor- 
tunities. 

Allocation and control plans will be han- 
dled by a group of committees interested 
in specific problems of metal supply, etc. 

In order to keep well informed the as- 
sociation is maintaining direct contact 
with the National Security Resources 
Board, the Munitions Board, the Planning 
and Administrative agencies of the De- 
partment of Commerce, and others. 

The association has been congratulated 
in official Washington for the foresight it 
has demonstrated in formulating a mobili- 
zation plan that it was able to accelerate 
as soon as fighting broke out in the Far 
East. 

Frankovich has been told that the New 
England Manufacturing Jewelers’ & Silver- 
smiths’ Assn. is one of a very few indus- 
trial organizations throughout the country 
that took the National Security Resources 
Board seriously about two years ago when 
it urged the immediate formation of mo- 
bilization programs to be held in readiness 
in the event of another national emergency. 





Files Patent Application for 
Break-Circuit for Chronometers 
Joseph A. Kuhn, Sr., of Baltimore, Md., 


has filed a patent application for a triple 
break circuit chronometer which has three 
break periods installed, either one of which 
can be brought into action by setting an 
indicator on the dial of the chronometer. 


When the indicator is set to the proper 
position it will give a one-second, two- 
second, or a one-minute break. It can also 
be set to a “silent” position which prevents 
the detents from being constantly tripped 
by the wheel, thus saving the fatigue of 
the detent springs. The indicator can be 
changed at will while the chronometer is 
running without any injury to the opera- 
tion of the chronometer. Any duration of 
break period can be installed. 

The working model is a Hamilton, fac- 
tory model 21. It has been thoroughly 
examined and tested by the U. S. Coast & 
Geodetic Survey and has been approved 


and recommended for reliability, workman- 


ship, and principle of construction. — 











—— 


Whitelaw 
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Importers 


of 
Diamonds 
in all 
SIZES 
and 


SHAPES 


Memorandum Selections 
Upon Request 






































Also 


Fine Diamond Jewelry 
occasionally purchased 
at Sacrificed prices. 
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WANTED 


Creative Advertising Assistant 


If you have an agile mind, a 
facile pen and a flair for creating 
sales-winning trade promotion 
literature a big-league berth with 
an excellent salary is waiting for 
you with one of America’s fore- 
most manufacturing companies— 
a leading television and magazine 
advertiser. Prefer an experienced 
“heavyweight” copy-writer, be- 
tween 30 and 40, who under- 
stands dealer psychology and 
knows what it takes to make re- 
tailers feature a luxury product. 
Salary open. Send a detailed let- 
ter and a snapshot. 
BOX NO. "A 354" 


c/o JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St. © N.Y. 17, N. Y. 
































Refractive index about 
10% higher than Diamonds 


Samples on Request 








LAPIDARY, INC. 


73 WEST 47™ ST. 
NEW YORK 19, N., Y. 


PHONES: PLAZA 7-4815 
PLAZA 7-4816 











Fine Jewelry for Gentlemen 
MobpeErRN DesiGNs—PRrIcED RIGHT 





Styled by CHARM CRAFT CORP. 
Available in 14K., Gold-Filled, Sterling Silver 
Rhodium Finish 
Finest Quality Finish 
Singly or in sets $3.00 to $15.00 Keystone 


CHARM CRAFT CORP. 


Mfr's. of 14KT. & Sterling Silver and Gold Filled Jewelry 





198 Broadway New York 9, N. Y. 
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Betty Hutton's eyes were as bright as her 

diamonds when she took to the microphone 

at the Beverly Hills Crystal Room to tell 

her 400-plus guests "hello and have fun." 

Party was given in honor of newspaper 

columnist Louis Sobol and his new bride 
to celebrate their wedding. 





Mt 


Esther Williams looks more radiant than 

ever at the Beverly Hills Crystal Room 

with husband Ben Gage. Her diamond 

necklace and chandelier earrings admirably 

set off the decolletage she prefers for 

evening wear, as well as for her famed 
aquatics. 


Savitt Succeeds Coskey 
As Connecticut RJA President 


William M. Savitt, of Hartford, was 
elected president of the Connecticut Re- 
tail Jewelers Association on July 24th at 
a meeting of the group held at Waverly 
Inn, Cheshire. He succeeds Frank S. 
Coskey, also of Hartford. 

Other officers elected were: Vice Presi- 
dents, Charles E. Butler and Howard 
Michaels of New Haven, and Secretary- 
Treasurer, Clifford E. Wilson, Norwich. 


DIAMONDS SHARE LIMELIGHT AT STAR-STUDDED PARTy 





Sonja Henie, with husband Winthrop 

Gardiner, flashes her famous smile and 

some of those famous diamonds. Her col- 

lection of diamonds is reputed to be one 
of the finest in the U. S. 








Mrs. Meyer Schine, wife of the hotel mag- 

nate, wears her famous diamond necklace 

to Betty Hutton's party in Beverly Hills. 

The necklace contains more than 200 

emerald and square cut gems, perfectly 
matched. 


as 





Seven new members were named to the 
board of directors. They include: Ben H. 
Gartson and Mr. Coskey, Hartford; Stur- 
man Dyson, New Britain; William Pier- 
pont, Jr., Waterbury; Robert Summit, 
Meriden; Samuel Greenberg, Bridgeport, 
and Charles Brooks, Mystic. 


— NT 
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Jewelry Industry Council Announces 
Flection of Members to New Advisory Board 


Victor A. Lambert, Chairman of the 
Board of Directors of the Jewelry Industry 
Council, has announced the election of 
members to the Council’s new Advisory 
Board. Groups represented by this board 
are: retailers; watch manufacturers; watch 
product suppliers; silverware manufactur- 
ers; manufacturing jewelers; diamond, 
colored stone and pearl dealers; emble- 
matic, scholastic and fraternal jewelry 
manufacturers; rolled gold plate manu- 
facturers; chains and findings manufac- 
turers; refiners; wholesalers; boxes, dis- 
play and mat services and publishers. 

The new Advisory Board met with the 
Board of Directors of the Council on 
August 16th at the Waldorf-Astoria, New 
York. At the luncheon meeting the pro- 
motional and publicity work of the Coun- 
cil was reviewed. 

Retailers elected to the new Advisory 
Board are: B. J. Burnett, Burnett Bros., 
Seattle, Wash.; George C. Brock, Brock & 
Co., Los Angeles, Cal.; Elwood A. Davis, 
Millard F. Davis, Inc. Wilmington, Del.; 
Fred B. Dreifus, Dreifus Jewelry Co., 
Memphis, Tenn.; Joseph Granat, Granat 
Bros. San Francisco, Cal.; Durward 
Howes, B. D. Howes & Son, Los Angeles, 
Cal.; C. I. Josephson, Jr., C. I. Josephson, 
Jewelers, Moline, Ill.; Oscar Kind, Jr., S. 
Kind & Sons, Philadelphia, Pa.; Julius 
Loeb, Loeb & Velasco, Oakland, Cal.; 
Percy K. Loud, Wright, Kay & Co.; De- 
troit, Mich.; H. Bruce McCague, Cowell & 
Hubbard Co., Cleveland, Ohio; E. J. 
Meyer, August Meyer & Sons, Grand Is- 
land, Nebr.; Edward J. Neumann, Neu- 
mann Bros., Toledo, Ohio; Charles D. 
Peacock, III, C. D. Peacock, Inc., Chicago, 
Ill.; Phineas Peters, M. G. Peters & Bros.., 
Brooklyn, N. Y.; Henry W. Rank, Rank & 
Motteram Co., Inc., Milwaukee, Wis.; New- 
ton Rosenzweig, I. Rosenzweig & Sons, 
Phoenix, Arizona; R. D. Scheer, E. G. 
Scheer, Inc., Rochester, N. Y.; Arnold A. 
Schiffman, Schiffman’s Inc., Greensboro, 
N. C.; Leo J. Vogt, Hess & Culbertson 
Jewelry Co., St. Louis, Mo. 

The following watch manufacturers were 
also elected to the Jewelry Industry Coun- 
cil’s new Advisory Board: John H. Ballard, 
Bulova Watch Co., Inc., New York, N. Y.;: 
M. Fred Cartoun, Longines-Wittnauer 
Watch Co., Inc., New York, N. Y.; Gaston 
Ditesheim, Movado Watch Agency Inc., 
New York, N. Y.; Jean R. Graef, Jean R. 
Graef, Inc., & Girard-Perregaux. New York, 
N. Y.; Roland Gsell, R. Gsell & Co., Inc., 
New York, N. Y.; Benjamin S. Katz, 
Gruen Watch Co., Cincinnati, Ohio; Nor- 
man M. Morris, Norman M. Morris, Inc., 


New York, N. Y.; Herbert Ollendorff, 


ee 








-—NESSALC CO.— 


4 East 41st St., New York 17, N. Y. 
Importers of 


Novelty Wall Clocks 
and Cuckoo Clocks 
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Ollendorff Watch Co., Inc., New York, 
N. Y. 

Watch product suppliers added to the 
board are: C. H. Fetter, American Time 
Products, New York, N. Y.; A. J. Furst, 
Swartchild & Co., Chicago, Ill.; Edwin 
Gluck, Watch Material Distributors Asso- 
ciation of America, Pittsburgh, Pa.; B. 
W. Heald, American National Watch- 
makers Association, Milwaukee, Wis. 

Silverware manufacturers on the Coun- 
cil’s new Advisory Board are: Bernard 
Bernstein, National Silver Co., New York, 
N. Y.; R. A. Davis, Lunt Silversmiths, 
Greenfield, Mass.; William T. Hurley, Jr., 
Reed & Barton, Taunton, Mass.; I. A. Lip- 
man, Ellmore Silver Co., Meridan, Conn.; 
R. J. Nolan, Saart Brothers Co., Attleboro, 
Mass.; Harley H. Noyes, Oneida Ltd., 
Oneida, N. Y.; John S. O’Connell, Towle 
Manufacturing Co., Newburyport, Mass.; 
Wm. J. Regan, R. Wallace & Sons Manu- 
facturing Co., Wallingford, Conn. 


Manufacturing jewelers are represented 
on the new Advisory Board by: J. J. Abel- 
son, Jabel Ring Manufacturing Co., New- 
ark, N. J.; Olof V. Anderson, Anson Inc., 
Providence, R. I.: Frederick A. Ballou, 
Jr., B. A. Ballou & Co., Inc., Providence, 
R. I.; Herman L. Baskin, Baskin Brothers, 
Inc.. New York, N. Y.; Lewis S. Chilson, 
J. M. Fisher Co., Attleboro, Mass.; Charles 
H. Church, Church & Co., Newark, N. J.: 
Max Jacoby, Jacoby-Bender, Inc., New 
York, N. Y.; Donald Le Stage, Le Stage 
Manufacturing Co., North Attleboro, 
Mass.: Paul Levinger, Speidel Corpora- 
tion, Providence, R. I.; Frank Milhening, 
J. Milhening, Inc., Chicago, Ill.; William 
B. Ogush, Wm. B. Ogush, Inc., New York, 
N. Y.: Edward O. Otis, Jr., Otis Co., 
Providence, R. [.; Tobias Stern, Jacques 
Kreisler Manufacturing Corp., North Ber- 
gen, N. J.; Raymond R. Sturdy, Cheever, 
Tweedy & Co., North Attleboro, Mass.; 
Raymond L. Wells, Wells Manufacturing 
Co., Attleboro, Mass. 


Diamond, colored stone and pearl deal- 
ers added to the new Advisory Board are: 
Harold Cohen, Harold Cohen, Inc., New 
York, N. Y.; Sydney De Young, J. & S. S. 
De Young, Boston, Mass.; Milton J. Heller, 
L. Heller & Son, Inc., New York, N. Y.; 
Walter N. Kahn, L. & M. Kahn Co., New 
York, N. Y.; Leo Kaplan, Lazare Kaplan 
& Sons, Inc., New York, N. Y.: Leopold 
Nathan, S. Nathan & Co., Inc., New York, 
N. Y.; H. M. Paskow, Wm. V. Schmidt 
Co., New York, N. Y.; Reginald Reich- 
man, Reichman Bros., New York, N. Y.; 
Robert O. Veit, Miller & Veit, New York. 
N. Y.; Fred Warren, Julius Raunheim 
Co., New York, N. Y.; Richard E. Wein- 
reich, Marvella Pearls, Inc., New York, 
N. Y. 

Emblematic, scholastic and _ fraternal 
jewelry manufacturers represented on the 
board are: F. P. Berry, Wefferling Berry 
& Co., Inc., Newark, N. J.; A. O. Packer, 
Dieges & Clust, New York, N. Y.; Irvin 
E. Rosa, Josten’s, Owatonna, Minn.; A. I. 


(Please turn to next page) 




















14 kt. Gold & Platinum 


Cigarette Cases 


Lipsticks 


Powder Boxes 


Bracelets Rings 
Brooches Clips 
Earrings Cuff Links 


Necklace Clasps 


GUTENSTEIN BROTHERS 
18 East 53rd Street 
NEW YORK, N. Y. 


Pacific Coast: Hubert A. Wood 
649 So. Olive St., Los Angeles, Cal. 



























WELERS 


ATTRACTIVE 
DISPLAY 
NO. 71 AS 
ILLUSTRATED 
IN OUR 
LATEST 
COSTUME 
JEWELRY 
CATALOGUE 


MAILED FREE 
UPON 
REQUEST 
MANUFACTURER 
TO RETAILER 


SPECIALISTS IN RHINESTONE 
Jeweled Creations. Hand Polished Prong set. 


Pantary of Jewels 


MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, New York 7, N. Y. 
























ENCRUSTERS 


Stone Engravers 
Ruby & Onyx 
Drilling 













Braunfeld & Mehiman 
108 Fulton St.. New York 7, .N. Y. 
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REPAIRS and PLATING 
in GOLD and SILVER 


31 Years of Continuous 
Service to the Trade 





| from 
Coast 
to 
Coast 
(Before) 
( After) 
Highest 
Quality 
Workmanship 








HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 
17 West sm cia Hew Yort 9, N.Y. 


Est. since 1918 
AT THE SAME ADDRESS 














Diamond Cutters 


Recutting and Repairing for the Trade 


Expert diamond cutting for the 
Best jewelers in the country for 
the past 35 years. 


Estimates gladly furnished 
EMPIRE STATE PURCHASING CO. 


(Jack Blauweiss — Wm. Sluyter) 
64 W. 48th St. New York 19, N. Y. 











TRAVELING CLOCK CASES #113— Sheepskin case—Black, 


ark Brown, Dark Blue, Red, 
CD teeth deiee medal $7 K 
#22J Genuine Morocco Leather 
ease—Wine, Red, Black, Blue, 
Brown, Green ......... $11 
#35J — Genuine Calf Leather 
‘ with gold tooled border, Black, 
rown, Tan, Red and Light 
tig etek ian he ee ee $13 K 
2%" and 25” for Swiss and 
Waltham. Immediate Delivery. 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 














GENUINE FRENCH MARCASITE 


For the Latest Creations in 
Earrings — Pins and Rings 


VIJOBEN 


2 Allen St. New York 2, N. Y. 














WATCH MATERIALS— 


Parts for ali makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 
116 Nassau St. 


New York 7, N. Y. 
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Russell, 
me 
The following rolled gold plate manu- 
facturers have been elected to the Coun- 
cil’s new Advisory Board: W. F. Mitten- 


Irons & Russell Co.., 


dorf, D. E. Makepeace Co., 
Mass.; 
less Wire Co., Providence, R. L.: 
Stern, I. Stern & Co., Inc., 


Mass. 

Chains and findings 
elected to the board are: G. 
Armbrust Chain Co., Providence, R. L; 
E. E. Baker, W. R. Cobb Co., 
R. L., 
Providence, R. I.; 
Providence, R. I.; 


Inc., Maplewood, N. J. 


Refiners are represented on the Council’s 
Royal P. Baker, 
Attleboro, 


new Advisory Board by: 
Attleboro Refining Co., Inc., 
Mass.; Charles W. Englehard, Jr., The 


American Platinum Works, Inc., 


Los Angeles, Cal.; 


Hoover & Strong, Inc., Buffalo, N. Y. 


The following wholesalers have been 
to the Council’s new Advisory 
Sons, 


Inc., Boston, Mass.; Webb C. Ball II, The 


Lawrence Biggard, 


elected 
Board: Harold Alberts, I. Alberts’ 
Ball Co., Chicago, IIl.; 


Biggard & Co., Inc., Pittsburgh, Pa.; 


George E. Brown, Gerwe Brown Co., Cin- 
Austin N. Clark, A. C. 
Hyman Cohen, 


cinnati, Ohio; 
Becken Co., Chicago, IIL; 
A. Cohen & Sons Corp., New York, N. Y.; 
R. Dix Edwards, Edwards & Co., 
City, Mo.; 


lanta, Ga.; Theodore Gorenflo, 


N. Y.; Albert F. Long, Denver, Colo.; 





Win Sales Presentation Contest 





Kenneth C. Gifford, president of Schick 
Inc. (center), shown with J. Riley Henry 
(right), Hartford, Conn., and James But- 
ler (left), Seattle, Wash., Schick sales 
representatives in those territories, after 
they were declared winners in the sales 
presentation contest which was part of the 
national sales meeting of Schick in August. 

At the sales conference, marking the 


twentieth anniversary of the electric shav- 
ing industry, which Schick founded, the 
new Schick “20,” finest shaving instrument 
of all time, was introduced. The new model 
is being backed by the biggest advertising 
and sales promotion campaign in the ap- 
pliance industry. 


Providence, 


Attleboro, 
Edson W. Sawyer, Improved Seam- 
H. James 
New York, 
N. Y.; C. J. Stone, General Plate Division 
of Metals & Controls Corp., Attleboro, 


manufacturers 
Armbrust, 


Providence, 
Adolf Jaeger, Federal Chain Co., 
H. Leon Laycock, Ful- 
:+|. ford Manufacturing Co., 
Hermann Weinacker, Universal Chain Co., 


Newark, 
N. J.; Herman Folgner, Handy & Harman, 
Dudley A. Hoover, 


Kansas 
O. N. Ewing, Ewing Bros., At- 
Gorenflo 
Co., Inc., Detroit, Mich.; Jerome L. Grant, 
American Jewelry Distrib., Inc., New York, 





Lloyd G. Pattee, S. H. Clausin & Co. , Min. 
neapolis, Minn.; Lawrence F. Percival, Jr, 
D. C. Percival g Co., Boston, Mass.: ; Sle 
B. Reagan, Reldwin- Miller Co., Indian. 
apolis, Ind. 

Boxes, display and mat services elected 
to the Council’s new Advisory Board are 
represented by: Max Field, Buffalo Jewelry 
Case Co., Inc., Buffalo, N. Y.; Edwin 
Freed, Edwi in Freed Adv. Corp., New York, 
N. Y.: Phillip R. Kahn, Metro Asso, Se 
vices, Inc., New York, N. Y.; Louis 9 
Luckoff, Luckoff, Wayburn & Frankel, De. 
troit, Mich.; Jesse Mautner, The Mautner 
Co., Inc., New York, N. Y.; Leonard N. 
Simons, Simons-Michelson, Detroit, Mich.; 
Milton Weill, Arrow Manufacturing Co, 
Inc., West New York, N. J. 

The following publishers have heen 
elected to the Jewelry Industry Council’; 
new Advisory Board: George Englehard, 
National Jeweler, Chicago, Ill.: Charles 
Fram, Southern Jeweler, Atlanta, Ga.; W, 
Louis Frost, The Manufacturing Jeweler, 
Providence, R. I.; Orville R. Hagans, The 


American Horologist & Jeweler, Denver, 


Colo.; Lansford F. King, THE JEWELERs’ 
CircuLAR-KeEysTONE, New York, N. Y,; 


M. J. Lambkin, Mid-Continent Jeweler, 
Kansas City, Mo.; R. S. Manchester, 
Pacific Goldsmith, San Francisco, Cal.; 
Sam Mintz, The Jewelers Outlook, New 
York, N. Y. 





Receiver Division of GE 
Appoints District Managers 


Nineteen district managers have been 
announced by General Electric’s Receiver 
Division as part of expanding commercial 
operations in the radio and _ television 
receiver fields. 

All are new positions in the division’s 
field sales organization, according to 
Arthur A. Brandt, general sales manager. 

The appointments include: F. S. Ander- 
son, Washington; R. M. Bruce, Syracuse; 
R. V. Buivid, Minneapolis; H. A. Cross- 
land, Philadelphia; J. F. Effinger, Cin- 
cinnati; T. C. Gilliland, San Francisco; 
R. L. Hanks, Hartford; J. A. Kerr, New 
York and Newark; John Klenke, Birming: 
ham; P. H. Leslie, Detroit; F. W. Me- 
Donald, St. Louis; T. A. McDonald, Bos- 
ton; R. J. Meigs, Kansas City; G. S. 
Peterson, Chicago; H. G. Randolph, Los 
Angeles; C. L. Schmidt, Dallas; R. P. Van 
Zile, Cleveland; B. S. Wells, Seattle, and 
T. B. Willard, Atlanta. 














GENUINE CUT GEMS 
Can supply Star gry petee from $2.50 to $10; 
Blue Sapphires from $10 to $25; Tourmalines and 
stasis from $1 to $2, and Yellow Sapphires from $2 
3. All per carat. Orders should accompany re- 
a by Bank Drafts. 
M, N. M. NEYAZ 
NAGAHAMULL, WELLAMPITIYA (Ceylon) 


























ASK FOR NEW CATALOG ON 


CosTUME JEWELRY Boxes 


Cotton Filled 


P. PUCHKOFF & SONS, Inc. 
220 TOMPKINS AVE. BROOKLYN 16, N. Y. 


















THE JEWELERS’ CIRCULAR-KEYSTONE 











GEMOLOGY SCHOOL ADDS CORRESPONDENCE COURSE 


Five years ago a student interested in 
obtaining laboratory experience in the 
identification of gemstones came to Harry 
L. Woodruff, Gemologist and Appraiser of 
Washington, D. C,, for assistance. This 
experience led to the formation of the 
Washington School of Gemology. 

Regular laboratory classes were begun 
several months later when a group of 
students already studying the theory of 
gemology asked Woodruff to tutor them 
in gemstone identification. 

Impressed by this desire for gemological 
training in the Washington area, Woodruff 
expanded his facilities in 1946, offering a 
ten month residence course in the theory 
and practice of gemology. This course 
consists of 200 classroom hours of which 
more than 100 hours are spent in the lab- 
oratory studying the school’s collection of 
over 300 gemstones of every variety. 

Upon successful completion of the resi- 
dence course (including a written and a 
stone identification examination) — the 
school confers a diploma with the degree 
of Graduate Gemologist. 





prepared for practical gemology without 
a large amount of laboratory work. There- 
fore the higher title of Graduate Gem- 
ologist issued for the resident student is 
available to the correspondence student 
only after successful completion of the 
correspondence work and 100 hours of 
resident laboratory work. Upon satisfac- 
tory completion of the correspondence 
course only, the student receives the de- 
eree of Associate Gemologist. 

The correspondence course puts special 
emphasis on the production and identifica- 
tion of the constantly increasing body of 
synthetic and imitation gems. There are 
also 20 lessons on individual gemstones 
plus ten complete lessons on diamonds 
which cover every aspect of their forma- 
tion, mining, cutting, marketing, etc. 

The school has a complete and modern 
laboratory including microscopes, refrac- 
tometers, dichroscopes, specific gravity 
scales, etc. The laboratory facilities have 
been improved recently by the addition of 
a new instrument, the Gem Monoscope, 
which was designed particularly for use 





A classroom at the Washington School of Gemology is shown above. In rear: Harry L. 


Woodruff, director of the school, and Miss Susanne Steinem, assistant director. 


Around 


table, left to right: Neal H. Guffey, Richard W. Finkel, Albert Kaizen, Blair W. Cupp. 


The residence course was approved by 
the Veterans Administration in 1948. At 
this time Miss Susanne Steinem joined the 
organization. A graduate of Smith Col- 
lege who specialized in Mineralogy and 
Crystallography, she had directed an edu- 
cational diamond exhibit and lectured on 
precious stones before groups throughout 
the country. 

The most recent development of the 
school is a correspondence course which 
requires approximately a year to complete 
The correspondence course compares to the 
first half of the residence course. Wood- 
tuff feels that no person can be adequately 





in cut and polished gemstone identifica- 
tion. It has as its integral part a dark 
field illuminator designed and patented by 
Woodruff. This scope is also equipped to 
serve as a polariscope and dichroscope. 

The lapidary branch of the school is con- 
ducted by Major Neal H. Guffey who has 
covered most of the mineral field of the 
Orient and observed the methods of min- 
ing, cutting and polishing of gemstones. 
This branch offers a residence course in 
the cutting and polishing of cabochons and 
facetted stones as well as a correspondence 
course. 





Large Attendance Expected 
At Allied Show in Denver 


Facilities for the Denver Gift and 
Jewelry Show, scheduled for the Albany 
Hotel, Sept. 17-20, have been greatly ex- 
panded from previous events. To date 
reservations have been made to exhibit 
better than 500 lines. 

. Among the new exhibitors at this show- 
ing will be: Trifari, Krussman and Fishel, 
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Inc.; Napier Co.; Cambridge Glass Co.; 
Bridal Ring Co., Inc.; Blenko Glass Co.; 
Rubel & Co.; Paul A. Straub & Co., Inc.; 
I. Freeman & Son, Inc., and Ebeling & 
Reuss Co. 

Mrs. Mildred M. Dalton, secretary-trea- 
surer of Allied Exhibitors, Inc., the or- 
ganization staging the affair, anticipates 
a buyer attendance at the show in excess 
of 2500, based on reservations received to 
date. 
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Exciusive Representative 


D. STANLEY CORCORAN, INC. 


S 


7 West 30th St.. New York’l1. N. Y. 
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LET US HELP 


RAISE CASH 








MAX JUROW 


(President Mid-Town Auction Center, Inc.) 


Recent sales conducted 
for these jewelry stores:— 


I. Rhoad’s Jewelers — Louis- 
ville, Ky. 


2. Gotham Jewelers — Yon- 
kers, N. Y. 
3. Stewart Jewelers — Stam- 


ford, Conn. 
4. Feffer Jewelry Co. — Co- 
lumbus, Ga. 
e We buy your stock. 
e Conduct a 30 day sale on 
your premises to raise neces- 
sary cash. 


e Will also advance rea- 
sonable amount of 
eash against money 
that will be realized 
from a2uection sale. 


e Sell your overstock at our 
own auction rooms at ad- 
dress below (Prominent 
Jewelry Center of the World) 
on commission basis. 


Expert confidential analysis of 
your particular problem will 
be gladly furnished without 
obligation. 


Bank reference—National City 
Bank, Times Square Branch, 


New York City. 


MAX JUROW 


Auctioneer since 1924 


37 West 47th St. New York 19, N. Y. 
Tel. JUdson 6-4127, 4128 
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Obituaries 


CHARLES P. Carro.i, 69, for 30 years 
manager of the Robbins Jewelry Co., St. 
Louis, Mo., until illness forced his retire- 
ment last March, died July 24th. He is 
survived by his sister. 

CyriL FisHerR, 46, who for the past six 
years had operated the Fisher Jewelry 
Store in Evansville, Ind., died on July 29th 
after a short illness. Surviving are his 
widow, his mother and three sisters. 

Henry HEA, 86, a retired New York 
jeweler, died August 12th at his home in 
West New Brighton, S. I. Mr. Heal was 
the son-in-law of the late Reid Benedict, 
who conducted the Benedict Bros. jewelry 
business in downtown Manhattan for many 
years. Mr. Heal was a stockholder and 
watch buyer for the firm for 35 years until 
it went out of business in 1935, when he 
retired. A son and two sisters survive. 

MicuaeEL Hunt, 76, a diamond cutter 
who was well known in the diamond in- 
dustry in New York City for the past 50 
years, died at his home in the Bronx on 
July 26th. Mr. Hunt was born in Amster- 
dam, Holland, and came to New York City 
at an early age. He is survived by his 
widow, a son and a daughter. 

EpmunpD I. KAUFMANN, 64, retired chain 
jewelry store operator and philanthropist, 
died July 17th in Washington, D. C. He 
founded the Kay Jewelry Co. chain which 
is now managed by his nephew, Cecil D. 
Kaufmann. Mr. Kaufmann was also board 
chairman of American-Palestine Trading 
Corp., and had interests in Fairfax Dis- 
tributing Co., wholesale jewelers, two 
furniture stores, and a clothing store. He 
had an outstanding record in participating 
in both civic and charitable organizations. 
He was president of the Jewish Fund for 
Medical Research; president of the Ameri- 
can Committee of the Weizmann Institute 
of Science of New York; chairman of the 
board of the Ampal Corp., chairman of 
the United Jewish Appeal; past president 
of the Leo N. Levi Memorial Hospital in 
Hot Springs, Ark.; past president of the 
Zionist Organization of America, and was 
on the board of directors of many others. 
Survivors include his widow, three sons, 
two brothers and one sister. 

Louis H. MoHLMAN, a retail jeweler in 
Logansport, Ind., for 27 years, died in St. 
Joseph’s Hospital in that city on August 
4th after a short illness. He was a native 
of Lafayette, Ind., and was in the jewelry 
business in that city with his brother, 
Gerry Mohlman, until he moved to Logans- 
port in 1923. 

EtmerR J. Nay, 70, retired jeweler, died 
on July 28th in Indianapolis, Ind. He 
formerly operated jewelry stores in Carth- 
age, Ind., Anderson, Ind., and West Vir- 
ginia. 

CLaupE L. Pruyn, 76, retired jeweler of 
Winter Park, Fla., died July 30th at a lo- 
cal hospital in that city. A native of 
Oneonta, *N. Y., he went to Orlando, Fla., 
in 1925, at which time he opened a jewelry 
store at Morse Boulevard and Park Ave., 
the first jewelry store in that city. He 
retired in 1948. He is survived by his 
widow and two nephews. 


Ernest WALKER Ross, pioneer in the 
jewelry trade in North Bay, Ontario, dieq 
July 23rd. Mr. Ross settled in North Bay 
in 1888 and opened the first jewelry bysj. 
ness there. In 1927, his son-in-law, T, M. 
Palmer, now mayor of North Bay, took 
over the business. 

Frank J. VAN Ess, 62, well known Mil. 
waukee jeweler for more than 40 years, 
died July 19th at his home in that city, 
Born in Milwaukee, he entered the jewelry 
business with his father, Leonard A. Van 
Ess, at the age of 21. He took over the 
business at the death of his father. Mr. 
Van Ess was a member of the Wisconsin 
Retail Jewelers Association. Surviving are 
his widow, a daughter, three brothers, and 
two sisters. 





Hotel Turns Down $5000 Offer 
For Rare Handmade Urn Clock 


The Ritz Carlton Hotel in Atlantic City 
has turned down a $5000 offer by the Elgin 
American Co. for the rare handmade urm 
clock of the 18th century (shown below) 
which rests on a marble table in its mez. 
zanine. It is one of three such clocks in 
the world, the others being in Paris and 
in Westminster. 





Earle Kraft, horologist of Atlantic City, 
who analyzed its rarity, is describing the 
inner workings to one of the guests of the 
Ritz Carlton. The hours marked by Roman 
numerals, as well as the minutes marked 
right above it, revolve horizontally. A 
bronze Cupid points to the time and the 
handles are made of snakes, a familiar 
figure in 18th Century sculpture. At 
the lower right of the urn is the helmet of 
Thor covering a shield with a design of 
Medusa and the fabled snakes in her hair. 
Every part of the clock is handmade. It is 
still running despite its age, estimated at 
between 150 and 175 years. 

Speculators endeavoring to buy the clock 
from the Ritz Carlton have been thwarted 
for sentimental reasons. 


—_ 
— 

















LEARN WATCHMAKING, 
CHRONOGRAPH WATCH 
REPAIR, ENGRAVING 


H.1.A. Certified — also Ap- 
proved for Veteran Training 
Write for free 32-page illustrated school catalog 
WESTERN PENNSYLVANIA HOROLOGICAL INSTITUTE 
Desk B 18 706 Smithfield St. Pittsburgh 19, Pa. 


INTERNATIONALLY RECOGNIZED AUTHORITY 
ON THE CHRONOGRAPH WATCH 


—— 
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O-B OUTLINES NEW PROMOTION PLANS AT SALES MEETING 





Officers and representatives of Ostby & Barton Co. attended the pre-season sales meeting 

of the firm on July 12-14 at the Hotel McAlpin, New York. Seated. left to right, are: Stanley 

Manne; Edwin Krause, O-B president, and Nicholas G. Anitole, vice president and sales 

manager. O-B sales representatives, shown standing in the rear, from left to right are: 

Abe Solomon, Jerry Geiger, Irving Goodman, Harry Beatty, Jack Jacobson, Gabriel Selig, 

Alfred Tisch, Edward Kurtz, William Krause, Murray Winant, Mel Silver, Emil Weigl, and 
Philip Levy. 


Latest developments of the new Ostby 
& Barton direct-selling “Partnership” Plan, 
designed to help the jeweler make bigger 
ring profits, were outlined at the O-B pre- 
season sales meeting, held at the Hotel 
McAlpin, New York, July 12-14. 

Included in O-B fall promotion plans is 
a series of consumer advertisements in Life 
and three new ring displays. One of these 
displays promotes the Christmas “Lay- 
Away” Plan, and another promotes rings 
as Christmas gifts. A tie-in mat for re- 








JopBers ONLY 


To a few select jobbers we offer 
a beautiful iridescent simulated 
pearl necklace, in single, double 
and triple strands, hand knotted, 
10 Kt. gold clasp and elegantly 
boxed. All price tags. labels and 
guarantees are in good taste giving 
the package brilliant eye appeal. 





Since the market is void of any 
pearl necklace comparable in 
price, quality and packaging—uit 
would make a good addition to 
your regular pearl line. 


Samples are available and your 
requirements will be shipped 


immediately. 


VEDA PEARLS 


New York 13, N. Y. 
WaAlker 5-3838 


82 Bowery 
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tailer newspaper advertising is available 
with each display. A third display features 
the theme “Accent to Charm,” and is for 
year-round use. 

In addition to learning of the company’s 
promotional plans, sales representatives 
from all over the country viewed the new 
O-B line of Fashion Originals by the well- 
knowns Paris ring designer, Henri Hiltz, 
now Chief of Design at Ostby & Barton. 

An important feature of the meeting was 
the award of $800 in prizes to Philip Levy, 
Mid-West representative, winner of the 
O-B New Accounts Contest. Levy won the 
$500 grand prize, plus three monthly prizes 
of $100 each. 

The meeting was presided over by 
Nicholas G. Anitole, O-B vice president 
and sales manager. 





Modern Horological Library 
Opened at Bradley University 


Horology students at Bradley University, 
Peoria, Ill., now have access to a modern 
air-conditioned library, stocked with one of 
the most complete horology collections in 
the nation. 

Dean George J. Wild said the horology 
collection includes publications on watch- 
making, watch repairing, clock making, 
jewelry manufacturing, jewelry repair, dia- 
mond setting, and engraving. 

The recently-completed library stands 
next to the horology school. Said to be 
one of the few buildings in the nation 
specifically built to house a_ horology 
school, Westlake Hall is a_ three-story 
structure of Bedford stone. 

The horology school has been a part of 
Bradley University since the latter institu- 
tion was founded in 1897. Previously it 
had been operated as the J. R. Parsons 
Horological Institute, founded in 1886. 

Facilities of the school have been oper- 
ated at capacity since the war, according 
to Wild. This year, however, he expects 
to be able to take all applicants, since the 
greater part of the “G. I. Bill” students 
have finished their work, and some reserv- 
ists in the school are being called to active 
duty. 


| THESE RINGS 


Keep SMM / 


OVER AND OVER AGAIN 

















GUARD RINGS. Sterling silver or 
yellow gold-filled with square imita- 
tion ruby, sapphire, emerald or crystal 
stones. 


To retail @ $2.95 each. 




















FRIENDSHIP RINGS, in heavy yellow 
gold-filled. Variety of design to suit 
everyone. Hand-Chased. 
To retail @ $1.95 each. 
In Sterling—to retail @ $1.00 each. 




















QUEEN SIZE FRIENDSHIP RINGS. 
The wide bold look, beautifully execu- 
ted in yellow gold-filled or Sterling 
Silver. Hand-Chased. 

To retail @ $1.95 each. 


J. D. SCHLANG CO. 


305 EAST 46th ST., NEW YORK 17, N.Y. 
Through Wholesalers Only 
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Genuine Bohemian 
Garnet Jewelry 








Finest Old-World Craftsmanship .. . 
Reasonably Priced 


Wide selection of Rings all I0K gold. 
Earrings, brooches, crosses, necklaces, 
and bracelets (both flexible and rigid) 


Memo Selection to well 
Rated Jewelers 


ERNEST BURG 


29 E. Madison St., Chicago 2, Iil. 




















400-Day Clocks to retail at $49.50 with new, beau- 


tifully flowered porcelain or 2-tone silver dial 
with raised numerals. All materials available. 


Ask for new catalogue and price list. 








HENRY COEHLER CO., INC. 


220 FIFTH AVENUE e NEW YORK 1, N. Y. 
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Taft to be Principal Speaker 
At Ohio RJA Annual Convention 


The Korean war, the excise tax, and 
other national issues, as they affect the 
jeweler, will be discussed by Senator 
Robert A. Taft at the annual convention 
and jewelry show of the Ohio Retail Jewel- 
ers Association to be held in Columbus 
on September 24 to 26. Senator Taft will 
address the principal convention session 
Sunday night, September 24th, according 
to an announcement by Ritter Levinson, 
president of the association. 

The banquet and principal convention 
session have been scheduled for Sunday 
night so that more jewelers may attend 
the banquet and hear Mr. Taft’s important 
message. 


SENATOR ROBERT 
A. TAFT 


To Discuss 
National Issues 
at Ohio RJA 

Convention 





In addition to Senator Taft the Con- 
vention Committee has arranged foe some 
intensive and’ exciting sessions on “over- 
the-counter selling.” This year there will 
be fewer convention sessions but each 
and every one will deal with personnel 
training and increasing sales through bet- 
ter selling. 

Under the direction of Mrs. Jane Kampf, 
vice president of the association, a special 
ladies’ program has been planned. Mrs. 
Kampf has “gone all out” in planning a 
program that will entertain the ladies 
from the minute they enter the hotel until 
they depart from the convention. The pro- 
gram includes luncheons, teas, a fashion 
show at one of the leading department 
stores in Columbus, and a special ladies’ 
lounge equipped with television, card 
tables and comfortable chairs for relaxing. 


N. Y. Jewelers Ask Cooperation 
Of Fair Trade Manufacturers 


The Fair Trade Committee of the Retail 
Jewelers’ Association of Greater New York 
recently sent a registered letter to each of 
the Fair Trade manufacturers whose lines 
are sold mainly through jewelers. The 
letter asked manufacturers to cooperate in 
enjoining so-called “discount” houses and 
illegitimate wholesalers from selling Fair 
Traded products below regularly estab- 
lished prices. 

The committee’s proposal is embodied 
in the Zickerman Plan, which calls for 
collective effort in preventing below Fair 
Trade selling. Under the plan each manu- 
facturer whose products are being sold 
by these so-called “discount” houses will 
be asked to contribute a pro rata share to 
the legal proceedings that will seek to en- 
join the cut-rate house from selling Fair. 
Traded products. The Zickerman Plan was 











adopted by the association at a meeting 
held June 25th at the Hotel Astor, New 
York. 

Chairman of the association’s Fair Trade 
Committee is Samuel R. Zickerman. Other 
members are Phineas Peters, Sam y 
Jacobson, E. M. Belman, and Joshua Levin, 





Frank Knoth, Watchmaker, 
With Engle Firm Fifty Years 


The Sylvester Engle Co., which recently 
celebrated its 98th year in the jewelry 
business in Hazleton, Pa., is also enjoy- 
ing another distinction, observing the gold. 
en anniversary of the head of its watch 
repair department. 

Frank Knoth, the firm’s watchmaker, has 
for the past half century cared for the 
intricate timepieces that have been brought 
in by customers to be reset, repaired or 
cleaned. 

Knoth learned his trade from Henry 
Knoth who at that time was the watch. 
maker at the Engle store, and later opened 
the Knoth jewelry store in Hazleton. Be. 
fore he joined the Engle firm, Frank Knoth 
worked for 18 months at the John Knies 
jewelry store in Hazleton. 

Today, after 50 years as Engle’s A-] 
watchmaker, Knoth is well and contented, 
and his appearance denies his age. His 
many years of service with Engle’s has 
carried to a place of prominence in the 
jewelry world—a practicing watchmaker 
for 50 years with one of America’s oldest 
jewelry firms. 








An Investment Opportunity 
You Should Not Overlook 






@ Speed Up Polishing Jobs 
@ Protect Employee's Health 


@ Recover Valuable Dust 


PUT THIS UNIT TO WORK FOR YOU 


The LEIMAN BROS. MODEL A POLISH: 
ING DUST COLLECTOR takes up only 2’ 
x 4’ floor space yet it is big enough to han- 
dle two 8” wheels or buffs (or smaller) at 
the same time, operating at 3000 R.P.M. 
Grind or polish . . . either operation 1s 
SAFE because dangerous metallic dust 1s 
collected in cloth bags under the bench. 
Irritating metallic dust cannot get into 
your operator’s lungs. Compactly 
sturdily built to last a lifetime. Moderately 
priced. Write for catalog 275-G LEIMAN 
BROS., INC., 98 Christie St., Newark 5, 
N. J. 
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ROLFS N. Y. OFFICE IN FUNCTIONAL MODERN MOTIF 


Part of the reception room in the newly 


Redecoration and remodeling of the 
Rolfs New York cffice, 330 Fifth Ave., has 
been completed. 

In planning the redecoration. and. re- 
modeling, Rolfs utilized Henry P. Glass, 
Chicago designer to create offices that were 
in keeping with the present modern 
thought of design. 

In addition to an ample reception room, 
and private executive offices, the Rolfs 
suite includes four fully equipped sales- 
rooms offering complete privacy for busi- 
ness transactions. 








remodeled Rolfs salesrooms is shown above. 


Because personal leather goods require 
an atmosphere of elegant simplicity, re- 
straint in shape and color of all furnishings 


draperies provide a unified neutral shell in 
rust colored burlap. All woodwork, screen 
partitions, desks, cabinets, and doors are 
in pickled oak. The rough texture of all 
furnishings was chosen to provide a con- 
trast with the smooth texture of leather 
goods items. 








Sandy MacKay, Mich. Jeweler, 
Marks 50th Year in Business 


Although a half century is not an ex- 
ceptionally long span of years for a busi- 
ness institution to be in existencé, a 50- 
year term for one man is rather unusual 

. and this record is being celebrated by 
Sandy MacKay, retail jeweler of West 
Branch, Mich. 

In 1900 MacKay entered the jewelry 


business in partnership with George H. 
Johnson. This partnership existed one year 
and then MacKay bought Johnson’s in- 
terest. 

“T traveled by horse and wagon in the 
summer and horse and cutter in the winter 
and made all of the lumber camps between 
West Branch and Cheboygan selling 
watches and rings,” MacKay said. “Busi- 
ness didn’t come to us in those days... 
who had to get out and rount it up.” 





MacKay has devoted many of the late 








IMPORTED BLACK FOREST 


CUCKOO CLOCKS 


and 


400 DAY 
CLOCKS 


F. KAUFFMANN 


IMPORTER 
PORT JEFFERSON, N. Y. 


years to public service as well as conduct- 
ing his jewelry business. He served two 
terms on the common council of West 
Branch . . . was a member of the school 
board for two terms ... held the post- 
mastership for a period of 14 years, and 
has held office in the State House of Rep- 
resentatives since 1937. 

When interviewed by a local paper, Mac- 
Kay was asked how he felt about the com- 





munity and his business and personal re- 
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lations with the people now that he had 
completed 50 years in the jewelry business 
in West Branch. 

“I have enjoyed every minute of the 
years I have lived here,” MacKay said. 
“T have always made it a strict rule that 
I would be fair in business, give my cus- 
tomers value for their money and con- 
stantly strive to gain their confidence.” 





and fixtures~ were exercised.” The~-rug«is~a - 
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Two Masonic 32nd Degree rings of the 
finest construction and styling. The ladies 
ring is a dainty reproduction of its mas- 
sive companion. Both rings boast the mod- 
ern illusion setting and “platinum white” 
rhodium plated double eagles. 

Ask to see this pair today! 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 4, Ind. 
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$20 MONTH RENT 


for Office and Trading space with 
Phone and Mail service, includ- 
ing Vault space, in beautiful new 


AIR-CONDITIONED ROOM 


with all facilities for meeting your 
customers. 
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Tailored Earrings 


Another Alice fashion-first is this lovely 
tailored, dangle-type earring (No. 1657). 
beautifully plated in Hamilton Gold or Sil- 
ver . . . fashioned of solid stock. The com- 
plete Alice tailored earring line means added 
jewelry counter sales for you! 


Finish guaranteed for one year! 


Write for samples $1.00 Retail 
THROUGH JOBBERS ONLY 


JEWELRY CO. 


) 8 Slocum St., Prov., R. I. 
Pi nc, Ce 
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¢ The usual quietude of summer vacation- 
time has combined with the seasonal rush 
of Christmas-time in most New England 
jewelry stores during the past couple of 
months, the Korean War situation ap- 
parently setting off a buyers’ rush which 
has shot sales in department stores, along 
with other retail stores, to new highs. The 
Federal Reserve Bank of Boston has re- 
ported, week after week, sales ranging 
from 10 to 20 per cent higher than corre- 
sponding weeks in 1949. These retail sales 
are reflected in the wholesale and manu- 
facturing circles, where more and more 
evidence is piling up that many items are 
“hard to get.” 

q Taking advantage of the “coolness” of 
greens, several Greater Boston jewelry 
stores used this color extensively in win- 
dow decorating during the Dog Days of 
August—and very effectively. This was 
particularly noticeable in the show win- 
dows of Thomas Long & Co. and at the 
Bigelow-Kennard store — giving window 
shoppers a brief sense of coolness as they 
stood on hot sidewalks. 

q A new jewelry store was opened in Ran- 
dolph, Vt., about August 1, known as Roy’s 
Jewelry, the owner formerly having had a 
store in Berlin, N. H. 

q Mrs. N. I. “Gad-a-bout” Goodman of 
N. I. Goodman, Inc., having just returned 
from Camp Wildmere, Naples, Maine, 
headed for Canada and the Saguenay River 
the middle of August, just as Doris Perry, 
bookkeeper, left for the Adirondacks in 
New York State. Paul C. Lifsett and Sid- 
ney Geller, of the same firm, landed six 
striped bass in two days’ fishing at Hing- 
ham Bay and South River, the largest 
weighing 28 pounds. “It’s nice to have a 
boat around the home to come home to,” 
says Paul. 

q Irving L. Snyder, jeweler of Danver, 
Mass., has moved from his old location to 
a new store in the center of town, and held 
a formal opening on Aug. 1. 

q Mrs. S. H. Grono, of Grono & Christy, 
East Milton, recently greeted her daughter 
Marjorie, home from an extended Euro- 
pean tour. 

¢ M. B. Russakoff, jeweler of Skowhegan, 
Maine, and Morris Weiner, jeweler of the 
Province Building, 333 Washington St., 
Boston, recently announced the engage- 
ment of son and daughter, respectively, Ar- 
thur Russakoff to Miss Phyllis Weiner. 
Arthur is the manager of the Skowhegan 
store. The wedding was scheduled to take 
place at Temple Emeth, Brookline, Mass., 
on August 27, with Paul C. Lifsett of the 
Nathaniel I. Goodman Co., 1006-7 Jewelers 
Building, serving as one of the ushers. 

q Miss Eunice Alberts, daughter of 
Emanuel V. Alberts of I. Alberts’ Sons, 
Inc., Washington Building, is making a 
career for herself in the concert world, 
featured for the fifth time as a contralto 
soloist with the Boston Symphony Orches- 


NEW ENGLAND 


tra, the last time appearing in Bach’s Mass 
in B Minor at Tanglewood, Lenox, Mass. 

q Roy S. Brooks of Mauran Watch Co., 

and director of the Boston Jewelers Club, 
during a recent trip to New York City, 
found dealers about “cleaned out” on wa. 
ter resistant watches, as he noted a syd. 
den upward curve in business. Cutting his 
vacation short because of added business 
demands, Mr. Brooks recently went on a 
short cruise in his boat the Marilyn, tak. 
ing as guests Frank and Alfred DeScenza 
of 609 Washington Building, David Suylli. 
van of the DeScenza firm, and Judge Ed- 
ward Volk of Chelsea. The party wound 
up for dinner at the Neighborhood Club. 
Quincy, Mass. 

q More than 60 years in the jewelry and 
watchmaking business is the record chalk- 
ed up recently by Harvey Locke, of Ames. 
bury, Mass., whose son Everett H. Locke 
manages the store which has increased in 
size several times since it was first estab. 
lished. Harvey Locke recently celebrated 
his 84th birthday. At the age of 80, he 
became interested in cabinet work, and 
since then has made a number of mahog- 
any cases for mantle and banjo clocks. He 
has even made two grandfather clocks and 
a highboy. Known to thousands of New 
Englanders, Mr. Locke is perhaps _ best 
remembered by the flowers he grows as a 
hobby. In addition to a large vegetable 
garden, he has over an acre devoted to 
flowers. Rhododendrons (he has over 100) 
azaleas, peonies, irises, and roses are his 
favorites. 

q Leo Munsat held a formal opening of 
his new store, Munsat’s Jewelry Store, at 
159 West St., Rutland, Vt., on July 20, at 
which time he featured a Treasure Chest. 
with a $300 diamond ring, watches, silver- 
ware, and rings, along with free gifts of 
berry spoons and salad forks for visitors. 
Many out-of-town jewelers were present 
for the opening. 

q Jackie Frye, of the Katherine A. Murphy 
Co., 509-11 Jewelers Building, who was 
thrown from a horse a couple of months 
ago, sustaining several injuries, underwent 
an operation on his ankle at the Rhode 
Island Hospital, Providence, on August 9. 














AT LAST! A NEW NUT 
FOR PIERCED EAR WIRE 


The earring nut 
turns as simply as 
the pierceless ear- 
wire nuts. Sixteen 
full threads on the 
nut. 

Plenty of protection 
for expensive ear- 


rings. 


Minimum order 3 
Quantity 
Prices on _ request. 
Platinum Price also 
on request. 


Patent Applied For 
Price for Wire and Nuts: pairs. 
14K Yellow gold $1.50 pr. 
14K Pink gold $1.50 pr. 
14K White gold $1.65 pr. 


MURGIA CORPORATION 


99 Essex St., Lawrence, Mass. 
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4 Miss Catherine A. Egan of the Edmund 
W. Kirby Co., 4th floor Jewelers Building, 
was one of several jewelers who left on 
August 4 for the annual pilgrimage to 
yisit the Vatican in Rome. She will be 
sone six weeks and plans to fly home. 
Among other jewelers were Mr. and Mrs. 
W. J. Donlan of the G. H. Neylan Co., 
Ayer, Mass. 

4 As this issue went to press, plans were 
about completed for the annual conven- 
sion of the Maine Retail Jewelers’ Asso- 
ciation, and Ed. Beaulieu of the George 
T. Springer Co., Portland, who headed the 
prize committee, and Lloyd E. Daniels, 
president of the association, promised a 
gala event at the well-known Coast of 
Maine resort, the Samoset Hotel at Rock- 
land Breakwater. 

4 The New England Guild of the Ameri- 
can Gem Society suspended meetings dur- 
ing the summer months, and officers were 
trying to locate a new meeting place which 
may be more or less permanent. They 
expected to have details ready for an- 
nouncement in the next issue. 

q.A. R. West, jeweler of 183 Devonshire 
St., Boston, has opened a new branch 
store at 263 Washington St., Wellesley 
Hills, with members of the Boston store 
alternating on duty there. 

q Michael J. Mahar of Mahar-Engstrom 
Co., 406-10 Jewelers Building, was elected 
a vice-president of the Watch Material 
Distributors of America, recently, at that 
organization’s convention in Chicago. 

q Joseph Dahl, watchmaker, formerly with 
the M. A. Green Co., Waterbury, Conn., 
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has opened a new store in Peterborough, 
N. H., to be known as Dahl Jewelers. 

q Sherman Jewelry of 634 Washington 
St., Boston, recently installed a modern 
new store front and show windows. 

q.H. P. Zeininger, of 811 Washington 
Building, closed his place during the first 
two weeks of August for his annual vaca- 
tion. 

q As this issue went to press, many 
Greater Boston and New England whole- 
sale and manufacturing jewelers were mak- 
ing last-minute plans for their exhibits at 
the annual fall Boston Gift Shows at the 
Parker House and Hotel Statler. 

q Fred DeScenza of the Alfred F. De- 
Scenza & Son firm, 609 Washington Build- 
ing, who successfully completed his course 
of study in gemology recently, is spending 
the summer building a log cabin on the 
shores of Lake Ossipee, N. H., where he 
plans to open a ski lodge next winter. 

q Mrs. Dorothy McLaren, wife of “Bob” 
McLaren of the H. W. Stranger Co., Wash- 
ington Building, who, before her marriage 
was associated with Regina M. Stewart 
of Kelleher-Backwith Co., 311 Washington 
Building, was back “holding the fort” dur- 
ing the vacation absence of Regina 
Stewart. 

q Herbert W. Stranger, Jr., of the H. W. 
Stranger Co., 305-6-12 Washington Build- 
ing, who long has been a volunteer “spark” 
with the local fire departments, took over 
another volunteer assignment recently dur- 
ing a sojourn at the Stranger summer 
home on Cape Cod. He drove the local 
ambulance back and forth from work. 

q “Dick” Chesley of the diamond depart- 
ment of Thomas Long Co., golfed in the 
pouring rain on August 1 with Fred Gur- 
ney of Gurney Brothers, Brockton, at the 
Brockton Country Club. The game had 
been planned for weeks, and they com- 
pleted nine holes before being rained in- 
side. Score? Not for publication! 

q Jack and Larry Simensky have opened 
a new retail jewelry store at 1 Alfred St., 
Biddeford, Maine. Both have had many 
years of retail merchandising experience. 
q Pinsker’s Jewelry Store, 230 Main St., 
Middletown, Conn., is now owned and op- 
erated by Bernard Fields. 

q Mrs. Carol Howland, assistant book- 
keeper with the Louis F. Guiness, Inc., 
firm, 711 Jewelers Building, has had her 
arm in a cast following an accident when 
her hand was caught in the door of the 
office safe. 

q Gustave J. Poisson, who operates the 
Newton Jewelry Store, Newton, Mass., re- 
cently purchased the store of Erving I. 
Pendleton, Natick, Mass., and will op- 
erate both places. 

q William Redmond of the Boston office 
of Swartchild & Co., 502-5 Washington 
Building, has been in the Somerville Hos- 
pital for treatment. Donald O’Leary of the 
same firm enlisted in the Navy early in 
August. 

q Continuing its policy of “different” and 
attractive displays, the Jorge Epstein firm, 
412-16 Washington Building, recently used 
a number of full and part-page cutouts 
from this magazine as backgrounds for 
the display of various items of merchan- 
dise. 
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q The Horological Guild of Philadelphia 
has planned to meet September 12th at 
the Central YMCA, 1421 Arch St., to be- 
gin an active season of business and 
pleasure. This will be the regular meeting 
place for the coming season and meetings 
will be held the second Tuesday of each 
month. Most of the other jewelers’ organi- 
zations will resume meetings during Sep- 
tember but had not announced definite 
dates and places at the time this issue went 
to press. 

q Staff members of C. R. Smith & Son, 
Inc., 18th and Market Sts., recently wel- 
comed to the firm a member of the fourth 
generation of the Smith family. Miss 
Alice Jean Byall, who is related to C. R. 
Smith by marriage, became associated with 
the store on July Ist following several 
years of commendable work with the Red 
Cross and the YWCA. 

q Customers entering the newly air con- 
ditioned and redecorated jewelry store of 
John Anthony, 6221 Lancaster Ave., im- 
mediately comment on the attractive show 
cases. Anthony confides they are the same 
old wall cases which he has remodeled by 
padding the backs with blue quilted satin. 
Walls and trim in the store are finished 
in a harmonizing, slightly lighter blue. 
To the new setting has been added a new 
line of merchandise—cameras and photo 
supplies plus photo finishing and enlarg- 
ing services. As a result, daily sales have 
doubled Anthony reports. 


q The former DeCaric Jewelry store at 
703 Snyder Ave., which was purchased by 
Joseph T. Quintieri last September, has 
expanded from a watch repair shop with 
a few jewelry items to a well stocked 
jewelry store. This fall additional lines 
will be added to the well rounded variety 
already being offered. 

q Alfred L. Woodill, executive director of 
the American Gem Society, briefly stopped 
over in Philadelphia before he attended 
the ANRJA convention in New York. AIl- 
though his visit was a short one, he found 
time to meet and talk with many members 
of the Eastern Pennsylvania Guild of the 
AGS. 

q Coronet Jewelers, where favorable com- 
ments are still being received on a recent 
colored gemstone display, promoted hol- 
lowware in the newly introduced “City 
Line Center Day,” a monthly event which 
began last month. Marvin Spiegelman re- 
ported it was a most successful promotion. 
q The installation of an attractive neon 
clock sign at Feldman’s Jewelers, 4461 
Frankford Ave., was not the only improve- 
ment made last month. The store has been 
entirely redecorated, the sales force has 
been increased, and a gift department has 
been added. 

q Anthony Juliano has moved his store 
from 2102 S. Broad St. to larger quarters 
at 2024 W. Cambria St. 

q John J. McCormick, who moved to 4722 
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Baltimore Ave. last spring, will add some 
new lines of merchandise within the next 
month or two. 

¢ Johnson R. Hammond, who recently re. 
turned from a late vacation to his store at 
3209 N. Front St., is still telling some tal] 
stories about the “big fish” that got away, 
q “I have a clock purchased from C, R. 
Smith & Son on September 21, 1838 . 
sold to my grandfather . . . it apparently 
still has the original works. It is a large 
seven-day clock, striking the hour and half 
hour and still keeps good time. I can 
well remember this clock standing on the 
mantelpiece at my grandfather’s home ip 
Devon. Would you like to see it?” S 
wrote a prominent citizen from East 
Orange, N. J., to the staff of the Smith 
store at 18th and Market Sts. recently, 
Several members of the staff are planning 
to see the much discussed timepiece. 


Buffalo Jewelers Plan Outing 


The Jewelers 24 Karat Club of Buffalo 
is making plans for an outing to be held 
in the late summer or early fall at the 
Buffalo Trap & Field Club. 

The newly-formed Buffalo club has been 
expanding rapidly and is pursuing an ac- 
tive program for correction of some ob- 
jectionable practices which have existed in 
the Buffalo trade area. 

Marvin Gingold is president of the group. 
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Robertson New Oneida President 


Miles E. Robertson, for the past 24 years 
manager of Oneida, Ltd., was ap- 
pointed president of that company on Au- 
gust 19. He succeeds Pierrepont B. Noyes 
who resigned as president on August 18, 
the day of his 80th birthday, after serving 
as head of the firm for 40 years. In addi- 
tion to serving as president, Robertson will 
continue as general manager. 


general 


M. E. ROBERTSON 
President 
and Gen. Mgr. 
Oneida, Ltd. 





Oneida’s new president was born in 
Canastota, N. Y. on November 14, 1889 
into a prosperous farming family of Scotch 
and English ancestry who during his early 
childhood had come upon hard times. 
From his twelfth year onward Robertson 
never owed his parents a penny for his sup- 
port as he and his brothers prided them- 
selves on sharing the family’s burden. 

“Dunc” worked his way through Syra- 
cuse University, where he played football 
and captained the track team, and went on 


to study law. When he had finished his 
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law course and was admitted to the bar, 
he found the practice of law not to his 
liking. In 1913 he dropped it to take a job 
with Oneida, Ltd. at a starting salary of $9 
a week. 

People who knew Robertson during his 
first year with Oneida remember him for 
his intensity, his gauntness, and his ability 
to get work done. He was soon marked as 
a man to watch and his progress up 
through the company was both steady and 
rapid. After he was with the firm two 
years he was recognized as one of the best 
salesmen at Oneida. 

During World War I he left Oneida for 
Army service with the Motor Transport 
Corps. Upon his return from the service 
he was made Export Sales Manager, tak- 
ing over the company’s export business 
and, with his wife, made a trip round the 
world to visit all Oneida foreign agencies. 
By 1926, when Col. Noyes signified his 
intention to give up the general manager- 
ship, Robertson had become the unani- 
mous choice to succeed him. 

His ascendency to the presidency of the 
company last month was announced with 
no more surprise to the trade, than his 
appointment as general manager 24 years 
ago. 





Jewelers Vigilance Committee 
Holds Special Meeting Aug. 15 


A special meeting of the Board of Di- 
rectors of the Jewelers Vigilance Com- 
mittee, Inc., was held on Tuesday, August 
15, 1950, at the Waldorf-Astoria Hotel, 
New York. G. H. Niemeyer, Chairman 
presided. 

The Chairman discussed various topics; 
among others, mentioning the situation 
with regard to current supplies of metals 
used in the production of jewelry. He 
asked for the cooperation of jewelers in 
reporting suspicious cases of smuggling. 

Mr. Niemeyer complimented the Tax 
Committee and particularly its chairman, 
Leon J. Engel, for its realistic and well 
balanced approach to the tax problem since 
the Korean incident, and expressed ap- 
preciation for the help rendered by the 
Minute Men in various states. 

P. Irving Grinberg, Executive Vice 
Chairman of the Jewelers Vigilance Com- 
mittee, stated it can be expected that the 
auctioneers’ clause will be salvaged, as it 
has been incorporated in the tax bill to 
be recommended by the Senate Finance 
Committee. 

Aaron Lipper, of Lipper, Shinn & 
Keeley, of Counsel reported on the con- 
tinued volume of work relating to stamp- 
ing and marking complaints. He com- 
mented upon the present attitude of the 
Federal Trade Commission which, in its 
current release, reiterated that it would 
strictly enforce its mandate from Congress 
to protect the public from false and mis- 
leading advertising and marking: 

“There can be no quibbling or hair- 
splitting on the part of a Government 
agency such as this,” he said, “in the 
carrying out of its duties and responsi- 
bilities within its sphere of authority, for 
the protection of fair competition and the 
public interest.” 


PEARL 


RESTRINGING 
For The Trade 


I0¢ 


PER STRAND 


Plus 15¢ For The Insured 
Parcel Post Package 
(which may contain 

one or more jobs) 

EVERY JOB IS CLEANED 
A Fine-Quality Job 

At A Low Cost 
Mail Orders 


Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVE 


D 
ANTIN’'S 
Pearl Restringers 


Dept. K 
114 Baronne St. 
NEW ORLEANS 12, LA. 










7% 
. | 
Oy. 
a 


N 




















Announcing — 


THE GEM MONOSCOPE* 
by 


WOODRUFF 
ACTS AS 
MICROSCOPE 
DICHROSCOPE 
POLARISCOPE 


At a fraction of tlfe cost of any 
other on the market 


WRITE FOR FREE FOLDER 


WASHINGTON SCHOOL 
OF GEMOLOGY 


1018 Vermont Ave., N.W., Washington 5, D.C. 
*PROTECTED BY U. S. PATENT 











255 
















STOP 
SILVER TARNISH 


One simple application of Pro-Tex-Sil 
will protect beautiful silver from tarnish 
for many weeks. 


TEST IT YOURSELF 


and be convinced. Your customers 
need it too. Pro-Tex-Sil will bring 
repeat business intc your store. 


FREE SAMPLE 


on request if you use your letter- 
head. 


—_ —— lll 


WELMAID MANUFACTURING CORP’N 
1737 No. Campbell, Dept. 29 
Chicago 47 


ww woweoweoweowneweowewaewawawaowanse 

















Gold=Silver 
PLATING 


“ASK ABOUT” 


HODANIZE 


TRACE MARK REG. VU. 6 PAT. OFF 


[Silyerwa re 











REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 | 
10 $. Wabash Ave., Chicago 3 CENtral 6089 — 




















Do you know why 


MICROTIME 


WATCH and CLOCK OILS 


Give the Best Lubrication? 
IF NOT... 
Ask Your Jobber Today! 
~~ 


EXCLUSIVELY IMPORTED BY 


THE NEWALL MFG. CO. 
Chicago 2 Iilinois 




















CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
| AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
| 5 So. WABASH AVE., CHICAGO 3, ILL. 














WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
| MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 

















206 





— 


q Ernest Burg, prominent Heyworth Build- 
ing importer, recently returned from an 
extended buying trip in Europe. Mr. Burg 
is enthusiastic about his new lines and re- 
ports that retailers are indicating immediate 
interest. 

q C. D. Peacock, Inc., 103 S. State St., re- 
ported sensational success in promoting the 
sale of watch bands for men. The company 
attributed heavy buying—including orders 
from 16 states—to its recent newspaper ad- 
vertisement featuring six types of feather- 
weight bands in stainless steel, made by 
Don Juan; Cordovan leather, knitted cot- 
ton and nylon. The attractive layout illus- 
trated snap-on and corded strap _ styles 
ranging in price from one dollar to $3.95. 
q Philip J. Kirchberg, owner of the House 
of Kirchberg, 25 E. Washington St., has 
concluded a two-week vacation in Nahma, 
Mich. During his absence, Miss Luna 
Levin, assistant manager, was in charge of 
the Loop store. 

q Federal Jewelers, 12 E. Randolph St., 
has closed shop. The company opened a 
new store last May in the State and Madi- 
son building under the name Federal As- 
sociates. They announced the Randolph 
St. store was closed Sept. 1. The owner, 
Joseph Hirtenstein, traveled south in mid- 
August for a week’s vacation in Excelsior 
Springs, Mo. 

q August was a busy month for J. O. Pol- 
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lack and Co., 31 N. State St. The firm re. 
ported its new catalog was near comple. 
tion and would be ready for distribution 
Sept. 15. Staff members also put their 
creative talent to work in planning their 
exhibit for the National Jewelry Fair, held 
August 27th to 31st at the Stevens Hotel. 
Sheldon Pollack, the president’s son, was 
elected vice-president at a recent meeting, 
The company reported brisk buying for the 
month with identification bracelets espe. 
cially in heavy demand. 

q Ted Lipinski, silverware buyer for C. D. 
Peacock Inc., 103 S. State St., escaped g 
slice of summer heat by vacationing for 
two weeks during August. 

q Joseph A. Reichman, jewelry store 
owner, 29 E. Madison St., is gloating over 
his golfing skill in breaking 100 during a 
recent match. He skirted the greens at the 
Medina Country Club with a sizzling 99, 
The Reichman store is in rooms 1311-12 of 
the Heyworth Building. 

q Jack Goldman of Jack T. Goldman & 
Co., 29 E. Madison St., recently announced 
the completion of his new, fully-illustrated 
20-page catalog of his complete line of 
platinum and 14 karat gold mountings, 
gold watch attachments, and_ platinum 
shrine buttons (set and unset). Mr. Gold- 
man said the catalog will be in the mails 
shortly and is available to retailers upon 
written request. 





Jewelry Displays Draw Crowds 
At International Trade Fair 


Several thousand feet of space was al- 
loted to jewelry and jewelers items during 
the first United States International Trade 
Fair, held August 7th to 20th at the lake- 
front Navy Pier and International Amphi- 
theater. 

Although not new to American trade, 
jewelry items of foreign manufacturers 
attracted consistent buyers’ attention to 
eye-catching exhibit booth displays. 

The exhibit sponsored by the government 
of India had a magnetic quality in draw- 
ing crowds. The display featured the 
handmade Bells of Sarna, and sterling sil- 
ver necklaces, bracelets and _ earrings. 
Bracelets in matched pairs were priced at 
175 rupees (that’s $35 in Yankee talk). 
Ornate handmade jewelry boxes of silver 
and brass, lined with purple velvet, and 
priced at $12 was displayed by Handicraft 
Products, Jaipur, India. 

German manufacturers were credited 
with exhibiting outstanding displays dur- 
ing the Trade Fair. Lacher and Co., 
Pforzheim, Germany, presented a display 
of. wrist watches, and an assortment of 
clocks were displayed by A. Schatz and 
Sons, Triberg-Black Forest, Germany. 

Also attracting much attention were dis- 
plays of German chinaware including 
assymetrical flower vases which show a 
different face from various angles, thus 
avoiding the dullness of straight lines. 

The Nisus Watch Factory, Ltd., Pery, 





Switzerland, was sold out the first day of 
the Trade Fair. The company’s entire 
output for 1950 was sold but orders were 
taken for its 1951 production. The Suter 
Watch Factory, Bienne, Switzerland, dis- 
played a full line of watches and parts. 

Other foreign products shown included 
Le Creuset Wares items, featuring cast 
iron casserole dishes; Kjellander crystal 
glassware and Gabriel Ceramics from 
Sweden; Danish and Peruvian silverware 
items, and Swedish glass products. 

A prominent American firm, Arbor 
Jewelry Co., Providence, R. I., displayed 
hand set pearl necklaces, sterling silver 
bracelets and earrings with opal and gold 
settings. 


Gerwe Brown Company Opens 
Branch Office in Dallas 


During the month of August the Gerwe 
Brown Co., wholesale jewelers of Cincin- 
nati, Ohio, opened a branch office in Dal- 
las, Texas. The firm’s new office is lo- 
cated in rooms 1313-14, in the Praetorian 
Building, which is located at 1603 Main 
St. 

The office is under the management of 
Garvin B. Tuley, who for more than three 
years was a Texas salesman for Swart- 
child and Co. Tuley is a native born 
Texan and has resided in Dallas all of his 
life. 

His efforts will be confined to manage- 
ment of the Dallas office and selling to the 
local trade. 
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FLEX-LET HOLDS SUMMER SALES CONFERENCE 





The annual summer sales conference of 
the Flex-Let Corporation was held recently 


at the Park Sheraton Hotel, New York. 
In attendance were all Flex-Let sales rep- 
resentatives, Jules Hochman, company sales 
manager, and Jack Storti and Joe Vastano, 


company officials. 





Introduced at the conference were the 
company’s intensive fall sales and mer- 
chandising plans for Flex-Let watch bands 
and the new Flex-Let line of Beau Brum- 
mel men’s jewelry. 

New packaging, pricing, display and ad- 
vertising programs were dramatically pre- 
sented. 
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Bruner Says Arms Production 
Causes Rise in Jewelry Sales 


Sales of medium-priced jewelry are 
mounting as a result of the speed-up in 
arms production, according to Marvin 
Bruner, executive vice-president of Bruner- 
Ritter, manufacturers of Bretton bracelets, 
watch bands and other jewelry items. 

“The barometer of local conditions is the 
retail jewelry store,” says Mr. Bruner, 
“and, with the rapid expansion of war in- 
dustries, these outlets report a ‘near-war’ 
boom economy.” 

In keeping with this sales picture, 
Bruner-Ritter introduced an advanced line 
of ladies’ watch bracelets, men’s watch 
bands and children’s jewelry, at the 
ANRJA show and convention held at New 
York’s Waldorf-Astoria, August 14-17. 

Mr. Bruner paid tribute to the vital role 
of local newspaper advertising in retail 
sales. “The home town daily,” he stated, 
“is the strongest ally of the home town 
merchant and the manufacturer with na- 
tional distribution. Other types of advertis- 
ing may create attention or furnish a 
spectacular background, but it is the home- 
town paper that sells the product. We have 
been in business since 1912 and have found 
that to be the constant rule, true in large 
cities and in small ones.” 


But there are dark spots in the picture, 
too, Mr. Bruner pointed out. Certain es- 
sential metals already are in critical short- 
age and are rapidly becoming less avail- 
able. “This situation,” he commented, 
“gives an advantage to the well-established 
companies that constantly maintain reliable 
sources of supply.” 

Telling of the effect of current condi- 
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tions on his own business, Mr. Bruner said, 
“We are geared to conversion for the 
making of war materiel when and if we are 
called. Our tools are ready—and so are 
we.” 

This war conversion has a precedent for 
his company, which, in World War II made 
torpedo parts, 20 and 40-mm. shells, shell 
boosters and other precision products. 

Bruner-Ritter has plants in Bridgeport, 
Providence and Montreal. 


Stone Named Board Chairman 


S. M. Stone, president for 53 years, was 
elected to the new position of chairman 
of the board of Swank, Inc., manufacturers 
of men’s jewelry, leather and other ac- 
cessories, at the company’s annual meeting 


S. M. STONE 


Chairman 
of the Board 
of Swank, Inc. 





held on July 14 in Attleboro, Mass. J. 
Carlton Bagnall, executive vice president, 
was elected president to succeed Stone. 

In 1897, Stone was one of the founders 
of the company which today is Swank, Inc. 
He has been the chief executive officer 
since then. 


CORRECTION 


Through an error in the “New California 
Gift and Jewelry Items” section of the 
August issue, page 266, it was indicated 
that the firm of Dave Schneider, craftsmen 
in emblem rings and buttons, was located 
in Santa Monica, Calif. This is not so. 
The firm is located at 205 E. 
Long Beach, Calif. 
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q A two-page spread in the rotogravure 
section of a recent issue of the Sunday 
Enquirer showed interesting photos of the 
many varieties of clocks, especially cuckoo 
clocks, in the retail store of Esberger 
Brothers, 1133 Vine St. An accompany- 
ing story related that the store was opened 
in 1882 by Charles Esberger, and is now 
operated by his sons, Albert and Hubert. 
During the last war, when the importation 
of cuckoo clocks was stopped, “the store 
no longer was cheery with a multitude of 
mechanical birds chirping the time,” but 
importations are again possible, and “the 
shop has resumed the undercurrent of 
sound to which the brothers are accus- 
tomed.” 

q All officers and directors of the Gruen 
Watch Co. were reelected at annual meet- 
ings on July 21, it was announced by Ben- 
jamin S. Katz, president and treasurer. 
Other officers are George J. Gruen, chair- 
man of the board; Simon C. Gershey of 
New York and Henri Thiebaud of Bienne, 
Switzerland, vice-presidents; George T. 
Gruen, secretary; Alfred T. Reis, comp- 
troller, and Thomas F. Jeary, auditor. 

q George W. Brown of the Gerwe Brown 
Co., wholesalers in the Temple Bar Build- 
ing, and William Owens, company sales- 
man in that territory, attended the At- 
lanta show. Mr. Brown and company 
salesmen Emmett Fitzpatrick and Charles 
McCarthy .were to attend the Columbus 
show; while Maurice C. Gerwe and com- 
pany salesmen Julius Courtois and Joseph 
Ackley were to visit the Dallas show. 

q Thomas N. Armstrong of Columbus, 
Ohio, has been added to the sales staff 
of the B. David Co., manufacturers at 1403 
Central Parkway, to cover Ohio and Penn- 
sylvania territory. Ernest Carder, company 
salesman in southern territory, has moved 
his family from Indianapolis to Nashville. 
q The local trade was interested in a 
photograph in a recent issue of the Times- 
Star showing the famous local Wasser- 
manns amateur baseball team of a quarter- 
century ago. One of the team members 
was Boris Litwin of Litwin and Sons, Inc., 
114 West Sixth St. 

q While on a recent Eastern visit, Mrs. 
Herbert Krombholz, wife of a retailer in 
suburban Silverton, Ohio, made a_ tour 
through the plant of the Hamilton Watch 
Co. in Lancaster, Pa. She was accom- 
panied by her son, Herbert, Jr., who re- 
cently has become associated with his 
father’s business. 

¢ George Warren, manager of the diamond 
department for the George H. Newstedt 
Co., retailers at 100 West Fourth St., com- 
peted in the national bridge tournament 
held recently in Columbus, Ohio. Edward 
Spitznagel, store manager, attended the 
New York show. 

q Maurice C. Gerwe of the Gerwe Brown 
Co. attended the recent funeral of Gabriel 
Marshall in San Antonio, Texas. Mr. 
Marshall was formerly a salesman for the 
company in the Texas territory, and more 
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recently represented the B. M. Hammond 
Co., San Antonio wholesalers. 

q Henry Niemann, retailer in suburban 
College Hill, has moved his store to 59] 
Hamilton Ave. The new store, which wil] 
be known as Niemann Jewelers, is equip- 
ped with the latest fixtures for the display 
of the enlarged stock. 

q A. M. Winters, watchmaker for severa] 
years for Stanley Swinford, retailer jy 
suburban Covington, Ky., has resigned to 
live in San Antonio, Texas. The move was 
necessary because of Mrs. Winters’ health. 
q Andy Huff, salesman for the Sunbeam 
Corp., called on the local trade recently 
and introduced a new company salesman, 
William H. Towle. 

¢ Recently on the sick list were Elwood 
Black, salesman for E. Wagner and Son, 
retailers at 932 E. McMillan St., and 
Chris Schulz, head of the shipping de. 
partment for the Gerwe Brown Co. 

q Ralph (Pat) Patterson, salesman in the 
southern territory for the Gruen Watch 
Co., has moved his family from this city 
to Nashville, Tenn. 

q Among recent vacationers have been Gil- 
bert Faigle of Joseph Faigle and Sons, 
2219 Quebec Ave.; Robert Mecklenborg of 
Mecklenborg and Gerhardt, 811 Race St.: 
Gordon B. Miller, Gordon B. Miller and 
Co., 809 Walnut St.; Howard Rosfelder, 
Rosfelder Bros. & Co., 413 Race St.; Al- 
bert Huber and Herman Busse, Schira 
Bros., 530 Walnut St., and Victor Youkilis, 
Victor Corp., Enquirer Building. 

q Also, Maynard P. Jockers, M. & R. Jock- 
ers Co., 606 Vine St.; Herman Rauch, C. 
& H. Rauch, Inc., 530 Walnut St.; John 
Schwab, A. G. Schwab & Sons, Inc., 229 E. 
Sixth St.; J. Larry Crouch, Wallenstein- 
Mayer Co., 31 E. Fourth St.; Theodore 
Gangl, diamond setter, Union Trust Build- 
ing; Robert Herbers, the Gerwe Brown 
Co., Temple Bar Building; John Gerwe of 
the same firm, and Thomas Reed Botts, lo- 
cal representative, Flex-Let Corporation. 

q Among vacationing retailers have been 
Virginia Albright, Louis F. E. Hummel, 
Inc., Fourth and Vine Sts.; Walter Stenger 
and Mark Herschede, the Frank Herschede 
Co., 8 West Fourth St.; Richard T. Well- 


ing of suburban Lockland, Ohio; Carl 
Wagner of E. Wagner and Son; Carl 
Leser, 4144 Hamilton Ave.; Donald C. 


Moore, 435 Main St.; Adolph Wiebell, 
1739 Vine St.; Hubert Esberger, 1133 Vine 
St.; Michael Habig of Beck and Dolf, 2851 
Colerain Ave.; George Krabs, watchmaker 
for Robert W. Braun, 16 W. Liberty St., 
and George Swinford, Covington, Ky. 

q His friends in the trade here regretted 
to learn of the recent death of Louis Mohl- 
man, a retired retailer of Logansport, Ind. 
q William Kappes, watchmaker in the Car- 
roll Seghers retail store in Coral Gables, 
Fla., visited friends here. 

4 J. B. Goodman of the I. B. Goodman 
Manufacturing Co., 205 West Fourth St. 
attended the New York show. 

q Ken Matsumoto, jewelry display manu- 
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facturer of 1109 Main St., was recently in 
Pittsburgh, Pa., and Washington, D. C., on 
business. . 

q Joan Richardson, niece and secretary of 
John Schira of Schira Brothers, manufac- 
turers at 530 Walnut St., was married on 
July 10 to Robert Bluhm. . 

4 Ed Karg, who has been with the Gerwe 
Brown Co. for a number of years in vari- 
ous capacities, has been appointed diamond 
salesman for the firm. Ruth Feldhues of 
the Gerwe Brown diamond department, has 
announced her engagement to Jut Lei- 


spring. 


——-——___—_———_ 


Manufacturers and Wholesalers 
Work Overtime to Fill Orders 


With the certainty that there will be no 
reduction in the federal excise tax on 
jewelry, retail buyers apparently have rec- 
onciled themselves to the situation, with 
the result that buying orders from retail 
jewelers are now being received by local 
wholesalers and manufacturers in such 
volume as to require overtime work in 
many of the offices and plants to fill these 
orders. 

As a further contribution to this situa- 
tion, many retaileis had allowed their 
stocks to become somewhat depleted in 
anticipation of new reduced pricings, and 
with the buying public now coming back 
into the jewelry market in such substantial 
numbers, retailers have been. required to 
re-stock quickly. | 

Furthermore, it is generally anticipated 
here that the coming Christmas business 
will rank among the best in many years. 
This prediction is based on the fact that 
full-time and overtime employment gen- 
erated by the war effort, and at the highest 
wages in history, will provide many thou- 
sands of prospective purchasers with ample 
cash with which to make jewelry purchases 
for holiday giving. 

After so many months of business reces- 
sion, local wholesalers and manufacturers 
are now enjoying a volume of business that 





was altogether unanticipated only a few 
weeks ago, and the prospects are bright 
that this volume will continue on an up- 
ward curve throughout the remainder of 
this year. 

Just what may happen to the jewelry 
business should this country become en- 
gaged in an all-out war effort is something 
that local industry leaders are not dis- 
cussing. For the present, they are too busy 
filling their backlogs of orders. 


Says Ballpoints Account For 
14% of Pen and Pencil Sales 


Sales of ballpoint pens, which five years 
ago threatened to revolutionize the writing- 
instrument business, have become _ sta- 
bilized and now account for approximately 
14 per cent of the total dollar volume of 
mechanical pen and pencil sales, R. H. 
Whidden, general sales manager of the 
W. A. Sheaffer Pen Co., said recently. 

Whidden estimated that the fountain 
pen’s share of the total sales in this field 
approximates 66 per cent, with mechani- 
cal pencils accounting for the remaining 
20 per cent. 

The Sheaffer man said today’s ball- 
points in the quality brackets are made to 
conform to higher precision standards and 
are “far superior’ to even those fabu- 
lously expensive ones which introduced 
the fad to this country in 1945. “Even 
so,” he added, “ballpoints have a place 
of their own, separate from pens, and no 
longer constitute any substantial threat 
to the fountain pen business.” 


Singer to Open New Store 


Miles M. Singer has announced that he 
will open a new jewelry store at Phoenix, 
Ariz., in a building at 138 West Washing- 
ton St., now being remodeled. It will be 
known as the Gem Jewelry Co. Interior 
decorations will include recessed lighting, 
light-colored wood showcases, tile floor cov- 
ering, and special wallpapers. 
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“‘Nature’s Fingerprints” 


LOWERS & LEAVES 


Exactly Reproduced in 
Sterling and Solid Gold 
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CERECAST MFG. CO. 


3615 Kossuth St. Louis 7, Mo. 
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ADVERTISING THEY KNOW 
AGENCY ? ADVERTISING 


Gruen Sales representatives recently honored for their outstanding 1949 sales records by 
Benjamin S. Katz, president of The Gruen Watch Co. are: (left to right, back row) Sidney 
Pearce, Henry Freed, Robert Deprez, Harry Carson, Mike Roman; (front row) Jules Reich- 
gott, Katz, Casey Steele. Others also winning cash awards, but not pictured, are Harry 
Schwettman, J. Solon Maguire, Jack Cambron and Phil Wengrow. 





THE SDWIN PREED ADVERTISING AGENC 
S AT 1233-6th AVE. AT 49th ST., HM. ¥. C. 
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THE SOUTH 











q Retail jewelry store sales in Texas plete floors for the display of more than 

showed a gain of one per cent in June 100 nationally advertised jewelry and eift 

over the figures for June 1949, according items, 

to the Bureau of Business Research of ¢ A new jewelry store has been opened in 

the University of Texas. Georgetown, Ky., by Edward Greenup and | 

4 The name of the Cranford Jewelry Co., Owen Cravens, who are associated as part. 

owned and operated by Dr. J. H. Cran- ners. The firm will carry lines of na. 

It s the Merchandise ford at 220 Losoya St., San Antonio, Texas, tionally advertised goods. 

has been changed to the Jewelers’ Supply q Plans for the opening of a new jewelry 
YOU DONT BUY Co. The firm has also changed from a store in the Hotel Berkeley, Martinsburg, 

retail to a wholesale jewelry establishment. W. Va., were announced by Mr. and Mrs. 


that COSTS THE MOST! q An enlargement and remodeling pro- H. - Smith of Baltimore. 


gram has been launched at the Zale q Diamond Jewelry Co., which operates 
several stores in Georgia, has opened a 


Jewelry Co. store on 400 E. Houston St., 
Buy the ENGEL LINE San Antonio, Texas. The enlargement jewelry store on Wall St., Cartersville, Ga. 
and gain program will take in space at 402 E. Harold White, of Atlanta, has been named 
| Houston, adjoining the present quarters. manager. 

SALES and CUSTOMERS! It will expand the firm’s Houston St. front- q The State Corporation Commission of 
| Always Ask age from 18 to 38 feet and will more than Virginia has issued a charter to C. F, 
ENGEL double its floor space. The completed Lauterbach’s Sons, of Petersburg, to en- 

structure will have a ground floor, mez- gage in the jewelry business. 

First! zanine, and basement. Mel Berns is man- _ 


ager of the San Antonio branch. 


q Gordon’s Jewelry Co. of Port Arthur 


(Texas) was incorporated recently with 


Southern Jewelry Show 
Draws Large Buyer Attendance 

















$100,000 capital stock by M. M. Gordon, The Korean war situation has caused a 
Harry B. Gordon and Aron S. Gordon. heavy dealer demand for watches and dia- 
BALTIMORE I, MD. q The new home of the Ferrell Jewelry monds. 
Co., 228 Main St., Jacksonville, Fla., will This was revealed July 26 by exhibitors 
be formally opened to the public on Wed- “4 “a ese tin ame — 
nesday, September 6th, according to an y the Southern Jewelry Travelers Associa- 
KOHNER Presents a] great, psc by W. G. Ferrell. presi- tion, which was held at the Biltmore Hotel 
new pattern j in dent and founder of the jewelry firm bear- in Atlanta, Ga. 

ing his name. Mr. Ferrell said the new Demand for other jewelry articles is 
T U D 0 R ie L A T : location of his firm will be completely air- large but not unusual, the exhibitors said, 
conditioned and will be one of the largest and they affirmed that prices for all articles 
and most modern jewelry and gift stores which were on display did not yet reflect 

in the South, affording the firm two com- the war situation. 


The show, which was the first of its 
kind to be held in Atlanta, will serve jewel- 
ers of the ten Southeastern States and will 
PARISIAN DESIGN be held in Atlanta twice a year. The next 
showing is scheduled for February. 

There were 75 exhibitors at the first 
show and they inciuded representatives of 
the prominent watch manufacturers and 
dealers in diamonds, leather goods, china- 
ware, glassware, lamps, etc. 

The showing started July 23 and con- 
tinued through July 27 with 1,500 buyers 
in attendance. 

Officers of the Southern Jewelry Travel- 
ers Association are: Saul Hanson, Atlanta, 
president; Larry Kinard, Atlanta, vice pres- 
ident; and Charles Fram, Atlanta, secre- 
tary-treasurer. 

Directors are Murray Shure, Fred E. 
Board, and Berne C. Murrah, all of At f 
lanta; and Charles Mednikow, Memphis, 
Huge rhinestone scrolls are used to en- Tenn. 
circle strands of pearls in La Tausca's Fall a ee 
and Winter collection. The rhinestone eoneiene 
scroll design on this three strand simulated 


pearl necklace can be moved freely back ALBERT S. SMYTH CO. 


and forth over the pearls. The earrings, 
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$53.45 value to retail for 


ONLY *39,95 


Saves Your Customers *13.50 


With every 54-Piece Service for 
8 your customers get lovely But- | 
ter Dish, value $6.50 and anti- 








tarnish chest, value $7.00. Set uid wa 
consists of 16 Teaspoons, 8 Soup 
Spoons, 8 Knives, 8 Forks, rf 
Salad Forks, 2 Serving Spoons, 1 
Butter Knife, I Sugar 
Spoon, | Cold Meat Fork, 
1 Pierced Dessert Server. 
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large and mobile with shimmering centers, WHOLESALE 
are designed in the same motif as the neck- DIAMONDS - WATCHES 
é WABI», lace. This jewelry was shown by Pierre eo JEWELRY e 





Balmain, who designed the new La Tausca 
collection, at his Paris opening July 28th. 5 HOPKINS PLAGE, BALTIMORE, MD. 


21 W. BALTIMORE ST. BALTIMORE 1, MARYLAND 
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West Coast 


4C. E. Van Atter, owner of Van Atter’s 
Jewelry store at 328 W. Las Tunas Ave., 
San Gabriel, Calif., has been elected city 
councilman for that city. Mr. Van Atter 
‘s a graduate of the Chicago School of 
Watchmaking and has been active in his 
own business for six years. 

4 The Rock Crystal Co., manufacturers 
of watch crystals, have moved into larger 
and more centrally located offices at 520 
FE. Street, Watts Building, San Diego, 
Calif. Their former address was 432 F. 
Street, same city. 

4 George King, who for the past 5 years 
has been connected with Harwin Jewelry 
Co. of San Jose, Calif., as a watchmaker 
and salesman, has opened his own jewelry 
shop at 518 H. St., Modesto. The firm will 
be known as King Jewelers. 

4 Louis Arbetter has purchased Allen 
Jewelers in Torrance, Calif., and will con- 
tinue the business under that name. Mr. 
Arbetter has been connected with Silver- 
man’s Jewelry Store of Los Angeles for 
the past 15 years. 

4 Vanek Jewelers, Reseda’s newest jewelry 
store, located at 18519 Sherman Way, is 
operated by Jerry Vanek, watchmaker with 
Dodds Jewelers of Burbank, Calif., for the 
past 7 years. 


4 J. Vincent the 


Backlund has_ bought 





jewelry store formerly owned by C. L. 
Poynter at 310 13th St., Richmond, Calif. 
The store has been remodeled throughout. 
q Wilshire Jewelers located in the heart 
of Los Angeles’ Miracle Mile at 5227 Wil- 
shire Blvd., has been purchased by the 
Shonholtz Brothers who operate jewelry 
stores on E. First St. and Brooklyn Ave. 
in Los Angeles. 

q A new service is being offered custom- 
ers by The Broadway Jewelry Mfg. Co., 
215 W. Sth St., Los Angeles. Mr. Wald- 
man, owner of the firm, is manufacturing 
diamond dials utilizing the owner’s own 
dial. They are believed to be the first com- 


pany on the West Coast doing this par- 
ticular type of work. 
q Perc Snyder, former owner of Perc 


Jewelers in Anaheim, has purchased the 
long established jewelry firm of Fred 


| 


Rasmussen at 176 N. 8th St., Colton, Calif., | 


and will operate the store under the name, 
Hub Jewelers. Mr. Snyder has remodeled 
the store and re-opened with a _ formal 
grand opening. 

@ Charles H. Warren, active for many 
years in work for the trade in the Bay 


| 


Area, has purchased the jewelry store of | 


W. C. Coxeter & Sons, at 436 B St., San 
Diego and will operate it under the name 
of Warren Jewelers. 





Jeweler Reaps Local Publicity . 
By Displaying Famous Gemstone 


Much publicity has recently attended the 
report that the “Star of Ceylon,” the 153 
carat blue star sapphire, was for sale. 
However, according to Jacque Schwartz, 
Los Angeles jeweler and owner of the 
fabulous gem, the enormous star sapphire 
will remain forever in his possession. 


The huge stone, which has a history as 
legendary and colorful as that of any other 
gem in the world, was first discovered in 
1923 near the city of Ratnapura, Ceylon. 
When it was found in the mine, it weighed 
more than 1500 carats, but the gem cutter 
who first chiseled the stone broke it, so 
that more than half of it became unusable. 


“It is a tribute to the ‘good luck’ legend 
of the stone,” said Schwartz, “that the 
careless gem-cutter was not decapitated 
on the spot by the angered Maharajah of 
Nepal, who had paid the sum of 100,000 
rupees (about $35,000) for it.” 


Instead the ruler ordered the gem-cut- 


No one, however, could afford the price 
asked for the stone, until an American in- 
spected the jewel, verified that it was in- 
deed the legendary “Star of Ceylon,” lost 
for these many years, and bought the gem. 

At this time Schwartz heard of the dis- 
covery of the stone and sent an emissary 
to obtain it for him. 

The famous stone is now in Los Angeles, 
on display at Jacque’s Treasures, located 
in the Ambassador Hotel, and is attracting 
throngs of jewel fanciers and female pros- 
pectors who crowd the display window to 
get a glimpse of the fabulous gem. 


| 
| 


| 


i 
| 


| 


| 
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ter to go ahead with his work. When 
finished, the gem weighed 243 carats, but 
the Maharajah was dissatisfied with the 
shape of the gem. It was recut and this 
time when finished, weighed its present 
153 carats. 

After passing from owner to owner in 
India, the gem for a time disappeared, 
after it had been stolen by caravan bandits. 


Imagine being able tooffer a customer 
a quality 14 karat gold ring with gold 
letters that slip in easily and inter- 
changeably, yet locked securely, to 
form a message and a name. No de- 
lay, a ring personalized and sold on 
the spot. Ideal for clubs or groups 
such as Masonic and Elk. 


letters 


Complete Set of Alphabet or Single 
Letters Available At Any Time. 


@ In stock, ring sizes 5-7’ ladies 


| and 742-12 men 
Bobbe Cook, lovely TV actress, is shown 


7 ; e david wapner jewelry 
wearing the "Star of Ceylon," famous 153 | 
carat blue star sapphire. | 424-$0. BROADWAY, LOS ANGELES 13, CAL. 
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Then one day the jewel bazaars were 
Swept with a breath-taking rumor. A 
lavishly dressed merchant whose clothes 
glittered with diamonds, rubies, and other 
precious gems, was displaying an enormous 
star sapphire at the jewel mart. 
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JEWELRY AUCTIONEERS 


SINCE 1918 


Liquidating? Need cash immedi- 
ately? Surplus stock on hand? 
Then let us make it another 
AUCTION for you or we will buy 
your store. 

We operate anywhere in the 
U. S. Call or wire collect. 


HARRY BRENT AND ASSOCIATES 


7516 Melrose Ave. Los Angeles 46, Calif. 














CATALOG 


a OF CHARMS 


World’s biggest selection of 14K Gold and 
Sterling Silver Charms classified and beauti- 
fully illustrated for easy selling. Keystone 
Prices. Write now to David Gordon, Manu- 
facturing Jewelers, 448 S. Hill St., Los An- 
geles 13, Calif. 
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Importers and Cutters 


LARGEST IN THE WEST 
448 South Hill St., Los Angeles 13, Calif. 

















California Watchmakers 
To Hold One-Day Congress 


A one-day Congress of California watch- 
makers will be held in Los Angeles on 
Sunday, September 17th at the Embassy 
hotel. Over 600 are expected to take part 
in the event that is being held primarily 
for the purpose of securing 1951 passage 
of licensing legislation. 

The drive is being sparked by the Horo- 
logical Association of California, sponsors 
of the Congress. General committee is 
headed by Charles Terry of Starke Jewel- 
ers in Van Nuys, who states the associa- 
tion does not intend to dominate the Con- 
gress. Both the independent watchmaker 
who has no official connections, and or- 
ganized groups throughout the state which 
are not affiliated with the association are 
urged to attend. An equal voice and vote 
is assured every registrant. 

Registration fee has been set at two 
dollars to cover Congress expenses with 
any surplus going into a fund in the drive 
for legislation. Registration will start at 
8 A.M., but to speed the process and to 
help determine space needs, advance regis- 
trations should be sent to Charles Snow, 
1639 E. Anaheim St., Long Beach, Calif., 
who will also secure any desired hotel 
reservations. 

Serving with Terry on the committee will 
be Norman Luth of Tower Jewelry, Comp- 
ton; Morris Wolf, Wolf’s Jewelers, Long 
Beach; Glen Meyer, Meyer’s Jewelry, Van 

















BEAUTIFUL GREEN JADE FROM THE ARCTIC CIRCLE 


Nephrite 
Most Unusual Effects in 14K Jewelry 


Entirely New Ideas in the Use of 
This Translucent, Soft Green Jade 


EXCEPTIONAL SALES APPEAL 


Pieces Above Set with ~~ 
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Write for Memorandum Selection 


SLAUDT-CANNON AGENCY CO., Distributor 


315 W. 5th Street, Los Angeles 13, California 
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Nuys; L. F. Wells, Roycroft Jewelry Co, 
Inglewood; Joe Houston, Houston Jewel. 
ers, Sherman Oaks, and S. W. Gurney of 
Los Angeles. 


Entertainment events are being planned 
for the wives. Of interest is the timing 
of the event which coincides with the 
Western Jewelry Show, September 17-20, 
at the Biltmore Hotel in Los Angeles, 





Detailed Merchandising Program 
Planned for Western Show 


Schedules and detailed plans for the 
Western Jewelry & Silverware Show, in. 
cluding China and Glass, sponsored by 
the Los Angeles Trade Fair, Inc., were 
drawn up at the kick-off meeting of the 
show committee. Dates for the show are 
set for September 17-20 and headquarters 
will be set up at the Biltmore Hotel, Los 
Angeles. 

Edward E. Hine, committee chairman 
and buyer of silverware and watches for 
the Broadway Department Stores, an- 
nounced the following plans. 

Show hours will be 9 A.M. to 9 P.M, 
Sunday; 10 A.M. to 10 P.M. Monday and 
Tuesday; and 10 A.M. to 5 P.M. on 
Wednesday. Arrangements have been made 
to stage a buyers’ clinic during the show. 
Also featured will be a _ merchandising 
program to include store promotion, ad- 
vertising techniques, and tips on jewelry 
market trends and retail problems such 
as lighting, display, and salesmanship. 

Attending this kick-off meeting were 
the following committee members: Mr, 
Hine, chairman; Frank Stirling (E. W. 
Reynolds Co.), co-chairman; Walter Dorrer 
(Higbee & Dorrer), co-chairman; Helen C. 
Kane (Matilda Bergman Buying Office) ; 
Bee McConnell (Cavendish Trading) ; 
Ulrich Paige (Handelman Retail Service) ; 
Ruth L. Ponoroff (Arkin Buying) ; Robert 
W. Birch (The Broadway); Richard H. 
Bird (Chicago J. W. Robinson Co.); 
Adeline E. Holman (The May Co.); S. F. 
Irmas (Slavick’s): Mildred Miner (The 
May Co.); Robert Greenberg (Greenberg 
& Behm); Jack Martin (Martin’s); Jack 
Spiro (A. Cohen & Sons); S. C. Wade 
(Saxton, Inc.); M. Zimmerman (Sheffield 
Silver). 





Former Hamilton District Mgr. 
Honored by Friends at Dinner 


Burr W. Freer, who retired January 1, 
1948 as district sales manager for the 
Hamilton Watch Co. in the Pacific Coast 
territory, was honored at a dinner July 
13th in the St. Francis Hotel, San Fran- 
cisco. 


Mr. Freer was confined to his hotel by 
illness and unable to attend the dinner but, 
in his room he was presented a sterling 
silver luncheon tray engraved with the sig- 
natures of the 31 members of the jewelry 
industry, who met to honor him. 


One of the “old timers” in the industry, 
Mr. Freer traveled the Pacific Coast terri- 
tory for 52 years. After his retirement, he 
continued with Hamilton in the capacity 
of consultant. He was succeeded as dis- 
trict sales manager by Charles S. Gause. 
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The dinner was arranged by Gene A. 
Siekert, manager of E. W. Reynolds & 
Company’s San Francisco office, as his own 
personal tribute to Mr. Freer. Other “old 
friends” of Mr. F reer—wholesalers, their 
representatives and retailers—were invited 
to join Siekert in honoring Mr. Freer and 
say “au revoir” since he plans to leave the 
Bay Area to live with his daughter in 


Cleveland, Ohio. 


Controls Studied 
(From page 229) 


a place in our wartime economy. The 
lists were being revised at press time and 
the revisions will set up rigid standards 
for occupational deferments for draftees as 
well as reservists. 

A sidelight on credit policies is the fact 
that men and women called to military 
service can still have their installment pay- 
ments suspended while they are in uni- 
form. Mail addressed to congressmen from 
those about to enter military service shows 
great concern over who'll pay the install- 
ment and mortgage payments and the in- 
surance premiums while the boys are in 
service. 

The answer is simple: Congress sus- 
pended such payments for those in ser- 
vice back in 1940 and the exemption is 
still on the books. It’s all in the Soldiers’ 
and Sailors’ Relief Act of 1940. While 
many other war-time inducements to ser- 
ice personnel expired at the close of 
World War II, this one continued in effect. 

Specifically, the law says that members 
of the Army, Navy, Air Force and Marine 
Corps are exempt from financial obliga- 
tions legally incurred as long as they re- 
main in service. The law does not by any 
means cancel any such obligations. It only 
suspends them during the period of milli- 
tary duty. 

The Commerce Dept. plans an educa- 
‘tional campaign striking at accumulation 
of excessive inventories and consumer 
hoarding. Much reliance is also being 
placed on industry advisory committees, 
and the jewelry trade can be sure that 
before any controls are imposed’ they will 
be discussed with representatives of the 
trade. 


As for direct controls, inventory curbs 
will be among the first order of business, 
but applying to manufacturing industry 
only and on selected critical materials 
only. Inventory limitations on  whole- 
salers and retailers will come much later, 
if at all. Controls will follow World War 
II pattern. 


Priorities and allocations, on a volun- 
tary basis, will be applied first but only to 
materials necessary for military and mili- 
tary supporting activities. The pattern 
will be similar to that followed under the 
1948 voluntary allocations system. Ad- 
visory committees will have a major role. 
Mandatory allocations and priorities may 
be necessary for a few key commodities 
where the sources of supply are limited. 
Voluntary controls, however, are expected 
to work for major commodities such as 
steel, copper, and aluminum. Price, wage, 
and strict controls on manpower are not 
an early prospect. 


Taxwise, higher personal and_ business 
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income taxes are a sure thing. Excise tax 
cuts are a thing of the past. In fact, a 
broadening of the excise tax base is a 
good possibility. The Senate Finance Com- 
mittee has already ordered a staff study 
on the feasibility of a federal retail sales 
tax. Congress is likely to retain one fea- 
ture of the original tax-cutting bill. This 
calls for a new tax of 10 per cent on 
jewelry and antique clocks sold at auction 
in residences in cases where the amount 


exceeded $100. 


Gifford 
Appointed 
at Swank 


CHESTER G. 
GIFFORD 


Vice President 





The appointment of Chester G. Gifford 
as a vice president of Swank, Inc., manu- 
facturers of men’s jewelry, leather and 
other accessories, has been announced by 
J. Carlton Bagnall, president of the com- 
pany. 

Gifford, general sales manager, came to 
Swank two years ago from Schick, Ine.. 
where he had been Eastern sales manager. 
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A sure-fire sales winner. 
Swiss movement. Exquis- 
ite, deep hand-carved case 
of dark walnut. Cuckoo 
bird opens door announc- 
ing the hour and half hour 
accompanied by chimes. 
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Black Forest movement in 
beautiful, hand - carved, 
dark walnut case. Calls 
the quarter hour. Ideal as 


account opener. 2 
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Manufacturers Meet 
(From page 229) 


expected to be passed by the Senate) un- 
der Title V par. ii is the following: ‘In the 
formation of any business advisory com- 
mittees under this Act, consideration shall 
be given to providing fair representation 
for small, medium and large business en- 
terprises, for different geographical areas, 
for trade association members and _ non- 
members, and for different segments of the 
industry.’ 

“On August 8th, H. B. McCoy, Director, 
Office of Industry and Commerce, U. S. 
Dept. of Commerce, at a meeting sponsored 
by the U. S. Chamber of Commerce, out- 
lined plans which would probably be put 
into operation on the passage of pending 
legislation in the Senate granting the Presi- 
dent standby authority for controls. He 
said: “The Department expects to consult 
continuously and in great detail with the 
advisory committees now established and 
with additional committees being set up 
for specific commodity lines. Trade asso- 
ciations are to be relied upon primarily to 
recommend panels of men for possible se- 
lection to serve on these advisory com- 
mittees.’ 


“Past experience of Government men as 
well as Trade representatives found that 
confusion easily results when several dif- 
ferent groups from any industry ‘go to 
Washington.’ 


SUGGEST OVERALL COMMITTEE 


“Since our industry is considered as an 
entity by Washington, it would seem advis- 
able to have one overall committee to rep- 
resent the industry when dealing with prob- 
lems which affect us all. That does not 
preclude, and it would be most advisable, 
to have sub-committees of the different seg- 
ments of the industry who could deal with 
special problems affecting their particular 
interest. For example, I have in mind the 
question of materials. Again, for example, 
a question of price control should be han- 
dled by the overall committee. 


“Certainly, the work which has been 
done by the New England Manufacturing 
Jewelers’ and Silversmiths’ Association, 
particularly along the lines of procurement, 
is most helpful. The work to be done by 
an overall committee need not be in con- 
flict with this effort; on the other hand it 
would speak for the industry on problems 
which affect the whole industry. Such a 
Trade committee while preserving the right 
of individuals or groups will make what- 
ever plans are necessary to protect and be 
helpful to the Industry as a whole in any 
crisis.” 

A general discussion followed Mr. Nie- 
meyer’s suggestion for the formation of an 
overall industry committee, which resulted 
in the unanimous adoption of the follow- 
ing motions: 

That a committee be formed of repre- 
sentatives of the various trade organiza- 
tions, manufacturers who are unafhliated 
and those not represented here, to formu- 
late a program for an overall committee. 


That the Chairman appoint a committee 
of three to activate the motion just passed. 





G. Fine Re-elected Presiden? 
Of International Diamond Assn. 


George Fine, of Max Fine & Sons. Inc., 
was unanimously re-elected president of 
the International Diamond Manufacturer, 
Association at the annual meeting of the 
in Antwerp, 


organization held recently 


Belgium. 


GEORGE 
FINE 





Although the Constitution calls for a 
change of presidency each year, and Hol. 
land was scheduled to have one of its rep- 
resentatives elected as president, it ap- 
pears that the various diamond centers 
throughout the world consider it most de- 
sirable to continue American leadership 
of the International Association, in view 
of present world conditions. 

Mr. Fine is also president of the Dia- 
mond Manufacturers & Importers Associa- 
tion of America, which is the national 
trade association of diamond manufactur. 
ers and importers. 

Louis Frankel was appointed General 
Counsel of the International Diamond 
Manufacturers Association. This office was 
established for the first time in the his- 
tory of the international organization. 


—_——-— —————. 


Founder of McGraw Electric 
Marks 50th Year as President 


Max McGraw, founder of the McGraw 
Electric Co., celebrated his 50th year as 
president of the firm on August Ist. He 
founded the company in the summer of 
1900 in Sioux City, Iowa, with $500 he had 


MAX McGRAW 
Rounds Out 
Half Century 

as McGraw Electric 
President 





saved from a newspaper route. Today the 
organization has assets of approximately 
$35,000,000 and its annual net sales total 
$70,000,000. 

The McGraw Electric Co. has six divi- 
sions serving various electrical fields. Promi- 
nent among these is the Toastmaster Prod- 
ucts Division, Elgin, IIl., successor to 
Waters-Genter Co., Minneapolis, makers of 
the first automatic toaster. 
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Coming Events 














September 


9.4—Florida State Watchmakers Asso- 
ciation, Fifth Annual Convention, Orange 
Court Hotel, Orlando, Fla. 

3.7—Detroit Gift Show, Hotels Statler 
and Book Cadillac, Detroit, Mich. 

3.8—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

3.8—Dallas Gift Show, Hotel 
Dallas, Texas. 

3.8—Dallas Lamp, Gift & Housewares 
Show, Agricultural & Poultry Bldgs., State 
Fair Grounds, Dallas, Texas. 

3.8-Parker House Gift Show, Parker 
House, Boston, Mass. 

4-8—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

10-14—Cleveland Gift & Art Show, Hotel 
Statler. Cleveland, Ohio. 

17—Missouri Retail Jewelers Associa- 
tion, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

17-18—Iowa Retail Jewelers Association, 
Annual Convention, Fort Des Moines Ho- 
tel, Des Moines, Iowa. 

17-18—West Virginia Retail 
Association, Annual Convention, 
cellor Hotel, Parkersburg, W. Va. 

17-20—Denver Gift & Jewelry Show, Al- 
bany Hotel, Denver, Colo. 

17-20—Western Jewelry Show, Biltmore 
Hotel, Los Angeles, Calif. 

17-21—Tri-State Gift & Artwares Show, 
Netherlands Plaza, Cincinnati, Ohio. 


Baker, 


Jewelers 


Chan- 















































18-21—Toronto Gift Show, The King 
Edward Hotel, Toronto, Canada. 
24—Horological Association of Iowa, 


Annual Convention, Fort Des Moines Ho- 
tel, Des Moines. 

24-25—lowa Retail Jewelers Association, 
Annual Convention, Fort Des Moines 
Hotel, Des Moines, Iowa. 

24-25—American National Watchmakers 
Association, Annual Convention, Hotel 
Pfister, Milwaukee, Wis. 

24-26—Ohio Retail Jewelers Association, 
Annual Convention and Jewelry Show, 
Deshler-Wallick Hotel, Columbus. 

24-26—F lorida China, Glass & Gift Show, 
San Juan Hotel, Orlando, Fla. 

24-28—Northwest Gift & Art & House- 
wares Show, Dyckman & Raddison Hotels, 
Minneapolis, Minn. 

25—Pennsylvania Retail Jewelers Asso- 
ciation, Annual Convention, Penn-Harris 
Hotel, Harrisburg, Pa. 

27-28—Maine Retail Jewelers Associa- 
tion, Annual Convention, Hotel Samoset, 


Rockland, Maine. 
October 


1-3—Horological Institute of America 
and Canadian Jewelers’ Institute, Annual 
Joint Meeting, Dearborn Inn, Dearborn, 
Mich. 

2-5—Montreal Gift Show, The Mount 
Royal Hotel, Montreal, Canada. 

8-12—Philadelphia Gift Show, Hotel Ben- 
jamin Franklin, Philadelphia, Pa. 

21-22—Indiana Watchmakers  Associa- 
tion, Annual Convention, Hotel Lincoln, 
Indianapolis, Ind. 

25—Greater Washington Retail Jewelers 
Association, Annual Banquet, Shoreham 


Hotel, Washington, D. C. 





Artistic Engraving 


(From page 212) 


clude two types of designs, one develop- 
ing to the left, the other developing to 
the right. This is shown at the bottom 
of Figure 36 in the two designs of the 
combination “L. R. H.” The design 
developing to the right is most used 
and has no constructional similarity to 
the design developing to the left. The 
design to the right follows a stepped- 
down procedure as shown in the illus- 
tration;. it is constructed similarly to 
the vertical drop monograms completed 
in Item 9 of the course outline. 

The design to the left is easily under- 
stood and executed if one simple rule 
is observed. The letters must never 
slant to the left of the vertical center 
construction line. They should instead 
be vertical or slant very slightly to the 
right. 

Design and cut several letter com- 
binations of both right and left de- 
velopments. Begin with a maximum 
letter size and gradually decrease the 
over-all size of the monograms. 


In concluding the instruction on 
Script, it may be mentioned that the 
two alphabets discussed (simplified 
script and Leonard script) are not pre- 
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sumed to be the only acceptable script 
alphabets. To the contrary, there are 
many other highly acceptable alpha- 
bets with very pleasing variations. Sim- 
plified script and Leonard script are 
chosen for instruction because of their 
relative and simple basic construction 
from which the student may vary his 
own personal style. 

A recommended variation of a simpie 
script alphabet is shown in Figure 37. 
The style is light and airy, and in actual 


cutting is most pleasing to the eye. 
(To be continued) 


M. Sickles Appoints McGregor 
Head of New Richmond Office 


M. Sickles & Sons, wholesale jewelers of 
Philadelphia, Pa., will open sales offices in 
the Commercial Building, Richmond, Va., 
on or about September 10th. Sickles has 
appointed Joseph A. McGregor to head the 
territory serviced by Richmond. 

McGregor, a graduate of Pace University. 
was formerly associated with Dun and 
Bradstreet. His business experience in- 
cludes work in the jewelry field. 





Bridal Ring Appoints Barel 


Everett Barel has been appointed Mid- 
Western representative of Bridal Ring Co., 
according to an announcement by Fred 
Barel, president of this company. This 
appointment is effective immediately. 
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How Do You Do It? 


by P. BUFORD HARRIS 


en is for the man at the bench—the 
watchmaker. His daily life is beset by many problems 
in connection with his craft. I plan to discuss some of 
these problems. 

A given job may be done in several ways. I shall 
explain here one way and invite readers to tell of other 
methods, the idea being that through such discussion 
to arrive together at satisfactorily complete answers. 

If this develops into an open forum, so much the 
better. Through it we may discuss many questions with 
the reader, offer solutions, and in turn, receive his sug- 


gestions in return. 
3 % % 


PIVOTING A TRAIN WHEEL 


In modern watches almost every part can be quickly 
replaced with an identical part from your jobber. This 
is as true of train wheels and pinions as of staffs and 
jewels and stems. To attempt to repivot a train wheel that 
could be quickly replaced with another would be a waste 
of time, something no good workman would be guilty of 
doing. But this is not true of obsolete watches where re- 
placement parts are not available. 

When the very high grade watch, or an obsolete model, 
needs repair parts that cannot be obtained from your 
jobber, that is when the know-how of making the part 
pays off. The most likely cause of trouble in the train 
is a broken pivot. 

Should the broken pivot be on the end of the pinion 
carrying the wheel, the job is simplified. If it is on the 
end away from the wheel, the wheel must be removed. 
This is so the pinion will fit into a wire chuck or wax 
brassee. Since pinions on high grade watches are usually 
very hard they must be annealed before attempting to 
drill the pivot hole. For this a little preparation is 
necessary. 

First take a copper wire and drill a hole in the end of 
it just large enough to accommodate the end of the 
pinion you are working with. Insert the pinion in the 
hole in the copper wire and hold the wire over a flame 
until the pinion becomes a light straw color, or even 
softer if necessary. If no copper wire is handy, silver 
wire will suffice and this can be found in almost any 
shop. Either one will do an annealing job with con- 
ducted heat which prevents placing the pinion directly 
in the flame, and enables you to control the temper by 
watching the color of the object being annealed. 

With the temper drawn sufficiently to permit drilling, 
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chuck it up carefully and spin it true. A piece of peg 
wood may be used to spin it true in the lathe. 

After the pinion is true, use the point of a very sharp 
graver to find the true center exactly where the pivot 
should be. When you have the true center, cut just 
enough to permit the starting of a pivot drill. Insert 
a very fine grade pivot drill in your tail stock and with 
the lathe turning slowly drill the hole to a depth at 
least twice the length of the finished pivot. This depth 
is necessary to give it strength. 

Great care must be used in the drilling process. A 
broken drill point in a job of this kind is next to im- 
possible to get out. Hence a broken point may mean the 
job is ruined without a substitute. 

Should the drill suddenly cease to cut, try using a 
touch of wintergreen on the drill point. If this is not 
available, watch oil will sometimes do the trick. Tur- 
pentine is also good to make the drill stick to and cut 
the metal. Even with all these tricks you may occasion- 
ally find that the drill suddenly refuses to take hold. In 
which case either change drills for another of the same 
size, or sharpen the original drill, giving it a longer 
point. Changing positions of the drill will sometimes 
make it catch the metal and resume cutting. 

If your tailstock does not have a device for holding 
a pivot drill, it may be held free handed. That is, it 
may be clasped in a pinvise and held in the hand. Care 
must be used to hold it straight or a tapered hole will 
result. After the hole is sufficiently deep for the pivot 
to be anchored, you then prepare the pivot. 

For this you will need a small piece of pivot wire. 
Assorted sizes may be had from your jobber. Be sure 
to get the high-carbon steel wire especially for pivots. 
Clasp the pivot wire in a hand pinvise and file it round 
and slightly tapered until it will just fit snugly into the 
hole in the pinion. The end, however, should not reach 
the bottom of the hole. 

This pivot can be cut with the lathe, but usually a 
graver will leave a too-smooth finish on the pivot for 
a snug fit. A fine cut file will do as good a job and the 
fit will be better for it must be driven very snugly into 
the hole prepared for it. 

When the wire is reduced to a correct size (only your 
good judgment will tell you when that size is reached) 
snip the tapered end of the wire off to a length about 
three times what you will actually need. This will leave 
plenty of metal for handling while you drive it to the 
bottom of the hole you have just drilled. Start this 
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rough pivot into the hole in the pinion and while the 
lathe is slowly rotating, drive it in with a small steel 
hammer until it is securely anchored. You can tell by 
listening to the light blows when the pivot reaches the 
end of the hole. Stop. It must now be very snug and 
completely tight. 

It is now ready to finish. 

Finishing is done in the usual way. The rough pivot 
now will be somewhat larger than the hole in the plate 
jewel into which it must operate. For the first shaping 
now you may use a regular oil stone slip that cuts 
fairly fast, until the pivot is reduced in size, shape, and 
length to almost fit the jewel. When it is nearly right, 
discard the oil stone slip and use a sapphire slip to 
finish the job. (The cut of the sapphire slip is fast, 
but much finer than the regular oilstone.) During this 
finishing process, try the jewel on the pivot frequently 
to avoid getting it too small for the hole. When it fits 
snugly into the jewel, it is ready for polishing and bur- 
nishing until just the right amount of tolerance is ob- 
tained between the pivot and the jewel. It should be 
just free, and no more. Now, replace the wheel on the 
pinion and the watch is ready to assemble. 

A few words of caution: 

(1) In fitting a pinion, be certain that the shoulder 
is completely square, unless, of course, the train wheel 
in question operates in a capped jewel. 

(2) If it is a high grade watch, you may want to use 
blue remover to restore the pinion to its original color. 

(3) Remember, one must do a few jobs of this kind 
to get the knack of it. Then it becomes a routine job. 


OILERS 


Few things cause as much discussion and trouble as 
oil, or lack of it, on a watch. 

Oil must be absolutely clean and free from foreign 
matter. This, quite naturally, brings up the question 
of fountain oilers. They have long been available, but 
many good workmen do not yet appreciate them. More 
would do so, we believe, if they understood how the 
fountain oiler keeps the oil clean and readily available. 

In oiling a watch, as in other matters, there should 
be no wasted motion. Consider the motions necessary 
to oil a watch in the conventional manner and with the 
conventional type oiler. 

The oiler is most likely dirty from an accumulation 
of dust settling on the point. There is dust in the cup, 
too. So you wipe the oiler, then dip it in the cup and 
transfer a minute drop of oil to each pivot or jewel. 
For the average watch that requires some 20 to 25 mo- 
tions of the hands, or trips to the oil cup and return 
to the watch. Then there is danger of minute particles 
of dust in the oil. 

The fountain oiler eliminates that. It eliminates 20 
of those 25 dipping motions. In short, it does a better 
job, a cleaner job, and in less than half the time. 

But the fountain oiler, like most other tools, must be 
reshaped to obtain maximum efficiency. Better tools 
when bought from your jobber are made to a uniform 
standard. It is up to the individual to give them that 
additional touch which most must have to make them 
perform just as you want them to. Here is how to 
prepare your oilers. 

They are usually sold in pairs, a large one for watch 
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or clock oil and a small one for bracelet oil. Then cet 
a third one. It, too, should be the smallest needle you 
can get. Thus you will have three oilers in the set, two 
small ones and one large. The large needle will need 
very little work since it is to be used with the heavy oil 
and thus will be used only on mainsprings and winding 
parts. The end of the needle may be left flat, but jt 
should be reduced in size. 

This is done with an oil stone slip. The outside of the 
needle is reduced, at the point, to its irreducible minimum, 

Since clock oil has a little more body and makes g 
more lasting lubricant for parts with heavy wear, the 
large needle is suggested. 

The two oilers with the small needles we will rework 
a bit to adapt them to our special use. Notice the end 
of the needle again is perfectly flat and has a compara- 
tively large circle of metal around the hole in the needle. 
Again use the oil stone slip and reduce the end of the 


Fig. |. Flat end needle for 
end stones and train pivots. 


att sesaemmennit 


Fig. 2. Bevelled end needle for 
pallet stones, center jewels, etc. 
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Fig. 3. A clock oiler used for 
winding parts and mainsprings. 


a | 
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needle to its smallest possible size without cutting through 
to the hole. That is, keep the end flat always, but the 
point should be small enough to slip into the smallest 
possible places. This oiler will be used for oiling cap 
jewels and ordinary train jewels and pivots. 

Now we shall do a somewhat different job on the 
other small oiler. It requires a special treatment for a 
special job. First reduce the point of the needle just 
as the other two. When it is as small as it is possible 
to get it, take the oil stone slip and cut the point at an 
angle. 

It is angled more from one side than from the other. 
There is a reason for this. This particular anglq is 
necessary for reaching pallet stones and center jewels 
on small movements with thick pillar plates, such as the 
22/0 size Hamilton and certain Swiss makes of similar 
design. These jewels you oil only after the watch is 
assembled. And all that is necessary is to place the 
point of the oiler to the pivot and remove it the instant 
the oil circles the pivot. Always use a good eye loupe 
when oiling so you can be sure not to place too much 
oil on the pivot. 


Balance jewels and other jewels that are capped, 
(Please turn to page 272) 
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Last call 
to order! 


We’ve never seen anything like the terrific demand for 
the beautiful new line of General Electric clocks. 





Orders are coming in so fast! Unless you order your 
full quota of G-E clocks for Christmas now, you may 
be disappointed. 

Women really go for these G-E clocks. And they’re 
priced so low they’re bound to take the spring-wound 
clock business apart at the seams! 


And on top of this! You'll see the greatest advertising 


The G-E Wink 


Cans EAA tree eee 





This newest G-E clock hasa 
sensational bubble-like crystal 
that makes the easy-to-read dial 
seem to float in space... and 
it’s shatterproof! Dark green 
hands and numerals contrast 
with dial. Gold-color sweep-sec- 
ond hand. Pleasant alarm signal. 














THE NUDGER 
Only $6.95 plus tax 


NEW HERALDER 
Only $5.95 plus tax 


This alarm features a large dial 
with luminous hands and hour 


Hands and numerals are lumi- 


Don’t blow your top later on if you 
can’t get all the General Electric clocks 
you can sell. Better order your full 
Christmas inventory right now! 


campaign on G-E clocks ever. Ads every month from 
now on in Life, Saturday Evening Post, Look, Woman’s 
Day, Coronet . . . and a Christmas schedule of full color 
ads. G. E. will have more ads in national magazines than 
any other clock manufacturer! 


Better order all your General Electric clocks for 
Christmas through your distributor now, and ask, too, 
about the details of the G-E Clock Shop offer! 


General Electric Company, Bridgeport 2, Conn. 


The G-E Gourmet 


plus tax 


Women vote this new, sensa- 
tional kitchen clock America’s 
finest! It’s so easy to read from 
any part of the room. Neatly 
designed numbers are raised 
and stand out in relief. So easy 
to keep clean, too! In red, green, 
ivory, and white. 
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PINT 


TWINKLE 
Only $7.95 plus tax 


THE REPEATER 
Only $8.95 plus tax 


This bedside electricalarmserves Another G-E first . . . an auto- 


nous for jiffy time-telling in the 
darkest room. Large,shatterproof 
crystal. Sparkling case of molded 
ivory-plastic. Sweep-second hand 
is polished brass. 


dots. Modern ivory-plastic case. 
White numerals and hands con- 
trast with chocolate-brown back- 
ground of large dial. 


equally well as an occasional 
clock. Polished brass base con- 
trasts with beautifully molded 
maroon-plastic case. An ideal 
clock for a gift. 


matic alarm! Just set the alarm 
once, and it wakes you on time 
every morning. Never has to be 
reset. Shut-off lever for week- 
end late sleepers. 


America’s greatest 
money-making clocks! 


You can put your confidence in— 





Only $14.95 plus tax 


Richly grained mahogany case 
with polished brass base. Raised, 
gold-color numerals. Red sweep- 
second hand. For the living room 
as well as the bedroom. 
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RHAPSODY 
$55.00 plus tax 


Graceful lines and fluted base 
pedestals distinguish this fine 
clock. Richly grained mahogany 
case. Westminster chimes strike 
on the quarter-hour and hour. 
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EPAIR PRICES—We wish to compare our watch 
repair prices with some nation-wide standard. Can 
you tell us the average amount spent annually by each 
owner of a jeweled watch for repairing and cleaning the 
watch? Can you advise of a source for these figures? 


(Question No. 6256) N. W. 


Answer—About the average amount spent annually 
by owners of jeweled watches for repairs and cleaning 
per watch, none of the trade organizations has, that we 
know of, ever made a survey of this to gather statistics 
of it. Our suggestion is that you use your own watch- 
repair department records as the basis for a study, that 
would apply to experience of your own customers. Per- 
haps the average amount, obtained by any such studies 
of the records of different shops, would vary consider- 
ably, depending upon the kind of trade customary in 
each. Anything like an over-all average, to be generally 
applicable would have to be obtained by averaging the 
figures found in a rather large number of individual 
businesses. 


.— CHUCKS—I have a chance to buy a lathe 

marked “Hopkins,” but it has no chucks. Could I 
buy for it any of the chucks that are now standard in 
the dealers’ stocks? Would W. W. chuck fit this lathe? 
(Question No. 6257.) D2. B. G. 


Answer—The Hopkins lathe was made by the Wal- 
tham Watch Tool Company at Springfield, Mass., a firm 
that was in business from 1872 to about 1905. The last 
one of the models of lathes they made was named their 
“3 x 4” lathe, which had chucks with body-diameter of 
-325 inch; these chucks do not interchange with any that 
are made today, which is true also of all of the earlier 
Hopkins’ chucks. You would have to have chucks for 
your lathe made to order by one of the present-day lathe- 
makers or by any competent tool-maker, which would be 
very expensive and would make a total investment in an 
outfit including the Hopkins lathe and a fair number of 
specially made chucks, that would amount to more than 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL ae 


the price of a new outfit including a lathe. For price of 
made-to-order chucks, you could write to any of the 
lathe-makers advertising in THE JEWELERS’ CIRCULAR- 
KEYSTONE, or have this inquiry made through your 
regular tool-and-material dealer. 


yA OIL—How long can a bottle of watch oil be 
kept in use without spoiling, if kept corked and in 


a box? (Question No. 6258.) K. W. H. 


Answer—Concerning how long good watch oil can 
be kept safely as it is being used, we will say that if the 
oil is good in the first place, and is kept properly, we do 
not believe any particular time limit need be set on its 
keeping in good condition. Apparently you have the 
right idea, which is to keep the bottle of oil corked and 
in a dark place between the times when it is opened to 
replenish the oil cup. Generally, deterioration of oil in 
the bottle is due to carelessness in keeping it. 

One should not oil clocks or watches directly out of the 
oil bottle. The oiling should be done from a covered 
bench oil cup, and the bottle should be opened only when 
supplying the cup. 


pure WATCH—What price should I ask a 
collector to pay for an old watch engraved 
Bascom, London, a very old watch in a double case, 


with what looks like a small bicycle chain on the main- 
spring barrel. (Question No. 6259) L. S. B. 


Answer—To judge approximately the age and value 
of the watch referred to in your postcard, we should 
have to have either the watch itself for examination, or 
clear photographs that would show details of design and 
construction, or a very full written technical descriptioni 

If photographs, or ample written descriptions, are sent 
us, we would write you a report on what they may indi- 
cate about the origin and value of the watch, without any 
charge; if the watch itself is sent, we would have to 
charge our regular fee of $3.00 for an examination and 
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Gay...new... novel for the modern 
home! It’s the pippin! Red, green, yellow, 
all with green leaves, or in ivory finish with 
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ivory leaves. $6.95* Ht. 812”; w. 7 


Compact tambour clock, the KENBURY at $45.00* is especially suited for small 
homes. Harmonious Westminster Chimes; electric or 8-day keywound movement, 
mahogany cabinet. Free display piece . . . order the Kenbury introductory package now 


Sales-making display free with “Harvest Assortment” 
(2 each yellow-red; 1 each green-ivory) PIPPIN wall clocks. 
Order now! Seth Thomas Clocks, Thomaston, Connecticut. 
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Here’s clock excitement! 
cucKoo combines Old World 
appeal with New World depend- 
ability. Announces hours, half 
hours with gong and cuckoo 








call. 1-day, weight-driven move- 





ment in sturdy hand-carved 


cabinet. $32.50.* Distributed ene Par ons col- To — page — 
and guaranteed by Seth ored ivory or Diack metal case TRAVETTE: -aday, -jewele 


with hand-painted design. PERT lever alarm movement. Lu- 
at $14.95* is distributed and minous dial. Metal frame, 3%” 
fully guaranteed by Seth square, covered with green, 
Thomas. 30-hour alarm move- red or tan leather, packed in 
ment, luminous dial. Ht. 24”. smart display box, $32.50.* 


Thomas.f Go cuckoo—and get 
new profits! 





« RR I I 8 es eee oo 


*Tax extra; prices subject to change. 


tReg. U. S. Pat. Off. 
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report. Before we established this fee, we were fairly 
swamped with shipments of all sorts of old stuff which 
took plenty of someone’s time to unpack and reship. 
Also came a certain proportion of claims for damages in 
transit and other nuisances. 

If you would send us data in any of the ways men- 
tioned above, on your watch, we would write you further 
with any information we could give you on its origin 
and value. There is no maker by the name “Bascom” on 
any of our biographical lists of former watchmakers. 


ERCURY-GOLD —A reader of our Information 
Service writes us: “Why or how did mercury from 
a broken thermometer cause my gold ring to become 
silver? Is it true that this might poison my skin?” 
How should we answer this? (Question No. 6260) 
Pm C. 





Answer—The chemical affinity between gold and 
mercury causes the gold to absorb mercury, turning the 
yellow metal white. We have never had any reports of 
this harming human skin. The mercury can be easily 
driven from the gold by simply heating the ring mod- 
erately in any smokeless flame, such as the flue flame of 
a gas stove burner. After the yellow color of the gold 
reappears, lay the ring aside for a few hours. Whiteness 
may reappear from the deeper lying mercury. If so, 
heat the ring again and repeat if necessary until no 
more white color comes to the surface of the gold. 


<Q WATCH PARTS—Can you help me find out 

where I could buy repair parts (barrels) for a 
clock stamped “Silesia”? None of the material houses I 
have shown this to have the parts in stock; one of them 
Says it is a German-made clock and that the original 
factory was probably destroyed by bombing during the 
war. (Question No. 6261) E. R. F. 


Answer—Silesia Clock,” we believe, is one of the 
marks used at one time by George Borgfeldt & Co., more 
recently, George Borgfeldt Corporation, 44 East 23rd 
Street, New York, New York, who, before the war, were 
one of the largest importers of clocks made in various 
parts of Germany. An inquiry addressed to this firm 
would inform you whether the parts you need for the 
clock could be furnished. If not, then we suggest that 
you look for addresses of trade-repair shops that could 
repair or make barrels for this clock, in the advertising 
columns of THE JEWELERS’ CIRCULAR-KEYSTONE. 


EMOVING SOLDER—A brooch we have for repairs 
had a broken frame and a catch-pad soldered with 
soft solder of which a lot is smeared over a good deal 


of surface. How can we remove this fully, to prepare 
for gold soldering? (Question No. 6262) R. T. F. 


Answer—First, remove the bulk of the soft solder by 
filing or cutting with a knife or graver. Then heat the 
piece, until the remaining solder melts, and shake or 
brush off all but the thin film that usually remains on 
the surface of the piece. Finally, immerse the work in 
a solution made of two parts of muriatic acid and one 
part of water. In mixing these, drop acid slowly into 
the water, instead of water into acid, to prevent splashing 
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out of acid that my damage skin or other things nearby, 
After the solder film has disappeared, rinse, and scrub 
the work with soap and water to remove any traces 
of acid. 


— CLOCK—What would you say as to the value 
of an old clock marked “Ithaca Calendar Clock Co., 


| Ithaca, N. Y.”; also about finding a buyer for it? (Ques. 


tion No. 6263) G. N. S. 


Answer—tThe firm named began business in 1865 
and quit in 1914. The sketch sent with your letter in. 
dicates one of the earlier clocks made by this firm, prob. 
ably made between 1870 and 1880. There is nothing like 
a current price that we could quote for this clock. There 
are not enough of them dealt in to establish a “market” 
price. The value is the best price the owner can get for 
the clock which in turn depends upon advertising or 
otherwise offering it to as many prospective buyers as 
possible with the effect of having them bid against each 
other to obtain the highest possible price. 

There is nothing like a real scarcity of Ithaca clocks 
in existence and they cannot be considered rare. You 
might find a way to locate interested parties by writing 
to T. Irven Eldridge, Associate Editor, Bulletin of Na- 
tional Association of Watch and Clock Collectors, 319 
Caversham Road, Bryn Mawr, Penna. 





How Do You Do It? 


(From page 268) 





should be oiled before they are placed in the watch. If 
not, then the oiler is used to place a minute bit of oil on 
the hole jewel and if it does not run through, use a sharp 
steel prober to force it through the pivot hole until it 
forms an oil ring around the pivot hole that covers 
about 2/3 the diameter of the jewel. 

As in everything else about a watch, you must learn 
to use the fountain oiler. Prepare the three oilers as 
described above and set aside two weeks to learn to use 
them. Each day you will learn more and more ways to 
use it efficiently. Long before the allotted two weeks have 
passed you would not think of going back to the old 
method our grandfathers used. 

With the fountain oiler your work will be cleaner, 
faster, better. 

One final word: The fountain oiler need not be filled 
with the mouth, as some jobbers suggest. The rubber 
blower found around almost any bench may be placed 
over the needle and by depressing it just a bit before plac- 
ing the other end in the oil bottle, just one small drop may 
be drawn into the oiler. Use the same method to draw 
it down to the needle. Never place more than a drop 
or two in the oiler at one time. Then wipe off the 
surplus carefully and touch the point of the needle to the 
thumb nail until the oil comes through. Now it is ready 
for use. 

With fountain oilers your oil is always clean and 
fresh. For that reason I have suggested the use of only 
two oils: Clock oil for winding parts and mainsprings. 
Bracelet oil for all other bearings. 
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MACHINE 


STAMPS 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 

Napkins 

Gift items 









Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 

to promote sales. Its proven 
speed, simplicity and ease of 
operation assure you of 
extra profit. 
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KINGSLE 


STAMPING MACHINE CO. 


1606 Cahuenga Bivd. « Hollywood 28, Calit 








IHE JEWELERS’ 
DICTIONARY 


—New, Completely Revised 


* Second Edition * 





“Knowledge is Power”. Every jeweler will find profit- 
making power in the knowledge of terms and ter- 
minology of the jewelry trade which are authoritatively 
explained in this, the completely revised Second Edition 
of THE JEWELERS’ DICTIONARY. 


In one comprehensive volume, THE JEWELERS’ 
DICTIONARY contains an invaluable wealth of in- 
formation—indispensable to the jeweler, watchmaker, 
gemologist, advertising man; in short, to anyone seek- 
ing information pertinent to the jewelry and allied fields. 


$6 °° 


Post Paid 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd STREET NEW YORK 17,N. Y. 
Check or Money Order Must Accompany All Orders 
DO NOT SEND CASH 
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“TRIM solves 


Severe Tarnish 
Problem in 
Store Display 


@ Bosshart & Morphy, Clifton 


Springs, N. J., report that 
mineral water springs create a 
severe tarnish problem in their 
area. After years of search 





Tarnish Proof, Moth Proof Trim Protectors solved their 
Dirt, Dust and Moisture Proof = problem completely. Said 
Perfect Visibility, Easy Access = they: “None of the silver 


items displayed in TRIM Pro- 
tectors have shown the slight- 


Tough, Crystal-clear Vinylite 
Beautifies Cases, Cupboards, ~~" 
est tarnish. 


etc. They now recommend TRIM 
to other stores and to their retail customers. 


Envelope type Vinylite protectors in several sizes are interchangeable 
for flat and hollowware silver, china or linen. Roll-type units with 
12 or more pockets for flat silver. Roll unit for 6-pe silver place 
setting is marvelous for “bride-trade." Designed by Lucile Whittier. 
Now nationally advertised. Among units available and list prices: 


Trim Units for 6-pe Flat Silver place setting................ $1.25 


Trim KIT for 72-pe Flat Silver service...............-.-..-. 6.75 
12 Units, each 15x19"... .$5.00 aS 2.00 
1& Units, Ass't Sizes ... 5.00 | Unit, 18x24" ....... 2.00 
3 Units, each 16x20"... 2.00 ee | yee 3.00 
| Shelf Protector, 27" deep by 36" wide .................. be 


| Complete SILVER TEA SERVICE PROTECTOR, 32x!9x!4".. 
| Flat Silver Tray Storage Protector, 18xl8" ................ .50 


THE TRIM Company inteidaies 40% 


Rated Dealers 
2669-JCK Cascade Springs Drive, Ada, Michigan 
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Rockwell Canvas Again Features Swiss “Watch Inspection" Display 














THE WARE 
MAT SPER PENT SAS FEED 








The now-famous Norman Rockwell paint- 
ing of “The Watchmaker,” one of the out- 
standing advertising illustrations of the 
past year, is again being featured as the 
full-color centerpiece in the three-piece 
“Watch Inspection Time” display being 
distributed free of charge to the American 
jewelry and horological trade. 

The two side panels in the display are 
different from those distributed a year ago, 
with one reading: “The World’s Most Ef- 
ficient Machine. It deserves the service 
of our expert watchmaker.” The other 
states: “Your fine Swiss watch can be 
serviced here economically and promptly 











. . . because we use only genuine Swiss 
repair parts. 

Rockwell’s painting of the elderly watch- 
maker and the young boy is again finished 
in a simulated light wood frame with an 
easel. An attached loop on the back per- 
mits its hanging from the store wall after 
its use during Watch Inspection Time. The 
side pieces can be used separately as 
counter or window pieces. 

National consumer advertising of The 
Watchmakers of Switzerland also features 
“The Watchmaker,” to help focus con- 
sumer attention on the importance of 
periodical watch check-ups. 





Parker Counter Display 


With one of these littke numbers on the 
counter, the Parker Pen Co. has assured 
its dealers that pen sales inevitably in- 
crease. 


Ree wnwace Oe 
win nan nites on Tahar 


n° 
wise oe RRR BY Rood 





“Little number” refers, of course, to the 
new, compact counter merchandisers which 
were devised to provide eye level display 
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Women Buy 80% of 
Men's Billfolds 


Observation of tremendous increase of 
retail purchases of billfolds by women in 
jewelry stores is reported by Samuel Small- 
man, president of I. Smallman & Sons Co., 
Paterson, N. J., manufacturers of Crafts- 
man Billtolds. Mr. Smallman, who re- 
cently returned from a cross-country trip 
visiting Craftsman Billfold jobbers and 
retail jewelry stores from coast to coast, 
said that women have pretty much taken 
over the buying job. About 80 per cent 
of men’s billfolds are purchased for them 
by women, and about 90 per cent of wo- 
men’s billfolds are bought by women for 
themselves or as gifts. To date, apparently 
the hardy soul hasn’t braved the chore of 
buying billfolds for the spouse or girl 
friend. 














during push retail selling seasons for the 
company’s line of four new pen products. 

The counter merchandisers are being 
distributed to dealers, and are available 
for a token fee through the company’s co- 
operative advertising plan. 





Newest Chest for Community 
Silverplate 


One of the latest additions to the line 
of chests for Community Silverplate is the 
Duncan Phyfe Table Chest. This attra. 
tive chest, having many practical uses ip 
the home, combines 18th century styling 
with a cabinet made of cherry and finished 
in brown mahogany. The pedestal and 
legs are made of birch with bronze claw 
feet. To prevent tarnishing, it is lined 
with blue velveteen. 

The chest, empty, retails for $50.00, with 
a 103-piece service for 12, it carries a fair. 
traded consumer price of $168.50. Pat. 
terns available are Evening Star, Morning 
Star, Coronation, Milady, and Lady Hamil. 
ton. Oneida requests that dealers specify 
pattern desired when ordering. 


Couples Now Offered 
“Repledging Rings” 


“Repledging Rings” of palladium are 
now being offered couples desiring to “re. 
new and strengthen their marriage vows.” 

First of the new design, somewhat simi- 
lar in motif to the expansion chain bracelet 
and almost as wide, was made for Mr. 
and Mrs. Alexander Carson. Mrs. Carson 
is Carol Channing, the blonde comedienne 
of the Broadway hit “Gentlemen Prefer 
Blondes.” Another couple, Mr. and Mrs. 
O. M. Resen, who make the design and 
production of wedding bands their exclu- 
sive business, created the ring at the Car- 
son’s request. 





Carson, 6-foot, 215-pound private de- 
tective and professional football player, 
was forced by his work to be separated 
from his wife. He is in training now to 
play football for the Ottawa (Canada) 
Rough Riders. So he wanted to repledge 
the vows exchanged when he married Carol, 
Nov. 19, 1949. The bride then received a 
gold wedding band. 

Palladium was selected by the Resens in 
designing the “Repledging Ring” because 
the word also means “safeguard.” 
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Sheaffer To Meet Increased 
Demand For ‘Name’ Pens 


The urge of Americans to “express their 
‘ndividuality in defiance of the mechaniza- 
tion of the age” may help explain the cur- 
rent upturn in demand for gift items per- 
sonalized by names or initials, R. H. Whid- 
den, general sales manager of the W. A. 
Sheaffer Pen Co., told a press conference 
at the convention of the American Na- 
tional Retail Jewelers Association. 

Whidden said his company was _intro- 
ducing a new line of pens, ballpoints and 
pencils carrying the user’s personal auto- 
eraph, at “somewhat below the luxury 
level” as a result of the public’s gratifying 
acceptance of its Autograph line that fea- 
tures the owner's signature engraved on a 
wide 14-karat gold band. 

“The new line,” Whidden explained, 
“will bring this personalization of a per- 
son’s writing equipment into a more popu- 
lar price range. This is made _ possible 
without sacrificing any of the functional 
or operating features that mark the top 
Sheaffer line.” 

Mechanically, he said, the new line will 
have the same selling points as the top 
line, with the ace feature being the “Touch- 
down” air-pressure single-stroke filling 
mechanism. The fountain pen will retail 
at $19.75, the matching ballpoint at $12.50, 
and the matching mechanical pencil at 
$10. Orders are for September delivery. 





~~ 


Bulova Rewards Newsboys 


At a breakfast presentation held at the 
Waldorf-Astoria, July 14, Colonel Harry 
D. Henshel, vice-president of the Bulova 
Watch Co., presented the five winners of 
the “Round the World Tour For News- 
21-jewel 


paperboys” with “Academy 


Award” watches. 





This world trip was sponsored by the 
Columbus Dispatch, Ohio State Journal, 
and the Salt Lake City Tribune-Telegram. 
Pictured left to right, are William Blair 
Spence, Walter R. Winks, Colonel Harry 
D. Henshel, Winston Faux, David Kennett, 
and Elwin Dale. 


Biagi Named by Esquire 


Lee Biagi, Vice President of Swank, 
Inc., has been elected as a consultant mem- 
ber to the Esquire Fashion Advisory Com- 
mittee, it was announced. 


Biagi has been with Swank for five years,- 


and with Sam Sampson, also a Vice Presi- 
dent, directs the merchandising of the 
Swank men’s jewelry, wallet and belt lines. 
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K & B Pocket Gauge 
Back in Stock 


The popular K & B pocket gauge, de- 
signed for measuring diamond and stone 
gauges, has just been placed back in stock, 
it is announced by Karlan & Bleicher, Inc., 
188 West Fourth St., New York 14. One 
of the most widely used devices in the 
jewelry trade, the gauge has been sold out 
for the past few months. 

Made of sturdy, long-lasting aluminum, 
the K & B pocket gauge measures loose 
stones and settings ranging in size from .03 
pointers to 4 carats. In addition, a handy 
Birthstone Chart is shown on the face. The 
gauge remains at its former price of $1.25 
and is available from K & B or from local 
material suppliers. 





Paulson Time-O-Graf on 
Television 


A fifteen minute television demonstration 
by Roy While of Henry Paulson & Co. over 
the popular Tom Wallace Show, introduced 
the Paulson Time-O-Graf to thousands of 
elevision owners throughout the Central 
States in a program on August 2. 

The Paulson company will welcome com- 
ments from Paulson Time-O-Graf owners 
regarding a similar program which would 
reach people in their communities. 

This program was of great interest, the 
company said, not only to those who saw 
it over television but also at the studio. 
Everyone was so interested in checking 
watches that the program was interrupted. 
Simple, understandable language was used 
in introducing this idea to the general pub- 
lic. Phone calls and letters from interested 
parties show the keen interest that every- 
one has in their most personal possession— 
a watch. 

The Paulson company will welcome com- 
ments and suggestions. Address your let- 
ters to Henry Paulson & Co., 131 S. Wabash 
Ave., Chicago 3, IIl. 


New Women's Billfold by Bosca 


The “La Jolla” women’s billfold, newest 
addition to the Bosca-Built line of leather 
goods, is a clever solution to the problem 
of making women’s billfolds both practical 
and smart. 

The piece is designed with an unusually 
large, gussetted outside coin pocket, the in- 
side charge plate holder, pass case, and 
open and secret bill compartments. It is 
tailored in bright red, hunter’s green, sky 
blue and chocolate brown leathers. 





Schwab, Lapidary, Moves 


Henry Schwab, Lapidary, Inc., an- 
nounced that they have moved to new quar- 
ters at 73 W. 47th St., New York 18. 

More than 1000 items are listed in their 
new catalog in addition to detailed in- 
formation of special order work. The firm 
offers synthetic stones in 19 colors and 17 
shapes. It specializes in the “Titania” 
gem, known technically as Rutile. In ad- 
dition, genuine zircons, cultured pearls, 
and onyx are included among the items car- 
ried by the firm. A price list may be ob- 
tained by writing to the new address. 





GE Offers Clock Displays 


A new, small clock display fixture for 
use in windows and on counters has been 
announced by C. R. Thorson, sales man- 
ager of the General Electric clock division. 

Designed to hold up to 12 assorted Gen- 
eral Electric clocks in less than three 
square feet of space, the new “Junior” 
clock shop is of Colonial design and is 
finished in antique-ivory. Three glass 
shelves accommodate the clocks and are 
illuminated by a beveled reflector. 


F 





The fixture is priced at $25. Under 
terms of a special clock display activity 
announced by Thorson, retailers who pur- 
chase “Junior” clock shops through G-E 
distributors will receive at no extra charge 
two Heralder alarm clocks having a total 
retail value of $9.90. In addition, the 
clock shop carries a money-back guarantee 
whereby the net cost of the display will 
be refunded to retailers if, in the first six 
months following installation of the fix- 
ture, it does not increase clock business 
over the same six-month period of the pre- 
vious year. 


Daun adden Steet: ties 


Haddon Products Inc., Chicago, IIl., an- 
nounced the availability of their complete 
line of Haddon Action Originals. Among 
the new products is the Home Sweet Home 
model shown below. 





With Hansen Synchron, self starting 
motor and movement, the old lady rocks 
continuously in front of the glowing fire. 
The whole scene is in three dimensions 
with natural coloring. Case is finished in 
walnut or antique ivory. 110 volt, 60 
cycle, AC current only. List price is 
$15.95 plus federal tax. 
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Marathon TV Display 


One of the industry’s newest window dis- 
plays for retail promotional help is now 
available from the Marathon Company, At- 
tleboro, Mass. for their line of “Slide-A- 
Lite,” “Ladylite” and “MaraKing” lighter 
combinations. 











Dramatically designed in the form of a 
television set, the display is illuminated 
and animated with a revolving turntable 
displaying four of Marathon’s lighter com- 
binations against backgrounds of velour. 


Rugged in construction, the TV set is 
finished in gold with black trim. Featur- 
ing compactness, the display measures 914 
in. wide, 1] in. high, and 8% in. deep. 
This display for window or counter is 
available through wholesalers free with as- 
sortment of 18 Marathon lighter combina- 
tions. 


Freed Shows New Line at 
Conventions 


Typical of the outstanding, original dis- 
plays which were shown at the New York 
convention by Freed Displays, 1233 Sixth 
Ave., New York City, is a large-size, black 
velvet necklace bust. 

A new version of the regular, smaller- 
sized necklace bust, it’s 17 in. wide x 12 
in. high, serving as an impressive back- 
ground for necklaces of all kinds, as well 
as providing ample room for displaying 
flashing pins and costume jewelry. In- 
troduced only a few weeks ago, and selling 
for $9.90 each, this style has already be- 
come one of the most popular in the new 
line, according to Freed. 


Freed reported that jewelers were even 
more enthusiastic about his Christmas 
floral displays and animated signs this year 
than ever before. ‘“They’re packed full of 
color and traditional beauty, plus up-to- 
the-minute styling and design that are 
guaranteed to turn the jeweler’s store into 
a Christmas wonderland for the gift shop- 


9 
per,’ he concluded. He also announced 


that the Freed Christmas catalog showing 
the new Christmas displays, would be 
ready for distribution to jewelers about 
September 25. 
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Paulson Exhibit at NRJA Show 


The Henry Paulson & Co. exhibit at the 
NRJA show at the Waldorf-Astoria Hotel 
in New York, featured the Paulson Time- 
O-Graf, the Paulson Precision Lathe, and 
their latest technical books on watch re- 
pairing. In addition, the company’s dealer 
aids were also given good emphasis. Dis- 
plays for Christmas business, moving dis- 
plays, and other attractions to bring cus- 
tomers inside the jewelry store were a 
part of the show. 

One of the best aids for the identifica- 
tion of Swiss watches, according to the 
company, is their catalog with 3500 illus- 
trations indexed for quick identification. 
This eliminates the necessity of removing 


the dial. 


O-B Features Lay-Away Display 


A “Lay-Away for Christmas” display 
card, suitable for both window and counter 
use, is now being distributed by Ostby & 
Barton Co. This merchandising piece is 
being offered in keeping with the O-B 
direct-support “Partnership” Plan of pass- 
ing on to the retailer the benefits of direct 
selling, according to N. G. Anitole, O-B 
Vice-President and Sales Manager. 
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The display stands 11 inches high. Santa 
dropping a bill into his pack flags shop- 
pers and reminds them to begin saving 
for Christmas gifts. Four rings can be dis- 
played against a pad of rich midnight blue 
velvet. 

Display is free with a minimum order of 
$100 or more. A tie-in mat for retailer 
newspaper advertising is supplied free of 
charge. 


Monsanto Chemical to Promote 
Plastics Gifts 


Monsanto Chemical Co. will begin a 
campaign to promote plastic gifts for the 
first wedding anniversary. The promotion 
will break on September 23 in the Satur- 
day Evening Post with a full-color, third 
cover advertisement featuring Emily Post, 
noted authority on etiquette, with many 
plastics gift selections. 

A colorful display kit has been pre- 
pared by the company with reprints of the 
Post advertisement, banners, window trims, 
counter cards and other merchandising 
aids. This assortment is offered free, with 
a copy of the “Plastics Merchandiser.” 








Niagara Issues 1951 Catalog 


A new 64-page Niagara catalog showing 
bracelet, watch bracelet, choker, earring 
lapel watch and cuff link creations jp 14K 
gold, is being released this month. The 
catalog is pocket size and contains an in- 
dex for quick reference. More than half 
the styles shown are completely new jp 
idea and design. The balance are style. 
that have proven to be best sellers. , 
unusual feature of the catalog is q group 
of 14K gold case designs for use with 
leather straps. Niagara 14K gold jewelry 
is sold only through wholesalers. 


Schick Promotion 
For Anniversary Model 


A concentrated advertising and sales pro. 
motion effort will be concentrated on the 
new Schick “20,” to mark Schick’s 20th 
anniversary in the industry. 

In 96 days, beginning in September and 
continuing into December, Schick will run 
a total of 44 full-color pages in national 
magazines and Sunday newspaper supple. 
ments. Magazines on the schedule will 
include Life, Saturday Evening Post, Col. 
lier’s, Look and Fortune. The Sunday sup. 
plements, each of which will carry four 
insertions, include the New York Sunday 
News, the Chicago Tribune, and Philadel. 
phia Inquirer. In addition, trade publica- 
tions will also be used. 

The telescopic carrying case called the 
“Caddie Case,” is made in a rich leather. 
like covering, saddle stitched, gold deco- 
rated, and handily sized. The shaver cord 
fite compactly into the case. 

The new model will retail at $24.50, in- 
cluding cord and case. The Schick 
“Super” at $22.50, and the “Colonel” at 
$17.50, will be continued in the line. 


Bretton Introduces 
Two New Men's Bands 


Bruner-Ritter, Inc., New York City, man- 
ufacturers of Bretton Watch Bands, an- 
nounces the introduction of their new 
Bretton “Gold Crown” watch band _ for 
men—a basketweave design that expands 
without distortion. 





According to the manufacturer, the “Gold 
Crown” is very wide, bold and rugged— 
yet featherlight, smooth and comfortable. 
It is packaged in Bretton’s new jade green 
marbelized plastic band box. It’s 1/20-12K 
gold-filled top with non-corrosive stainless 
steel back. Retails for $9.95 (T.I.). 

Bretton’s new “Golden Trophy” is also 
now available. Its top design is the reverse 
of the “Gold Crown” illustrated. All other 


features are the same. 
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Latest Silver City Glass Catalog 


The Silver City Glass Co., Meriden, 
Conn., has published a catalog of its hand- 
engraved crystal with bases silverplated 
on copper and bronze. The booklet, is 
printed with a blue background motif 
which emphasizes the new decorative ac- 
cessories of the company’s Carlton Arts 
line. Although most of the emphasis is on 
crystal and silverplated items, some vases, 
jars, bottles and martini mixers are shown 
in crystal and sterling. 


New Booklet Details 
File Simplification 


“How To Simplify Your Files and Filing 
Systems” is the subject of a new 40-page 
booklet released by Remington Rand, Inc. 
This booklet is based on the premise that 
many time saving, work saving filing tech- 
niques are often unknown to the average 
file clerk. 

Pointing out that filing is really quite 
simple, the booklet charts the life cycle of 
a file, beginning with the origin of a rec- 
ord, whether internal or external, then pro- 
gressing through indexing, the file housing 
and protection, and charge-out, to the re- 
tention or transfer of the record, including 
the use of modern microfilming equipment. 

“How To Simplify Your Files and Filing 
Systems” will be used as the cornerstone 
of Remington Rand’s 58th annual filing 
campaign, one of the company’s major edu- 
cational efforts. Copies may be obtained by 
writing to Frank J. Hastings, Remington 
Rand Inc., 315 Fourth Ave., New York 10, 
N. Y. Ask for LBV 396. 


Gift Folder For Hamilton Beach 
Food Mixer 


Here is a new, colorful gift folder on 
the Hamilton Beach Food Mixer recently 
offered to dealers. The natural color photo- 
graph on the cover shows a mother and 
daughter admiring the mixer. Inside pages 
tell the story of Hamilton Beach advan- 
tages—Mixguide, Bowl Control, One Hand 
Operation, Ever-turning Bowl, One Hand 
Portability. Reasonable quantities of the 





new folder, as well as literature and news- 
paper mats on Mixette and Hamilton Beach 
“Deep Clean” ;* ion” V 

p Clean” and “Champion” Vacuum 
Cleaners may be secured by writing Hamil- 


ton Beach Advertising Department, Racine, 
is, 
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Sochard Introduces New Clock 


Henry Sochard, 435 Fifth Ave., New 
York 16, N. Y., has introduced a new, 
genuine leather 30-hour alarm clock that 
is only 2%4 in. square. Handsomely gilt 
framed with radium dial and hands, it is 
styled for use on a desk or in milady’s 
boudoir. Priced to retail at $7.95 plus 
tax, this clock is just one of several new 
designs for fall selling by Sochard. 


New J-B Display 


One of the most popular of the new 
Jacoby-Bender, Inc. watch band displays 
is the J-B Deal No. 33 illustrated. This 
unit is winning praise from jewelers every- 
where, according to the company, because 
it displays some of the fastest-selling num- 
bers in the J-B line. Included in the assort- 
ment are eight ladies’ round and square 
snake chain full and semi-expansion watch 
bracelets and four men’s full expansion 
bands. The color scheme is Royal Blue 








THE MOST BEAUTIFUL 
BANDS IN THE LAND 
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trimmed with gray karess velvet makes it 
an ideal display for either counter or win- 
dow. Wholesalers are now exhibiting these 
displays and inquiries should be directed 
to them. 


A.S.R. Reveals New Models 
At Trade Show 


Five A.S.R. Ascot Lighters, with a total 
value of $12,600 were displayed at the 
A.S.R. booths, 508 and 509 at the Ameri- 
can National Retail Jeweler’s show at the 


Waldorf-Astoria. 


These included the fabulous $5,000 Heri- 
tage set, a $3,500 platinum pocket lighter 
studded with diamonds, sapphires and 
rubies, and a $2,500 pocket lighter in 
platinum, and set with 36 diamonds, and 
two new distinctive star sapphires and 
solid gold A.S.R. Ascot Lighters with a 
retail value of $800 each. 

Also on display was the new Pagoda 
table model with oriental motif, and the 
wind-proof pocket lighter with the new 
year-long flint. This year-long flint is five 
times as long as any ordinary flint, and, 
according to the company, will supply over 
15,000 lights; a boon to all lighter users. 
This is said to be the highest valued col- 
lection of lighters ever displayed. 





New Mido Lady's Watch 


Louis Aisenstein & Bros., Inc., U. S. dis- 
tributors of Mido watches, announced a 
new achievement which will be released 
for fall and holiday 1950 merchandising. 
Named the “Golden Goddess,” this Mido 
Multiford Superautomatic watch has been 
the subject of many years of research and 
engineering by the Mido Corporation in 
Bienne, Switzerland. The chief objective 
was to achieve the reliability and quality 
of the Mido Multiford Superautomatic 
watch in the small size required for a 
truly dainty feminine women’s’. watch. 
After exhaustive research and tests, the 
“Golden Goddess” has been introduced as 
satisfying the Mido standards. 

This new innovation in watches will be 
introduced by Louis Aisenstein & Bros., 
Inc., 16 E. 40th St., New York. Only 400 
of the 17 jewel watches in 14K gold will 
be available in America for the balance 
of this year. Therefore, the advertising 
promotional theme will be based on the 
great exclusivity of this new development 
in self winding, waterproof watches. Ad- 
vertising space is planned in Saturday 
Evening Post, and dealer service material 
will be distributed, featuring the story 
that women who own this watch will be 
“one of the 400 most exclusive women of 
all time.” 


Louis Watch Co. Catalog 
Available 

Louis Watch Co., Inc., 580 Fifth Ave., 
New York City, are printing an attractive 
catalogue illustrating their complete line 
of watches. It will be distributed to re- 
tailers shortly, according to the company. 

Louis emphasizes that they carry a com- 
plete line styled for every customers wish, 
including ring watches. Each watch is 
packaged in a smartly designed, plush- 
lined gift box. 


New Benches from Gallien 

Benches have been a feature with R. P. 
Gallien for several years and the firm is 
now presenting the lowest priced benches 
as well as the latest Levin and Hosberg 
benches. 





These units are specially adapted to the 
new Levin power unit and countershaft 
which are currently being featured na- 


tionally. From R. P. Gallien, 220 W. 5th 
St., Los Angeles. 
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News of Personnel 





New Appointments at Swank, Inc. 


4 


GERALD ST. PETER 
(Swank, Inc.) 


PAUL GARRITY 
(Swank, Inc.) 


Murray Strasburg, Los Angeles district 
sales manager for Swank, Inc., was named 
merchandising manager for belts and wal- 
lets, it was announced by J. Carlton Bag- 
nall president of Swank. 

At the same time shifts in the sales 
organization were announced by Chester 
G. Gifford, general sales manager, to fill 
the vacancy caused by the appointment of 
Strasburg. Louis F. Pedrolie, Dallas dis- 
trict manager, will go to Los Angeles where 
he will be in charge of West Coast sales, 
including the San Francisco office. Gerald 
St. Peter, present San Francisco district 
manager, will go to Dallas to replace Pe- 
drolie. 

Paul Garrity, assistant to Gifford in New 





RALPH DESTINO 
(Swank, Inc.) 








AL ROTHSCHILD 
(Swank, Inc.) 





LOUIS F. PEDROLIE 
(Swank, Inc.) 


MURRAY STRASBURG 
(Swank, Inc.) 


York, will go to Los Angeles as assistant 
district manager. 

Ralph Destino, sales representative for 
Rhode Island and Massachusetts for the 
past two years, will assume the responsi- 
bility for direction and coordination of the 
selling activities connected with the sales 
to jewelry stores. 

Al Rothschild of the Central Pennsy]l- 
vania territory will move to a new assign- 
ment in Philadelphia. He will be responsi- 
ble for the sale of Swank merchandise to 
the department and men’s wear stores in 
that city. 

Frank Kiley, who has represented Swank 
in Worcester, Mass., will go to a new as- 
signment in Boston. 





FRANK KILEY 
(Swank, Inc.) 





Executives En Route 


Steven Arpad, fashion designer for the 
Elgin American Co., left on July 25 for 
Paris, where he will design a new line of 
style accessories which the company will 
introduce next fall. 

Don Landberg of L. Luria & Son, New 
York, Atlanta, and Miami distributors, re- 
turned recently from a buying trip in Eu- 
ropean markets. 

Alexander Harris, president of Ronson 
Art Metal Works, Inc., left for England on 
August 5th to visit the English subsidiary 
of the company, Ronson Products, Ltd. 
Harris is in England to contract for the 
corstruction of a new plant at Leatherhead 
in Surrey, and to extend its personnel in 
Great Britain. 

Fred Barel, president of Bridal Ring Co., 
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has recently returned from an extended 
tour of the West Coast and other cities 
throughout the country. 





Russell, Solomon Named to 
Westinghouse Positions 


The appointments of J. V. Russell as 
district appliance manager and Edward K. 
Solomon as district appliance sales promo- 
tion manager of the Atlanta, Georgia, 
southeastern district sales office of the 
Westinghouse Electric Appliance Division, 
was announced recently by T. J. Newcomb, 
division sales manager. 

The new promotions followed the ap- 
pointment of the former southeastern dis- 
trict appliance manager, W. B. Creech, 
as assistant sales manager of the appli- 
ance division. 








Brooks Appointed Ad 
Manager Columbia Rings 


HERBERT BROOKS 


Advertising and 
Sales Promotion 
Monager 





C. Benjamin Axel, vice president, Axe] 
Brothers, Inc., has named Herbert Brooks 
advertising and sales promotion manager 
of the Columbia Diamond Ring Co. (Col. 
umbia is a division of Axel Brothers, Ine. 

Before coming to Columbia, Brooks, , 
marketing consultant was for the past three 
years with the Biow Agency and the ad. 
vertising department of the Bulova Watch 
Co. 


Telechron Inc. Appoints 
New Advertising Manager 


EDWIN C. PEASE 


Advertising 
Manager, 
Telechron, Inc. 





Appointment of Edwin C. Pease as ad- 
vertising manager of Telechron, Inc., has 
been announced by Russell T. Woodward, 
manager of marketing. In his new posi- 
tion, Pease will be responsible for the com- 
pany’s advertising on both industrial and 
consumer products. 


Appointed 
at Diamond 


Silversmiths, Ltd.f 


MURRAY L. SCHACTER 


Northeastern 
Sales Manager 





Murray L. Schacter has been appointed 
northeastern divisional sales manager for 
Diamond Silversmiths, Ltd., it was am 
nounced. 

Diamond Silversmiths manufactures stain 
less steel tableware. It is a wholly owned 
subsidiary of Ekco Products Co., house- 
wares maker. 
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HARRY CARSON 


N KELLIS 
- (Gruen Watch Co.) 


(Gruen Watch Co.) 

The appointment of two district sales 
managers for the Gruen Watch Co. was 
announced recently by President Benjamin 
S. Katz. Ben Kellis, with headquarters in 
Los Angeles, will direct Gruen sales in 
California, Oregon, Washington, Alaska 
and Hawaii; while Harry Carson, with 
headquarters in Denver, will have charge 
of sales in 18 midwestern and mountain 
states. 

Appointment of Mel Silver as a sales 
representative has been announced by N. 
G. Anitole, Vice President and Sales Man- 
ager of Ostby & Barton Co. 

Elmer J. Zenner has been named re- 
gional representative by Hamilton Beach 
Co., Division Scovill Mfg. Co., for south- 
ern Texas. Zenner’s headquarters are in 
Bellaire, Texas. 

Alvin H. Giewald has joined the sales 
staff of the Wyler Watch Agency, Inc. of 
New York, and will cover the states of 
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D. E. PERRY 
(Telechron, Inc.) 


ALVIN H. GIEWALD 
(Wyler Watch 
Agency, Inc.) 

Ben Schuler, according to an announce- 
ment by James W. Jennings, president of 

Quaker Silver Co., will represent the com- 

pany in the Eastern states. Schuler started 

on a trip through six states following the 

August convention in New York. 





BEN WALDMAN 
(Flex-Let Corp.) 
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BEN SCHULER 
(Quaker Silver Co.) 


ELMER J. ZENNER 
(Hamilton Beach Co.) 


MEL SILVER 

(Ostby & Barton) 
Minnesota and Wisconsin. 

Appointment of D. E. Perry as commer- 
cial engineer has been announced by Rus- 
sell T. Woodward, marketing manager of 
Telechron, Inc. 

Perry, a member of the Telechron Inc. 
organization since 1947, served one year 
as a sales engineer in the Industrial Divi- 
sion and two years selling clocks, motors 
and timers in southern California. 

Jules Hochman Sales Manager of the 
Flex-Let Corporation East Providence, 
R. I., announces the appointment of Hy 
Rose and Mitchell Winthrop to the Flex- 
Let sales staff. 

Rose will cover the State of Michigan 
and sections of Ohio and Indiana, while 
Winthrop will travel the states of South 
Carolina, Georgia, Alabama and Florida. 

He also announced the appointment of 
Ben Waldman to the staff. Waldman will 
cover the States of Oklahoma and Texas. 





MITCHELL WINTHROP 
(Flex-Let Corp.) 


HY ROSE 
(Flex-Let Corp.) 
N. Engel & Company, exclusive import- 

ers of Avalon and Meridian watches, wishes 
to announce that Samuel Newman, after 
10 years’ service with the U. S. Govern- 
ment, has returned as their Midwest sales 
representative. 


SAMUEL NEWMAN 
(N. Engel & Co.) 


‘New Haven, 





Two New Directors For Swank 


The election of a new vice president and 
two new members of the Board of Direc- 
tors was announced recently by J. Carlton 
Bagnall, president of Swank, Inc., manufac- 
turers of men’s jewelry, leather and other 
accessories. 


MARION E. 
PETTEGREW 





Chester G. Gifford, general sales man- 
ager, has been elected to a vice presidency 
and Marion E. Pettegrew, director of 
public and industrial relations, and Martin 
Wright, senior partner of Martin Wright 
and Associates, public relations counsel of 
Conn., have been named 
directors. 

Gifford came to Swank two years ago 
from Schick, Inc., where he had _ been 
Eastern Sales Manager. 


MARTIN WRIGHT 





Pettegrew has been director of Public 
and Industrial Relations since December, 
1948, coming to Swank from Ethyl Corpora- 
tion where he was in the industrial rela- 
tions department. 

Wright has served as public relations 
counsel for Swank for the past four years. 


Apex Combines Companies 


George M. Carson, president of Apex 
Specialties Co., 11 W. 42nd St., New York, 
and Inlaid Optical Corp. of Providence, 
announced that these companies will be 
known as Apex Optical Corp., with execu- 
tive offices and factory at 1058 Broad St., 
Providence, R. I. 

It was also announced in July that Apex 
had purchased Remington Products Co., 
Milwaukee, Wis., manufacturers of Reming- 
ton Hand and Stand Magnifiers, and the 
EzyRede Magnifier Division of Continental 
Optical Corp., Indianapolis, Ind. 

With the addition of the new facilities 
and equipment, Apex becomes one of the 
larger manufacturers of magnifiers, sun 
glasses and specialized optical products. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 


“Help Wanted’’—*“‘Lines Wanted” and “Side 
Lines” —regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regalar type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of r mmendations 





Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 
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Situations Wanted 





DESIGNER: experienced in fine novelty 
jewelry, knowledge typing, desires po- 
sition. Address: “N., 327,” care J C-K. 





BOOKKEEPER, full _ charge; payroll, 
taxes: knowledge of typing and ste- 
nography. Address “V., 429,” care J C-K. 


—— 





YOUNG man; two years’ experience in 
engraving monograms and letters, wishes 
position to finish trade. Address “B., 
441,” care J C-K. 





WATCHMAKER;:; age 55; married; thor- 
oughly experienced in retail store; seeks 
steady position. Address “V., 407,” care 
J C-K. 





ALL around platinum and gold jewelry 
mechanic, desires connection with firm 
in California. Address “P., 403,” care 





JEWELER, stone setter and engraver; 
over 30 years’ experience; best refer- 
ences; East preferred. Address “C., 
368,’ care J C-K. 





YOUNG man, 29, three years’ experience 
retail field; presently employed, desires 
position with diamond house; best ref- 
erences. Address “V., 419,’ care J C-K. 








WATCHMAKER; capable and depend- 
able gentleman; will go anywhere for 
good, permanent position. Address “H., 
249,”’ care J C-K. 








EXPERIENCED watchmaker: conscien- 
tious and efficient mechanic: available 
for retail store in Midwest area. Ad- 
dress “‘F., 248,’ care J C-K. 








DEPENDABLE and honest watchmaker: 
50 years of age; married: desires po- 
sition New York State or New York 
City. Address ‘“‘A., 251,” care J C-K. 








TOP grade watchmaker for all types of 
work; experienced all kinds of chrono- 
graphs and timers; available September 
1. Address “*T., 4904,” care J C-K. 





TOOL, die work; position wanted for jew- 
elry and allied lines, skillfully done; 30 
years’ experience. Eugene O. Raisch, 
— Barrington, Mass. P. O. State 
uine. 





YOUNG woman, experienced as. order- 
stock-repair clerk; also take full charge 
of gold office with manufacturer or 
wholesaler. Address “V., 344,’ care 

C-K. 





DESIGNER; young woman; good edu- 
catiecn; experience with leading com- 
panies in New York; desires position 
with well established firm. Address “V., 
342,”’ care J C-K. 





JEWELRY sales; precious jewelry only: 
young woman, excellent estimating 
watch repairs, sales, sterling and flat- 
ware; “real girl Friday.’’ Address “F., 
309,’ care J C-K. 





SILVER specialist; young man with 15 
years’ experience in silver, flatware, 
hollowware, wants connection with 
established firm, new department. Ad- 
dress ‘‘R., 384,’’ care J C-K. 





YOUNG lady; attractive personality, 
wishes general office position, with dia- 
mond concern; over five years’ experi- 
ence; excellent reference. Address “‘W., 
343,” care J C-K. 





VETERAN; 32; married; trustworthy, 
conscientious; attending watch repair- 
ing school, desires apprenticeship in 
any field of jewelry industry; New York 
preferred. Address “C., 349,” care J C-K. 





DIAMOND expert; 18 years’ experience; 
presently employed in New York, would 
like to move Midwest or South; experi- 
enced as buyer, sales manager and ap- 
praiser. Address “‘C. E. 353,”’ care J C-K. 





‘“WATCHMAKER: desires position: five 


years’ experience; Bowman graduate: 
age 32; married; draft exempt: have 
tools: best references. Robert Benson, 
131 N. 10th St., Reading, Pa. 





WATCHMAKER, Jr.; married: clock and 
jewelry repairman; W.P.H.I. graduate: 
over five years’ experience; Eastern or 
Northeastern area preferred:  refer- 
ences. Address “D., 393,” care J C-K. 





JEWELRY repairman, setter: two and 
one half years jewelry training schools: 
one year actual shop experience; 35; 
married; steady employment desired. 
Address “C., 392,” care J C-K. 








DIAMOND assorter; experienced; refer- 
ences from large firms; ambitious, 
adaptable; will sell; desires employment 
with reputable diamond or ring con- 
cern. Address ‘‘A,, 390,” care J C-K. 





ENGRAVER: qualified to meet require- 
ments of high calibre organization; 35 
years’ diversified experience in all 
branches; available October 1. Address 
‘“H., 351,” care J C-K. 





SALESLADY; 10 years’ experience in re- 
tail jewelry store; knowledge typing and 
bookkeeping; college background; ex- 
cellent references; any location con- 

sidered. Address “E., 394,’ care J C-K. 











JEWELER; about 10 years’ experien 
on platinum, gold; can do light special 
orders and repairing; wishes positioy 
anywhere; moderate salary. Addre : 
“J., 250,” care J C-K. mi 








—- tradi. 
ENGRAVER; first class ; experienced both 
retail and trade; can also sell, set 
stones, and repair jewelry ; young man 
desiring permanent position. Addresc 
“S., 333,” care J C-K. 7 








_ Ss 


WATCHMAKER;; skillful mechanic: 49 
years’ experience with best American 
jewelers ; competent on all makes of fine 
watches; best of tools and references 
Address “W., 274,” care J C-K. , 








WATCHMAKER, wants permanent pogj- 
tion; have Indiana and Iowa licenses: 
best references; 25 years’ experience: 
$60 per week. Address “D., 220,” care 
J C-K. 








DESIGNER; student finishing the course 
in designing; also willing to do some 
office or benchwork. Jewelry Designing 
Art School, 217-01 Corbett Rd., Bay- 
side, a Be 








A-1 watchmaker available; 12 years’ ex- 
perience ; dependable and efficient 
worker; seeking steady full time em- 
ployment in retail store. Address “D,, 
247,’ care J C-K. 





- ee 


FORCEFUL salesman; 44; = available 
reputable time payment store; success- 
ful, intensified experience diamonds, 
watches, etc.: very finest reference: 
communicate now. Address “A., 439,” 
are J C-K. 





WATCHMAKER;:; fully experienced in re- 
pairing, selling and estimating: now 
employed, but must change climate be- 
cause of wife’s health: age 32: sober 
and reliable. Address “N., 335,” care 
J C-K. 





YOUNG man; five years’ experience Fifth 
Ave., New York retail store; interested 
in position as salesman or office work 
for precious stone house, with oppor- 
tunity for selling. Address ‘“H., 310,” 
care J C-K. 





EXCELLENT salesman, manager; 16 
years’ cash, credit, diamonds, watches, 
appliances, silverware, etc.; 38, mar- 
ried ; promotional minded, desires retail 
or wholesale connections. Address “B., 
438,’ care J C-K. 


———_ | 





RETAIL salesman; 36; 23 years’ experi- 
ence; thorough knowledge jewelry busi- 
ness; cash, credit, detail man; depend- 
able, industrious; desires change better 
—e Address ‘“S., 193,’ care 
J C-K. 








YOUNG executive; capable; thoroughly 
experienced for watch importer, or 
wholesaler, supervise watch production, 
billing, shipping, office force, purchas- 
ing, inside sales. Address “P., 417,” care 
J C-K. 





EXECUTIVE type, young, personable; 
A-1 watchmaker, with best reference, 
wants position ; will also invest in whole- 
sale or retail business in New York 
City or vicinity. Address “S., 426,” care 
J C-K. 








TOPFLIGHT jewelry man; now available 
for Baltimore or Washington ; complete 
knowledge of installment jewelry busi- 
ness, buying, merchandising, credits, 
collections and sales promotion. Address 

“E., 308,’ care J C-K. 
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SITUATIONS WANTED—Continued 








COMPETENT watchmaker ; 20 years’ ex- 
erience with fine stores; manage de- 
partment or benchwork ; excellent ref- 
erences ; age 42; desires change ; South 
$100 per week. Address “‘K., 378,” care 
J C-K. 








WANT to retire, relinquish active man- 
agement of your store, take time out: 
young man, aggressive, wants oppor- 
tunity to take over while you rest, with 
option to buy; salary and commission. 
Address “‘S., 385,’ care J C-K. 








WATCHMAKER; American and Euro- 
pean experience, desires position In or 
near New York City; chronographs a 
specialty. Write, Suster, care Gross, 23 
Washington Ave., Clifton, N. J., or call 
Prescott 9-3051. 








DIAMOND expert; a gentleman of good 
character and ability, desires employ- 
ment with an_ established, reputable 
firm: steady employment most impor- 
tant; salary $5000. Address “J., 4872,” 
eare J C-K. 





POSITION wanted; set fine platinum, any 
type, also gold; fast at it; manufacture 
gold jewelry and some platinum; design, 
plate, enamel, chase, carve; repair 
everything in the jewelry business. Ad- 
dress “M., 381,” care J C-K. 








SALESMAN; 28; presently employed; 10 
years’ experience with leading platinum 
diamond jewelry manufacturer; seeks 
permanent position with future; East- 
ern Seaboard preferred, but not es- 
sential. Address “F., 318,’ care J C-K. 








BUYER-manager-salesman. with retail 
credit store experience, wishes oppor- 
tunity to increase your jewelry sales, 
on salary bonus setup; Eastern Sea- 
board preferred. Address “D., 280,” 
care J C-K. 





SALESMAN ; retail; thorough; 25 years’ 
experience catering to the better class 
of trade, desires permanent position 
with reputable concern; capable of 
furnishing excellent references. Ad- 
dress “M., 416,’ care J C-K. 








EXPERIENCED watchmaker, engraver 
and jewelry repairman, wants perma- 
nent position in private owned store in 
New York or Pennsylvania town, with 
population under 30,000; ean furnish 
reference. Address “R., 332,” care J C-K. 


a 





WATCHMAKER, engraver; alert, with 
proven ability; qualifications, both fac- 
tory, store and business; desires con- 
nection with high grade concern; avail- 
able now; go anywhere. Address “A., 
242,” care J C-K. 





WANTED; position as foreman; 30 
years’ experience in all branches of the 
jewelry business, and general shop 
practices; will furnish character and 
ability references. Address “J., 260,” 
care J C-K. 








FIRST class watchmaker; 25 years’ ex- 
perience; clean habits; competent to 
meet people; salary or commission : own 
all tools and good stock of material: 
do only first class work: desires per- 
manent position. Address “F., 447,” 
care J C-K. 


MANAGER; top notch salesman, with 27 
years’ experience in all phases of op- 
eration; credits, display and buying; 
promotion minded and can furnish ex- 
cellent references; married man, 43 
years old, and desires permanent posi- 
tion. Address “‘L., 400,” care J C-K. 





SALESMAN; age 41, married; experi- 
enced in diamonds, pearls, precious 
stones; eight years’ sales representative 
and wholesaler in Europe; eight years’ 
jewelry retailer South America; open 
for any responsible position; references. 
Address “S., 355,” care J C-K. 





MANAGER-salesman; 45 years old; mar- 
ried; 25 years’ experience retail jewelry 
operations ; thorough Knowledge _ of 
checking credits, collections, buying, 
selling, window trimming, etc.; depend- 
able, operated own business for 15 
years. Address “N., 402,” care J C-K. 





DOES your credit jewelry business need 
new strength and pep for the critical 
period ahead; top level, aggressive ex- 
ecutive, can supply it; now employed, 
but will change for real proposition 
with earnings or participation. Address 
“P., 383,” care J C-K. 





SALES manager; midwestern wholesaler 
has opening for man of proven ability 
in this field; must have executive abil- 
ity, as well as top sales ability, and be 
willing to work in the field training our 
men; all information strictly confiden- 
tial. Address “F., 395,” care J C-K. 





ENGRAVER; expert of 25 years’ experi- 
ence, desires position in high class store 
or shop only; can easily handle the re- 
quirements of any high class store in 
monogram work and lettering of any 
description, on gold or silver; A-1 ref- 
erence. Address ‘‘Hand 359,” care J C-K. 








WATCHMAKER; experienced all types 
watches; do good clean work, also ring 
sizing ; would like job in first class store 
or lease repair department; now work- 
ing in one of the finest stores on the 
Gulf Coast; would prefer dryer climate; 
age 38: married; good health. Address 
P. O. Box 422, Galveston, Texas. 





JEWELER; first class in platinum and 
gold at present employed creating 
models, also capable of doing top quality 
diamond setting; will consider position 
or partnership or other connections; 
references from the best manufacturers 
in New York City for the last 30 years. 
Address “K., 379,” care J C-K. 





BUYER, merchandiser, supervisor; dia- 
monds, watches, silverware, all jewelry, 
associated lines; experienced every 
phase retailing, management: extensive 
background, brilliant record with na- 
tionally Known volume chain and de- 
partment stores. Charles Hynes, 524 N. 
Marengo, Pasadena, Calif. 





SALESMAN-manager; 20 years’ experi- 
ence; married; fully competent in all 
phases of retail credit jewelry business ; 
thorough Knowledge of diamonds and 
watches; now employed but wishes to 
make change; Los Angeles or vicinity. 
Address “T., 334,’ care J C-K, 2412 W. 
7th St., Los Angeles 5, Calif. 





WATCHMAKER:;: age 39; also expert in 
ring sizing and jewelry repairs; now 
permanently employed, desires position 
in town not over 100,000 population in 
central or southwestern part of country ; 
family man; sober; conscientious; 15 
years’ experience; references furnished. 
Address “C., 442,’ care J C-K. 





EXECUTIVE-salesman, with 15 years’ ex- 
perience in retail jewelry business, wants 
place in progressive organization ; com- 
plete background and experience in 
managing, buying, selling, advertising, 
credit analysis; salary open; will be in- 
terested in Chicago, Milwaukee or sur- 
rounding areas. Address “J., 352,” care 
é Cok. 


WATCHMAKEER;; seif employed ; complete 
set of tools including Watchmaster; ex- 
cellent worker with good experience, 
has to make a change; will listen to 
any proposition; promotion minded and 
would prefer to manage a repair depart- 
ment: lives in New York City and will 
soon be married. Address “Y., 4190,” 
pare J C-K. 





WATCHMAKER: Master; 17 years’ ex- 
perience, Elgin trained; age 38; mar- 
ried; four years present position; must 
move to lower climate for family’s 
health: can furnish materials, timing 
machine: best references; salary or 
commission; available on reasonable 
notice to present employer. Address 
Boyer, 235 Cureton St., Greenville, 5S. C. 











WATCHMAKER;; 48 years old; married ; 
due to closing of our Muskegon store, I 
am able to accept a position with a 
reliable store; have own material and 
Watchmaster; 10 years in last store; 
will lease or buy repair department, or 
small store, or work on salary. For 
more information write, Jack Rogers, 
123 Livingston, Whitehall, Mich. 





MANAGER or salesman ; 33 ; married ; five 
years’ experience managing jewelry 
store; honest and dependable; presently 
employed; excellent knowledge of mer- 
chandise, diamonds; soon _ eligible for 
registered jeweler, certified gemologist 
titles: desires position with reputable 
firm New York area. Address “P., 423,” 


r 


care J C-K. 





SALESMAN: experienced and capable in 
retail selling, desires position in good 
store where ability and conscientious 
application are appreciated ; thoroughly 
familiar with all departments of retail 
store; no preference on location; will 
go to any city. Address Circular 198, 
Room 1415, Heyworth Building, Chi- 
cago 2. 





BUSINESS man, watchmaker, sales- 
man, age 36, married; 18 years in 
own business, 10 at bench; selling 
business to return East to live; will 
permanently join reliable indepen- 
dent jeweler in need of valuable 
man; personality, appearance, abil- 
ity assured, Write, William E. Mil- 
ler, 512-B Orange Ave., Long Beach, 
Calif. 





FIRST class watchmaker; close rater on 
railroad work and all watches; capable 
of taking full charge of watch depart- 
ment, or store and estimating ; 30 years’ 
experience ; with present employer eight 
years; desires to make change for per- 
sonal reasons; would like to get in 
touch with someone who appreciates 
first class work. Address “H., 321,” care 
J C-K 





SALESMAN or manager ; thorough Knowl- 
edge of diamonds, jewelry and watches ; 
20 years’ experience with New York’s 
best retail jewelers; can also estimate 
on remodeling, repairs, etc.; good per- 
sonality, neat appearance; excellent ref- 
erences; desires permanent position ; 
salary commensurate with ability and 
past experience. Address “R., 404,” care 
J C-K 
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SITUATIONS WANTED—Continued 








WATCHMAKER; estimator, salesman; 
capable, seasoned; salary, commission 
or concession in jewelry or department 
store; competent to promote sales and/ 
or repairs; background includes college 
training in business administration; a 
conscientious reliable man for a respon- 
sible position. Address Circular 200, 
Room 1415, Heyworth Building, Chi- 
cago 2. 





STORE manager; do you wish to open a 
branch store, retire, or take it easy; I 
can be of service to you; I am 50 years 
of age, married with 25 years’ experi- 
ence in jewelry store; I do light jewelry 
repair, repair all types of watches; I 
am at present employed, but wish to 
make a change; am only interested in 
a permanent position with a high-type 
firm. Address “T., 386,’ care J C-K. 





INEFFICIENCY in your organization 
eats up profits; executive, 30, trou- 
bleshooter, presently employed by 
AA3I1 ring manufacturer; many 
years’ diversified experience in dia- 
mond industry; desires new con- 
nection offering broader opportun- 
ities; present salary, $5,000. Ad- 
dress “B., 348,” care J C-K. 





WATCHMAKER: desires position as as- 


sistant manager, watch repair estimator 
and salesman, in large, fine jewelry 
store or chain of reliable stores; posi- 
tion must be permanent with a future; 
34 years old; married; two children; 
neat, efficient and sober; accustomed to 
responsibility: have had 15 years’ all 
around jewelry store experience; will 
be available October 15. Address “J., 
325,”" care J C-K. 





SALES-manager; young man, 39, single; 
15 years’ retail credit jewelry, thorough- 
ly experienced in all phases and angles 
of the business, seeks permanent con- 
nection with progressive, promotional- 
minded, fast-track organization; also 
thoroughly familiar with sales of men’s 
clothing, house furnishings, major and 
minor electrical appliances; available 
at once ; excellent references; salary and 
ee Address “D., 369,” care 





WATCHMAKER:;; 25 years’ exerience, now 


employed as head watchmaker and man- 
ager of watch repair department of a 
large and old established firm, desires 
to make a change; I repair chrono- 
graphs, repeaters, timers, and all other 
complicated watches; do ring sizing, 
and light jewelry repairing; take in 
special order work, give estimates; ex- 
perienced in all phases of the retail 
jewelry business ; certified by the United 
Horological Association of America: 
sober and dependable; best of references. 
Address ‘“T., 341,’ care J C-K. 








Lines Wanted 





PACIFIC Coast salesman desires factory 


line of gold rings; years of selling: best 
references; commission basis. Address 
“C., 4483,” care J C-K. 








WANTED; factory jewelry, novelties and 


silver lines; well known to jobbers, re- 
tailers, army and navy camps. Address 
“P., 336,” care J C-K. 





SALESMAN; with downtown office, good 


following in Chicago and midwest, wants 
line cultured pearls, necklaces and jew- 
elry. Address “Y., 241,’ care J C-K. 





WHOLESALER seeks fine line of 14K 


crosses, lockets, 14K finely designed 
and constructed pins and _ earrings, 
bracelets; full information. Address ‘“‘J., 
413,” care J C-K. 





SALESMAN; good following wholesale 


jewelers, premium jobbers New York 
and eastern territory, desires connec- 
tion progressive manufacturer. Address 
“P,, 424,” care J C-K. 





ENERGETIC and reliable jewelry sales- 


man, for 30 years with good following on 
Fifth Ave. and the best stores in New 
York and Boston, seeks a good gold 
line. Address “‘N., 422,’ care J C-K. 





SALESMAN; loose diamonds; travel- 


ing, with large following, wants to 
represent diamond house; finest 
references. Address *“*T., 406,” care 


J C-K. 





SALESMAN, wishes to connect with repu- 


table manufacturer of 14K goods, fine 
pins, earrings or any other quality 14K 
line for the better jeweler: able repre- 
sentation covering New York State, 
Pennsylvania and New England. Ad- 
dress “G., 412,” care J C-K. 





MANUFACTURERS, jobbers; salesman 


with Chicago showroom and following 
will represent you in Chicago and out- 
lying area; prefer watch attachments, 
novelty clocks, lighters, pearls; gold 
and platinum novelty lines—and pro- 
motional lines of merit. Address Cir- 
cular 199, Room 1415, Heyworth Build- 
ing, Chicago 2. 





MANUFACTURERS’ attention; lines 


wanted for Fall trip; ace traveling 
representative known solid in the 
East, open for gold, platinum, nov- 
elty lines; can use a good watch 
line, promotion lines; have personal 
contacts with all buyers of jobbers, 
chain stores, large users; Eastern 
territory ; commission basis. Address 


“S., 67,”’ care J C-K. 








JOBBING items wanted; well known sta- 


tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
wo stores. Address “H., 2006,’ care 





Side Lines 





SALESMAN: for South and Southwest; 


sterling silver hollowware and novelties ; 
line established in territory. Currier & 
ae § Inc., 151 W. 19th St., New York, 


N. 








WHOLESALE silver salesmen, to _ sell 
popularly priced silver plated bar sets 
to silver buyers in department and jew- 
elry stores; 10% commission. Address 
“C., 304,” care J C-K. 





SALESMAN for Pacific Coast; line of 10K 
and 14K neck chains, Waldemars ke 
chains and sport chains, to the jobbing 
trade; commission. Address “J. 3778 
care J C-K. ! 





——————______ 


SALESMEN ; to install new businegg jp. 
vention in jewelry stores, on free tria] 
to sell itself; four $15 sales daily Day 
$200 weekly. Write, Creditors Assogig. 
tion, 1477 Ridgeway Rd., Dayton, Ohio, 





tt arias 


SALESMEN ; to carry for New York map. 
ufacturer, fine line platinum and 14K 
gold boxed bracelets and watch attach. 
ments, for out-of-town; all territories 
open. Address “E., 370,” care J C-K. 





| 


SALESMAN wanted, to carry side line 
of fine leather watch straps; sold to 
jobbers only; territory open, West 
and Middle West; give reference, 
Address *S., 405,” care J C-K, 








SOME territory now open; one of the 
country’s largest lines of gold and silver 
rings; interested only in salesman with 
ability, experience and traveling by ear. 
Address ‘‘A., 302,’ care J C-K. 





-—_———_.. 


SALESMEN;; for sterling identification 
bracelets; outstanding line; na. 
tionally known and advertised; must 
have following. Address “A., 363,” 
eare J C-K. 





—— --——.— 


WANTED; side line salesmen for estab- 
lished costume jewelry manufacturer; 
we also job over 250 name brand lines 
and can supply every type of side line 
watches, bands, novelties, rings, etc; 
state your business. Address “R., 8,” 
care J C-K. 





SALESMAN wanted; to carry side line 
of established manufacturer’s line of 
ladies’ popular priced gold and platinum 
ring mountings, not to conflict with our 
line; on commission basis only, to job- 
bers throughout the Eastern territory, 
as far as the midwest. Address “M.,, 
401,” care J C-K. 





TOP-FLIGHT representatives; wanted 


by well rated manufacturer of brand 
new, ultra smart, gold plated nov- 
elties; commission; we have abso- 
lutely the best; we want no one but 
the best. In reply state all details 
to, Box 66, Triborough Station, New 
York 35, N. Y. 


— | 





SALESMAN, with established following 


among retail jewelers in Northwest, 
wanted by manufacturer of nationally 
advertised pearl line; attractively boxed 
and priced; give detailed information as 
to experience and following, etc.; com- 
mission; protected territory. Address 
“A., 4426,’ care J C-K 





MANUFACTURER of 14K gold ear- 











rings, cameo pins and earrings, also 
beautiful line of sterling and gold 
filled rosaries, seeks two travel- 
ing salesmen, one for Chicago and 
Mid-West, one for San Francisco 
and the West Coast, who have an 
excellent retail and department 
store following, to carry our line, 48 
side line, on commission basis; ag- 
gressive men should better their 
road expenses. Address “A., 346,” 
care J C-K. 


dl 
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SIDE LINES—Continued 








ESTABLISHED manufacturer re- 
quires, at once, four commission 
salesmen for entirely new gold filled 
costume jewelry line, ready August 
1, in low, medium and higher priced 
brackets, to introduce direct to 
larger jewelers and department 
stores in Mid-west, West Coast and 
Southwest territories; want men 
with excellent trade following; no 
objection to carrying allied, but 
non-competitive lines. Address ‘“‘H., 


394,” care J C-K. 


EAE TELL, BE LEE, 
Help Wanted 











WANTED, A-1 jeweler, who can repair 
and set stones. Address ‘“‘V., 1461,” care 


J C-K. 





WANTED, two A-1 watchmakers ; Ae: 


centage basis only. Address “T., 1460,” 
care J C-K. 





ew 


ENGRAVER: with experience, for steady 
employment in retail jewelry store near 
Boston. Address “A., 17,” care J C-K. 








JEWELER; on engraving and carving; 
give information in detail. Address “Q., 
375,”’ care J C-K. 





JEWELER; A-1 jeweler for special order 
work. ard general repairs. Write full de- 
tails to, ‘““E., 445,’ care J C-K. 





JEWELER; who is capable of taking 
charge of a small shop; fine opportunity 
for a capable man. Address “G., 376,” 
care J C-K. 








JEWELER; on platinum and gold; $2 per 
hour and bonus; fine place to work; 
give information in detail. Address “V., 
374,” care J C-K. 





ENGRAVER;; skilled ; must do good, clean 
work, percentage basis. Jewelers En- 
graving Co., Room 711, 220 W. Fifth 
St., Los Angeles 13, Calif. 


a 





WANTED; experienced jewelry repair 
man’ one capable of doing light special 
order work; by Washington, D. C. firm. 
Address “T., 356,” care J C-K. 


a 





WANTED: watchmaker, who can do some 
jewelry repairing; state age, experience, 
references, salary expected in first let- 
ter. Gardenhire’s Jewelry Store, Fayette- 
Ville, Ark. 


a 





SALESMAN wanted; to sell window dis- 
play fixtures, who is interested in a 
partnership; well established firm in 
roe City. Address “R., 425,’’ care 








DIAMOND house; has opening for young 
man with experience in diamond office; 
g00d chance to become salesman to re- 
tail jewelers ; in Metropolitan New York. 

Address “G., 396,” care J C-K. 





THREE salesmen, experienced, for soutn- 
ern, northwestern, middle eastern ter- 
ritory ; established over 40 years; com- 
plete line. Spear & Susskind Co., Provi- 
dence, R. 





RETAIL jewelry salesman and capable 
window trimmer, for modern credit 
jewelry store in Southern Ohio; write 
giving age and experience; confidential. 
Address “H., 373,” care J C-K. 





PERMANENT position retail store; good 
working conditions; please state ex- 
perience, ability, references and salary 
in first letter. Adam H. Bolender, 313 
W. State St., Box 214, Rockford, Ill. 





JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week ; 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 





SALESMAN; with retail following in 
North Carolina, to handle nationally ad- 
vertised lines of jewelry, watches, at- 
tachments; drawing against commis- 
sions. Address “N., 330,” care J C-K. 





SALESMEN; retail and department store 
following, West Coast and Middle West; 
fast moving, solid gold line brings high 
commissions; side line O.K. Morris 
Kaysen Co., 740 Sansom St., Philadel- 
phia, Pa. 





RETAIL jewelry salesman; fine midwest- 
ern store is interested in a top salesman 
for diamond and watch departments; 
must qualify as A-1 man; finest salary 
and working conditions. Rost Jewelry 
Co., Indianapolis, Ind. 





WANTED; jewelry repairman and dia- 
mond setter; permanent position; good 
working conditions; in old established 
firm; in Middle West; also capable of 
running repair shop. Address “G., 448,” 
care J C-K. 





SALESMAN; costume jewelry, with fol- 
lowing in southern states; fast selling 
line of popular’ priced promotional 
items; liberal drawing account offered 
right man. Write, Edward Salzberg, 724 
9th St., Washington, D. C. 


SALESMAN wanted, for the Middle 
West and the South, to carry a most 
outstanding line of ladies’ 14K gold 
jewelry, set with genuine zircons 
and other semi-precious stones. Ad- 


dress “N., 382,” care J C-K. 





SALESMEN; with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced ; 
commission basis; write references. Ad- 
dress “A., 2256,” care J C-K. 








FIRST class watchmaker, with long ex- 
perience, who can do jewelry and clocks; 
permanent position to the right man; 
store air conditioned; on the Gulf of 
eae S. I. Echelbarger, Fort Myers, 

a 





YOUNG man, with a pleasing personality 
and dependable, who has executive abil- 
ity ; one who is a good watchmaker and 
would like to work up to managing or 
owning store in a small city. Address, 
R. E. Brigham, Jeweler, Oneonta, N. Y. 





CAN use reliable man to sell loose and 
mounted diamonds, South and Middle 
West: prefer one who now carries a 
mounting or stone set ring line; inter- 
esting proposition if you qualify. Ad- 
dress “‘D., 306,” care J C-K. 





STONE setter and engraver, capable of 
jewelry repair; this is a permanent po- 
sition for a good, conscientious work- 
man; state salary required, and quali- 
fications in the first letter. Miller’s 
Jewelry, Bozeman, Mont. 





WANTED; experienced manager for 
large retail credit jewelry store in 
Indianapolis, Ind.; knowledge of all 
phases of business essential; salary 
and percentage basis for right man. 


Address “G., 320,”’ care J C-K. 





SALES representative wanted; manufac- 
turer sterling hollowware desires sales- 
man fallowing, department, jewelry, 
chain Sl«ires, combinations mahogany, 
crysta <terling; protected territories; 
commission. Address “A., 437,” care 
J C-K. 





EXCEPTIONAL opportunity; nationally 
known diamond ring house wants sales- 
man with established following in retail 
jewelry stores; must have car; liberal 
drawing against commission; all infor- 
mation kept in strict confidence. Ad- 
dress “K., 414,” care J C-K. 





SALESMEN ; experienced, to sell the most 
startling and beautiful line of gold-filled 
and rhinestone jewelry, boxed and priced 
right, to cash and credit jewelers, de- 
partment stores, etc. ; commission basis ; 
state territory, experience. Address “W., 
432,” care J C-K. 





EXPERIENCED watchmaker wanted ; top 
quality A-l watchmaker wanted for 
permanent position, with reliable firm 
of 35 years standing; must also have 
experience in clock work. Carl Rose 
Jewelry Store, 826 Calhoun St., Fort 
Wayne, Ind. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C, Admiral & 
Tracy, Kansas City 6, Mo. 





MANAGER; unusual opportunity for 
aggressive manager of a credit jewelry 
store, in Pittsburgh ; must have thorough 
knowledge of promotions, window trim- 
ming, credits; write stating experience, 
age, salary desired; enclose recent 
photo; salary open. Address “B., 313,” 
care J C-K. 





CHICAGO salesman wanted, by well 
known manufacturer, to call on better 
retail and wholesale stores, with a fine 
line of 14K bracelet watch cases; man 
with following only need apply; can 
have side lines; it is easily possible to 
earn $7,000-$10,000 in yearly commis- 
sions. Address “Y., 435,” care J C-K. 





SALESMAN: with established following, 
wanted by manufacturer of fine 14K 
antique reproduction jewelry, consisting 
of wedding bands, earrings, brooches, 
bracelets; Midwest, Southern territories 
open: no objection to side line; com- 
—_— basis. Address “G., 311,” care 
J C-K. 
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STERLING hollowware line available SMALL jewelry store in southeastern Ohio 
for Texas, Oklahoma, due to reorganiza- city of 35,000 population; best corner 
tion of territories; only top flight man location with five year lease, at $150 
wanted who resides in territory and cur- 
rently is selling department and jew- 
elry store buyers; we have quite a few 
established customers in the territory (Ea 
and are seeking man who can cover area —————<ith 
intensively to broaden our coverage ; MODERN jewelry store, for sale, in upper 
furnish complete details; commission Manhattan, New York; established 9 
basis. Address “‘B., 303,’’ care J C-K. years; city project nearby completed: 

excellent opportunity for credit busi- 
ness; immediate occupancy. For infor. 

mation address, “‘H., 397,” care J C-k. 

LOOSE diamond salesman, wanted by ———— 
leading diamond importer and man- FLORIDA; being physically handicappeg 
ufacturer; cover St. Louis, Minne- recently, I am forced to sell my estab. 

° . P lished jewelry business ; if you are a 
apolis, Chicago, Detroit, Cleveland watchmaker and interested in a gmalj 
h i ant cities in those business; with a good steady income, 

and other ey eer ss this is your opportunity. Address “gs. 

—. areas; must be high type salesman 339.” care J C-K. 

with a following; diamond experi- ae Orel 

ence not necessary but must know 

jewelers in this territory intimately ; 

liberal compensation with excellent 

opportunities for monetary increases 
based on volume; state complete 
background in complete confidence; 
we will not contact any one you may 
mention in your reply until we in- 
terview you and secure your con- 
sent; our entire staff knows about 
this ad. Address “W., 450,” cave 
J C-K. 


(Continued from page 283) 





per month rent; approximately $15 N00 
for stock and fixtures. Address “4 
312,” care J C-K. * 





HELP WANTED—Continued 








REPRESENTATIVE for New England 
and New York state; have estab- 
lished accounts and well known 
throughout this territory and entire 
country; substantial diamond and 
colored stone ring line for delivery; 
all replies confidential. Address 


“L., 232.” care J C-K. 

















ey 





WATCHMAKERS; we have several open- 
ings in our Toledo shop for watch- 
makers who can later be placed in per- 
manent positions in many large cities 
throughout the country; state age, ex- 
perience and salary expected. People’s 
Watch Repair Co., 120 Summit St., To- 
ledo, Ohio. 


FORCED to retire; due to ill health ang 
doctor’s orders; established over 49 
years; 50 miles from New York City, 
in New Jersey; lease rights, modern 
fixtures and good will, must be sold at 
once: no reasonable offer refused. Aq- 
dress “V., 387,” care J C-K. 

















BEDFORD, VA.; “The World’s Best 
Little Town”; established jewelry 
business, 20 years old, 100% loca. 
tion; furniture and fixtures $2,500; 
stock, materials and Watchmaster 
at cost; owner retiring. Write, A. B, 


Claytor, Box 144, Bedford, Va. 


SALESMAN wanted; retail jewelry fol- 
lowing in Michigan, Wisconsin, Indi- 
ana, Illinois, Iowa; to call on estab- 
lished trade and open new accounts: 
line of jewelry and watchmakers’ and 
jewelers’ supplies; no objection to non- 
conflicting lines; very liberal commis- 
sion. Charles Dvorkin & Co., 5 S. Wa- 
bash, Chicago 3, III. 





For Sale 


Stores, Stocks and Businesses 





SMALL, modern jewelry store in the fast- 
est growing town in Florida; Elgin, 
Bulova and Sheaffer franchises; four 
active plants and one being built: large 
payroll; stock, fixtures, material, Watch- 
master and business, with lease at $36 
per month; in good location; $7000 
cash. Address “K., 326,’ care J C-K. 





MANUFACTURER'S representatives want- 
ed; old established silver plated hollow- 
ware line; top flight salesmen, unusual 
opportunity ; reply stating territory cov- 





JEWELRY and repair store; nationally 
ered, references and previous experi- advertised brands; established 30 years 


. ; : Brooklyn, N. Y.; must sell due to ill- a store in Pacific northwest: 
std hogy gs eae <n f was tee eet, good opportunity. Address “L., eg BR my a store you will be 
stantial income. Address “G., 372,” care 380," care J C-K. proud to own; am in Army Reserves; 
J C-K. this is not a run down store, but a 
business that shows increasing sales; 
$30,000; no dealers or auctioneers need 
reply; I want a good man to own this 
store. Address ‘“‘D., 444,’ care J C-K. 











JEWELRY engraving shop; large Florida 
city ; $3500 cash; $5000 yearly income; 
only shop doing finest work for best 
houses; established business 15 years. 
Address “Y., 451,” care J C-K. 


WANTED; experienced jewelry man who 
knows jewelry business from A to Z: 
must understand chain store operation 
with all its detail work, window trim- 
ming, advertising, credit, and business 
promotion; no other man need apply; 
position in North Carolina, with per- 
manent future for the right man. Ad- 
dress “B., 366,” care J C-K. 





FIRST class store; 100% location; can 
be bought with or without inventory and 
accounts; good lease, new fixtures, air 
conditioned; in fast growing, prosper- 
ous Northeast Ohio city of 30,000 popu- 
lation; will consider selling one-half 
interest to capable person. Address “W., 
420,” care J C-K. 





FOR SALE; new, modern jewelry 
store; very fast growing town, 50 
miles from New York; priced for 
immediate sale; forced by illness. 


Address “‘P., 331,”’ care J C-K. 








TWO, jewelry stores, located within 75 
miles of each other, both in large Cities 
in Alabama; modern, fully equipped, 
100% locations, can be bought together 
or separately ; must be sold due to other 
interests; wonderful opportunity for 
live wire operator or credit chain addi- 
tions. Address “R., 66,’’ care J C-K. 


WATCH and jewelry repair business in 
Philadelphia, Pa.; nice store on a main 
business street, with small_ stock of 
jewelry, show cases, safe, cash register, 
crystal cabinet, etc.; reasonable rent; 
good neighborhood trade; excellent op- 
portunity for a watchmaker; same 
owner for 14 years; leaving city; sacfi- 
fice. Address “‘B., 391,” care J C-K. 


SALESMEN ; working jewelry, department 
and larger gift stores, to sell outstand- 
ing line wood tarnish proof silver chests; 
made by Eastern factory that sells out- 
put to large silver plate manufacturers 
and now wishes to sell direct to re- 
tailers; wonderful opportunity; com- 
mission; all territories open: write full 
information self and lines you sell, first 
letter. Address “R., 338,” care J C-K. 





JEWELRY store, Ohio town; modern 
equipped; air conditioned; business 
center; low rent: sales $1000 month; 
well stocked; priced reasonable. Apple 
Co., Brokers, Cleveland, Ohio. 

















JEWELRY store, Brooklyn, N. Y.; ac- 
tive corner; long lease; name brand 
accounts; ideal watchmaker; best 


eash offer, fixtures and inventory. pagpownenes > ania: oateen aac 

9 SALE; only jewe s ; 
Nee es 421,” care J CK. ey Wis. ; cctabtianadl over 20 years 
ago; excellent location and large trad- 
ing area; good lease and plenty of watch 
repairs; stock consists of good, nation- 
ally advertised lines; must leave State 
because of health: $15,000 will handle. 
Lloyd L. Staub, Jewelry & Gift Shop, 
Mount Horeb, Wis. 


SALESMEN ; to sell attractive line latest 
styled costume jewelry, to retail jewelry, 
department and better specialty stores; 
streamlined line featuring only current, 
well priced styles assures volume busi- 
ness; good territories still available on 
a protected basis; commission; prefer 
resident men with established following 
in small towns, also cities. Address “B., 
12,” care J C-K. 











WHOLESALE jewelry company, New 
York City, covering New York, New 
Jersey and Pennsylvania; excellent 
lines, unusual opportunity; $25,000; all 
replies confidential. Address “T., hg 
care J C-K. 














nD 





SOUTHERN credit chain, desires two 






managers on a partnership profit shar- 
ing basis with only a nominal invest- 
ment; men selected must have had suc- 
cessful past records in sales and credit 
collections, able to adapt themselves to 
living in towns of less than 100,000; 
this is a golden opportunity for parties 
selected for a successful future. Ad- 
dress “J., 175,’ care J C-K 








WILL sacrifice to settle estate: 70 year 


old jewelry business, Milwaukee, Wis. ; 
fair trade merchandise; low rental; ex- 
cellent opportunity; not interested in 
auction or sales. Address “Y., 345,’’ care 
J C-K 





FOR SALE: most beautiful jewelry store 
in northeastern Michigan; $25,000 cash; 
inventory of stock and fixtures, ane 
credit accounts; building, $50,000 cash; 
corner, 24 x 80, or lease $250 a month, 
guarantee rent, 6% of gross sales; firm 
is 14 years old in town; owner wants 
to retire: write owner. Address “M., 
305,’’ care J C-K. 
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FOR SALE—Continued 








——_—_—_—_—_—_—_—_—— 
FOR SALE ; manufacturing jewelry trade 
shop, doing business also with private 
trade; it is a seven man shop, fully 
equipped to do any type of special order 
work and general repairing; diamond 
setting, engraving, gold and silver plat- 
ing; located in one of the largest cities 
in Florida; will sell totally complete 
with all accounts, stock and good will; 
for full details write “F., 371,” care 
J C-K. 





CREDIT jewelry store, at 1104 State St., 
Erie, Pa., in the same store with the 
same owners for 27 years; 75% loca- 
tion; in the same block with a G. C. 
Murphy store; having a stock reducing 
sale at present, so that 10 to 15 thou- 
sand dollars will handle with merchan- 
dise, receivables and fixtures; new 
out-door Neon sign; buy a going busi- 
ness with money coming in from the 
start; retiring on account of age and 
health. M. A. Hirschfeld, 1104 State 
St., Erie, Pa. 





For Sale 


Tools, Equipments 





USED tools, benches, lathes, cleaning 
machines, staking tools, ete. ' { 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





3-U Gorton Pantograph complete, includ- 
ing tool sharpener; like new; $1,000. 
John W. Payne, 291% Marietta St., P. O. 
Box 241, Atlanta, Ga. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies; visit our salesroom or write for 
samples Dauer Printing Company, Man- 
ufacturing Stationers, 37 E. 21st St., 
New York 10, N. Y. ALgonquin 4-2174. 
We ship open account, parcel post, or 
express to any part of the United States. 








Business Opportunities 











EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





WATCHMAKERS: write today for proven 
facts about new profits from simplified 
chronograph watch repair. Address oa 
4905,” care J C-K. 


eens alla iti tit “ 











WILL purchase credit store in New York, 
New Jersey, Connecticut, Long Island 
or surrounding areas. Address ‘“‘R., 418,” 
care J C-K. 








IF you would like to retire from busi- 
ness without conducting a special 
sale, we will sell your store as a 
going business; read the last ad un- 
der “Business Opportunities” for 
full particulars. McRae & Shaw, 
Chicago. Hl. 

ee 
































JEWELRY store wantea py topnotch 
salesman-credit man; must be within 
2900 miles of New York City; consider 
partnership in going concern: can invest 
$15,000. Address “E., 317,” care J C-K. 


AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
9200 Blackstone Avenue, Chicago 
15. 











RETAIL jewelry salesman, with some 
capital to invest for progressive credit 
jewelry store, in eastern Pennsylvania 
city of 35,000; salary and commission ; 
wonderful opportunity; will be given 
opportunity to acquire interest. Ad- 
dress “W., 408,” care J C-K. 


ESTABLISHED, Montreal manufac- 
turer of all sorts of gold rings, seeks 
to contact metal mold maker. Write 
to, Irwin Moss, 5327 Notre Dame 
St., W., Montreal 30, Canada. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 36. 





AUCTIONEER; 11. successful sales 
conducted in 1949; firm names fur- 
nished on request; all correspon- 
dence strictly confident. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. Briargate 4-7303. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





ATTENTION Mr. Jeweler; want a sale, 
to sell out, reduce stock, raise cash, 
removal, remodel, Write, Bob Jones, 
care of Robert E. Jones Sales Ser- 
vice, 304 Colonial Arcade, Cleve- 
land, Ohio. Nationally known for 
25 years, 














THIRTY-EIGHT auctions during past 30 
months; copies of letters of recommen- 
dation from all parts of America sent 
on request; our clientele comprises both 
large and small jewelers, jewelers who 
care: conducted the two group auctions 
for St. Louis, Missouri, six largest firms 
in 1932-3. America’s Foremost Jewelry 
Auctioneer-Thomas J. Faussett, Howell, 
Mich. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 























JACOBS BROS., Ben and Henry, 
America’s well known jewelry auc- 
tioneers since 1917; cash buyers of 
entire jewelry stores and liquidators, 
or will personally conduct auction 
sale for you profitably; have liqui- 
dated many outstanding jewelers 
with great success; firm names on 
request; bank and trade references. 
Write or wire, 510 Madison Ave., 
New York City; 401 Jewelers Bldg., 
Boston Mass.; 321 Irwin Keasler 
Bldg., Dallas, Texas. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence. 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
703, New York, N. Y. 





IMPORTANT watch factory of highest 
repute and among the best in Swit- 
zerland, but not yet represented in 
the U. S. A., desires sole agent well 
introduced and organized, buying 
and selling on his own account, in- 
terested in introducing this fine 
name; the factory is not looking 
for immediate important sales but 
wishes the building up of a trusty, 
lasting and mutually profitable con- 
nection. Please write to, “Sole 
Agency”, care Information Horlo- 
gere Suisse, La Chaux-de-Fonds, 
Switzerland. 





WOULD you like to retire from busi- 
ness, if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business, unques- 
tioned bank references; also refer- 
ences from clients who have used 
our services recently; no store too 
large or small to use this service; 
write for competent appraisals and 
complete details without obligation. 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg., 


Chicago, III. 


eet 0 Ne IAAL RN 
Wanted to Purchase 








CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking stools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





(Continued on page 286) 
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WANTED TO PURCHASE—Cont. 








WANTED to buy; a used late model 
Watchmaster or Time-O-graph ; a heavy 
duty cleaning machine and a dust col- 
lector; must be in perfect working con- 
dition. Taylor Bros., Greenville, Tex. 





SYNTHETIC stones wanted for export; 
crackled first and second quality only; 
sapphire white, ruby red, lemon yellow, 
also chatons, varied colors. Write, Box 
536, 217-7th Ave., New York City. 





PITTSBURGH and tri-state areas; one 
of the largest trade shops, doing 
quality watch repairing; our prices 
are reascnable. Call, At. 1-5467, or 
write for details. Sam J. Klein, 317 
Clark Bldg., Pittsburgh 22, Pa. 





CASH for inactive Community Plate, 
Rogers 1847 and Holmes & Edwards; 
we pay retail less 40% for unused 
silver; used silverware also purchased ; 
any quantity; please send list; old 
sterling flatware and hollowware 
wanted. Vroman’s Silver Shop, 520 W. 
7th St., Los Angeles 14, Calif. 





SPOT cash for your surplus stock, 
watches, diamonds, and _ jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bldg., Houston 2, Texas. 


Watch Work, etc., for 
the Trade 








FINE watch repairing for the trade; all 
work guaranteed; prompt mail service. 
Carl _——. 198 Broadway, New York 





RELIABLE watch repairing ; all sizes and 
makes; guaranteed; references. Carl 
a 116 Nassau St., New York 


i; F 
















HIGHLY skilled, experienced watchmaker, 
open for new accounts; moderate prices; 
prompt service; all work guaranteed. 
J. Wallach, 886-8th Ave., New York City. 













SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 



















ONE week’s service, Watchmaster timing : 
references and price list on request. 
Gerace Jewelers, 4243 Frankford Ave., 
Philadelphia, Pa. 





















BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request: mail 
orders invited. David Migdal & Co., 
109-B Summer St. 













CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accurracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





SPECIALIZING in repairing  chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster ; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8 ; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





WATCH repairs for the trade; any make 
or type; work guaranteed, not the cheap- 
est, but good; 40 years’ experience; six 
years same address. G. Curtis Sprang 
& Son, 607 S. Hill, Suite 401, Los An- 
geles 14, Calif. 





repairing; eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
Ave., New York 32, N. Y. Lorraine 
8-6370. 


EXPERT watch 





KNOW your specialist; mail direct; same 
day service: vibrating; flat, $1.75; 
Breguet, $2.50; staffing, jeweling; re- 
quest free envelopes and Vibra-Pac. 
Hairspring Vibrating Co., Box 330, 
Union City, N. J. 





WEST COAST watch repairing by an old 
company ; workmanship and service the 
best; we repair all kinds of watches and 
chronographs; send for price list. Sys- 
tem Service Co., 213 S. Broadway, Los 
Angeles 12, Calif. 





FINEST watch repairing with seven 
days, or sooner, service; all work 
guaranteed and insured against loss 
or damage; Watchmaster timed; 
located in the Middle West’s most 
convenient watch repair center; 
price list on request. Pollak’s Watch 
Service Co.. 205 Colonial Arcade, 
Cleveland 15, Ohio. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing: Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 





Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY on gold, silver or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15,139 Glaston- 

bury Blvd., Detroit 23, Mich. 





DIAMOND setting, expert work; New 
York and out-of-town; prompt service; 
prices right; stones supplied on request. 
Sam Weisel, 87 Nassau St., New York. 








PEARLS restrung plain or knotted; 
ring sizing, diamond setting and en- 
graving. Walter Job & Son, 502 
Dime Bank Bldg., Scranton, Pa. 





DIAMOND repairing — specialist: usin 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York Ch 
19, N. Y. Recutting and repairing aise 
mond cutter. : 





$$ 


PEARLS and beads restrung, knotteg 
woven; rosaries repaired, refinished: 
right prices, prompt service, monthly 
billing; we specialize on mail orders: 
our business is nation-wide. Woodman’s 
55B Eddy St., Providence, R. I 





Et carts. 


COLORED STONES; direct importers 
at your service ; replacing, recutting, 
repolishing, drilling, diamond 
melee, synthetic stars, precious, 
semi-precious, synthetic, imitation, 
Max Stern & Co., Inc., 17 John St., 
New York. 








JEWELRY repairing, diamond Setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. : 








To Let 








OFFICE space for diamond setter; three 
windows; reasonable. 9 Maiden Lane, 
New York City. Call, Beekman 3-3398, 





wonderful location for 
clock repair, jewelry, silver, etc.; fine 
growing community; reasonable. Van- 
derlyn Art Framing, 60 W. Broad St. 
Fleetwood, Mt. Vernon, N. Y. 


SHARE § store; 











Miscellaneous 
WATCHMAKERS’ JOURNAL: contains 


valuable information for watchmakers 

and students; $1 year; sample copy 20¢. 

Dean Co., 116-A Nassau St., New York 
. # 


wd 7 
fy 





333 questions and answers; illustrated; 
examination-type questions; practical 
for benchwork reference or review of 
watch repair; $1.75 postpaid; seven-day 
return privilege. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill. Room 1100EF. 





CHICAGO Institute of Watchmaking, ac- 
credited by U.H.A.A. and certified by 
‘H.I.A. approved for veterans; write for 
our latest booklet, JC-9, describing 
courses and containing pictures from a 
few of the many satisfied graduates and 
employes who can truly explain our 
successful plan of sound training. Chi- 
cago Institute of Watchmaking, 6 E. 
Lake St., Chicago 1. 












GRADUATE watchmakers; reach an un- 
tapped source of profitable new business 
in chronograph watch repair; easy step- 
by-step Esembl-O-Graf method taught 
in C.I. approved, 22 weeks resident 
course, or by low-cost home study plan; 
be the first in your community to dis- 
play the handsome certified chrono- 
graph technician’s diploma; complete 
information on request; Western Penn- 
sylvania Horological Institute, Desk 
ee 706 Smithfield St., Pittsburgh 19, 

a. 
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ON TAKING IT EASY, AND LIVING LONGER 


The following is not editorial fiction. Recently a man, 
a man weli known in the industry stated that, “When 
things are made so vague by uncertainties that it is im- 
possible to have any idea what lies in front, logic dic- 
tates that you drive straight ahead.” 

When such a statement is delivered in a loud voice 
and said fast enough we'll admit it sounds good. How- 
ever, to our way of thinking, an analogous translation 
of it would be “If you run into a fog, step on the ac- 
celerator.”” 

Now there’s no question that the business road ahead 
lies under a heavy fog through which no one could 
possibly see. But it is our opinion that this is no time 
to take outlandish chances. The small competitive ad- 
vantages which may be won by the gamble are all out 
of line with the risks involved. 

During the past month we have seen blind, indiscrim- 
inate, injudicious buying by some retailers, many of 
whom can’t afford to gamble at such high odds. 

It’s well and good to have adequate stock at all times 
and it’s smart to protect yourself on things which you 
are sure will be in short supply. But to buy any and all 
models and styles of each and every line you can lay 
your hands on (like you'd buy fireworks on the Fourth 
of July) is not only asking for trouble, it’s practically 
guaranteeing it. 

Ask your responsible suppliers for the truth about 
their lines. Ask them for their opinions on the outlook 
on market conditions during the coming season. (Leave 
next years problems for next year.) They'll be honest 
in their replies. 

As a matter of fact, we have done just that for you. 
We have wired some sixty suppliers for concise statements 
which can help you through these difficult times. The 
responsible gentlemen in these companies have responded 
with the same frankness they would give you personally. 
(Replies were received as recently as August 27.) 

These statements are fog lights to aid you in your 
buying, guides which will help you advance your busi- 
ness at the greatest possible speed with a maximum of 
safety. 

This is a service of JC-K, made possible by the in- 
tegrity of our industry's suppliers and their interest in 
a healthy retail division. 

Study these statements. Weigh their messages. 
Take it easy and we'll all live longer—and better. 


The “Market Report referred to above is on pages 119 
to 122 in this issue. 
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YOUR LIST FOR A READY-MADE MARKET 


Right in your files is a little goldmine. It is the list 
of customers who bought sterling or plated flatware from 
vou during the past few years. 

Such purchases are evidence that the people who made 
them appreciate the pleasure to be derived from a well. 
appointed dining table. 

Now you sold them flatware—but what about hollow. 
ware? Did you tie into the flatware purchase a sale of 
china dinnerware—a set of table glassware? 

If not-—why not? 

Could it be that your sales personnel does not recog: 
nize the position of your store as “local advisor to better 
living?” 

Could it be that you, the management, have not yet 
recognized a fact which is currently being proved in 
jewelry stores of all types—all over the country? That 
fact is that china and glassware are logical, prestige and 
profit building extra lines for the retail jeweler. 

The spectacularly increasing jewelry store volume in 
these lines suggests you study the facts. Unless, of 
course, your present business is so good you can afford 
to ignore them. 





Incomes over $3,000 are now enjoyed by 57.5 per cent 
of American families, as against 54 per cent in 1948 and 
43 per cent in 1946. Of our 42 million families, 25 
million or 60.2 per cent own their own homes, and these 
home owners buy 77.1 per cent or more than three 
fourths of all home furnishings. 


Dr. Douglas FE. Lawson. dean of South Illinois Uni- 
versity's Colege of Education, says that statistics prove 
that the ability to master a study such as algebra de- 
creases every year of repetition. By the sixth year of re- 
peating. a pupil’s chance of failure is 100 per cent. 

We wonder is there is any connection between this and 
the fact that comparatively few new businesses survive 
past their sixth year. 

Could it be that six years is all a business can sur 
vive if its owner keeps repeating the mistakes inherent 
to a new enterprise? Could it be that failure is auto- 
matic unless the retailer adds new ideas to make up for 


the deficiencies natural in any young business? 


Editor 


Sanpo OPA 
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